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FTC Orders New Study of Doubleday qygag 


Fair Trade Deals with Competitors 


WASHINGTON, Sept. 30—The Fed- Hier had tossed out the complaint | 


eral Trade Commission set the 
stage today fer a decision which 
will determine whether manufac- 
turers who operate retail outlets 
can require other retailers to re- 
spect the fair trade price of their 
brand name goods. 

The issue is raised by a clause 
in the McGuire Fair Trade Act 
which specifies that price main- 
tenance agreements are not lawful 
if they involve persons, firms or 
corporations which sell in compe- 
tition with each other. 

The test case involves the oper- 
ations of Doubleday & Co., Gar- 
den City, which operates 25 retail 
shops in various parts of the coun- 
try. It also sells its books under 
price maintenance agreements to 
booksellers who compete with 
Doubleday stores. 


FTC hearing examiner Frank | 


against Doubleday on the grounds 
that the McGuire Act permitted 
price maintenance agreements be- 
tween publishers and retailers. 


|@ However, by a 4-0 vote (with 
/'Commissioner Lowell Mason ab- 
‘sent), the commission today in- 
structed Mr. Hier to take an addi- 
tional look at the situation. 

Chairman Edward Howrey, in 
an opinion also signed by former 
chairman James Mead, said Mr. 
Hier should have’ considered 
|/whether Doubleday acted in its 
,capacity as a manufacturer-pub- 
‘lisher or retailer. 

“In other words,” he said, “it 
is necessary to study the particular 
agreement, examine its form, econ- 
omic purpose, intent and effect and 
| then decide whether it is a vertical 


(Continued on Page 84) 


ABP Publishers, Space Reps Pay Tribute 
to Editors in Group’s First Western Meet 


San FRANCISCO, Sept. 29—Busi- 
ness magazine publishers and their 
advertising space salesmen today 


doffed their hats to the editors, | 


and with a low sweeping bow paid 
deference to them and their edi- 
torial staffs. Around these men, 
the publishers said, is built the 
product we have to sell, and only 
as they turn out good books can 
we approach advertisers with 
products worth their attention. 

At a day-long conference of the 
Associated Business Publications 
here, the first ever held in the 
West, Thomas B. Haire, president 
of Haire Publishing Co., New 
York, keynoted the discussions by 
taking cognizance that “our prin- 
cipal value, our stock in trade, is 
good editorial content. That is our 
selling point,’ because that is the 
way publications gain the neces- 
sary circulation. 


# The significance of the editorial 
contribution ta space salesmen 
was given particular attention 


during an afternoon panel session 
‘led by George C. Tenney, v.p., 
McGraw-Hill Publishing Co., San 
Francisco. Introducing the discus- 
sion of ‘“Today’s Editing for Bet- 
ter Business Papers,’”’ Mr. Tenney 
said “reader values are the yard- 
sticks by which we can measure 
;advertising values. A sound edi- 
torial service attracts readers and 
assures advertising values.” 

In business journalism, he said, 
there is “the last forthright stand 
of personal journalism. Business 
editors must get out from behind 
their desks and get to know their 
readers more than in any other 
branch of publishing.” 

There are three editorial tech- 
niques that can be used in selling 
advertising space, Mr. Tenney said. 
These are modern editorial presen- 
tation, modern editorial research 
and periodic editorial checkups. 
William K. Beard Jr., president of 
ABP, read a paper prepared by 
publications consultant George 

(Continued on Page 70) 


Counsel fer Duane Jones and Opponents 
Square Off for Appeals Hearing Oct. 9 


New York, Sept. 30—Next Wed- 
nesday afternoon at 2 p.m. is the 
time set for the start of the third 
and probably final round of the 
long legal fight between Duane 
Jones and Joseph Scheideler over 
an alleged conspiracy to steal the 
former’s accounts and ruin his 
agency business. 

That’s when the court of appeals 
in Albany, highest bench in this 
state, will hear arguments by Mil- 
ton Pollack, trial attorney for 
Duane Jones Co., and Neil P. Cul- 
lom, who is representing Scheide- 
ler and seven other defendants. 


A third lawyer, James E. Free- 
hill of the law firm of McNutt & 
Nash, will argue on behalf of 
Frank G. Burke, v.p. of Manhat- 
tan Soap Co., and Robert Hayes, 


|v.p. of Doherty, Clifford, Steers & 
'Shenfield, both of whom had the 
complaint against them dismissed 
by the appellate division of the 
New York county supreme court 
last May. Mr. Jones’ counsel will 


ask the court of appeals to rein-| 


state the complaint against Mr. 
Burke and Mr. Hayes. 


a In addition to Mr. Scheideler, 
the defendants to be represented 
by Mr. Cullom are Paul Werner, 
Joseph Beck, Philip Brooks, Law- 
rence Hubbard, Eugene Hulshizer, 
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DREAMY—Squire Dingee Co., Chicago, will 


How Ford Developed Its Direct Mail 


| 
| 
Toothpaste Makers’ 


‘Claims Draw Heavy 
Fire from Dentists 


CLEVELAND, Sept. 29—Dental 
| scientists have begun setting artil- 
_lery to shoot down the hot air bal- 


’ |loons of toothpaste makers. 


_ Six panelists at the American 
{Dental Assn. convention here to- 
i\day declared that no “genuinely 


x | therapeutic dentifrice” proved to 


| prevent tooth decay or gum disor- 
|ders has been developed. 
Two of the six urged ADA to 


pay for a two-week vacation anywhere in | form an agency to review adver- 
the world for the winner in a “dream vaca- tising claims about such prepara- 
tion’ contest starting Oct. 15. The contest| tions and to compare the claims 


will be announced with ads in 38 newspa- 

pers in the Midwest and Southwest and 

closes Dec. 5. L. W. Ramsey Co., Chicago, 

is the agency for Squire Dingee, which 

makes Ma Brown preserves, pickles and 
jellies. 


Gillette Foots 


$1,500,000 Bill 
to Air Series 


New York, Oct. 2—Gillette 
Safety Razor Co. is spending more 
than $1,500,000 to bring the world 
series to a record radio and tele- 
vision audience. 

By the third game, the TV line- 
up was up to 126 stations in 119 
cities. The radio coverage was 
being carried on 920 stations in 
the U. S., Canada, Alaska and Ha- 
waii. 


® The battle between the Yankees 
and the Dodgers is being televised 


with scientific results. 
Appearing on the panel 
|Dr. Thomas J. Hill, professor of 
clinical and oral pathology and 
therapeutics, Western Reserve Uni- 
versity; Dr. Helmut A. Zander, 
chairman of the division of period- 
/ontia, University of Minnesota; 
Dr. Robert G. Kesel, head of the 
‘department of applied materia 
|medica and therapeutics, Univer- 
sity of Illinois; Dr. John W. Hein, 
‘chairman of the department of 
dentistry and dental research, Uni- 
versity of Rochester; Dr. Leonard 
S. Fosdick, chairman of the de- 
| partment of chemistry, Northwest- 
ern University dental school, and 
Dr. Albert H. Kniesner, assistant 
professor of pathology and period- 
ontia, Western Reserve University. 


were 


a “There are some laboratory or 
clinical facts back of most of the 
claims made for dentifrices,” said 
Dr. Fosdick, but added, “The 
advertisements just tell part of the 
story. The advertising profession 
doesn’t think it is necessary to re- 
late the whole story.” 


on two stations each in Boston, Calling on the ADA to propose 
Chicago, Los Angeles and Norfolk. ® board of review on sweeping 
(Continued on Page 85) (Continued on Page 8) 


Last Minute News Flashes 
MacFarland, Aveyard Gets New Rockwell Company 


CHICAGO, Oct. 2—Rockwell Spring & Axle Co., a new company, has 
appointed MacFarland, Aveyard & Co. to handle its advertising. Reck- 
well was formed this week by merger of Timken-Detroit Axle Co., 
agency for which was MacManus, John & Adams, Bloomfield Hills, 
Mich., and Standard Steel Spring Co., handled by Marsteller, Gebhardt 
& Reed, Pittsburgh. Rockwell’s budget will top $1,500,000, a substantial 
part backing Timken oil and gas burners. 


GF’s Eldridge Will Join Campbell Soup Co. 


New York, Oct. 2—Clarence Eldridge, who retired in June as v.p. 
in charge of marketing for General Foods Corp., will join Campbell 
Soup Co., Camcéen, N.J., about Nov. 1 in an executive capacity. W. B. 
|Murphy, president, told AA that Campbell is still not ready to announce 
| Mr. Eldridge’s title or the nature of the duties he will assume. Mr. 
_ Eldridge is now in Europe on a special assignment and is still techni- 
| cally a v.p. of GF, but he has resigned from the board and will join 
| Campbell soon after he returns from abroad. 


_Winegar Named N. Y. Copy Chief for Foote, Cone 
| New York, Oct. 2—Otis Winegar, on the creative staff of Ted Bates & 


Program Outlined for DMAA 


New President Pledges 
Continued Fight Against 
Increased Postal Costs 


Detroit, Oct. 2—How direct 
mail advertising has come of age 
to the extent that it now earns a 
/15% commission for some agen- 
‘cies was outlined at the 36th an- 
‘nual conference of the Direct Mail 
Advertising Assn. 

The extensive direct mail pro- 
gram of Ford Motor Co.—how it 
originated and was developed— 
was outlined at a panel discussion 
by Frank J. McGinnis, manager of 
advertising, sales promotion and 
training for Ford; Norman H. 
Strouse, v.p. of J. Walter Thomp- 
son Co., Detroit, and Elmo Roper, 
|New York. 

After Mr. McGinnis had de- 
scribed the early troubles of Ford’s 
direct mail venture, Mr. Strouse 
told of the evolution of the pro- 
gram into a “full fledged” media 
tool. 


e “It seems to us that the first 
great step in the right direction is 
to eliminate the concept of segre- 
gation and include direct mail as 
a formal part of the budget—not 
(Continued on Page 81) 


Public Oversold on 
3-D, Color TV, N. Y. 
Security Group Told 


New York, Oct. 1—The public 
had better settle for b&w televis- 
ion, and not expect either color 
or three-dimension TV for some 
time. 

That’s what Abraham Blumen- 
krantz, chairman of the board of 
General Instrument Corp., told the 
New York Society of Security An- 
alysts today. He emphasized that 
the public is being “oversold” on 
developments in electronics which 
still are far in the future. 

“Color television is not around 
the corner—at least any reason- 
able corner,’ Mr. Blumenkrantz 
said, adding that although engi- 
neering problems are solved, mass 
production of tubes and sets has 
not yet been mastered. He esti- 
mated that not more than 100,000 
color TV sets will be produced in 
1954. These will sell for between 
$700 and $1,000 for a 14-inch set, 
he predicted. 

He thinks it will be three to five 
years before color TV becomes 
available for the average consum- 
er. 

His company’s engineers are 
working on printed circuits and on 
components for circuits in which 
transistors may replace vacuum 
tubes. He said these will make pos- 
| sible smaller sets at lower cost, 
| but warned that the developments 


| will not reach the public for some 


Robert Htaghes and the SB&W Co. for the last four years, has been named v.p. and copy chief in the time. 


agency. 


| New York office of Foote, Cone & Belding. This is a new position. Mr. 


Three-dimension TV “is pretty 


A lengthy jury trial that ended Winegar is a former v.p. and copy director of C. J. LaRoche & Co., and | far away,” Mr. Blumenkrantz as- 
last Oct. 29 resulted in a verdict Was at one time associated with Batten, Barton, Durstine & Osborn in | serted. “If you need a new TV set 


that Mr. Jones was the victim of 
(Continued on Page 66) 


Chicago. 
(Additional News Flashes on Page 85) 


‘now, go out and buy it,” he ad- 
| vised. “Don’t wait for 3-D.” 
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Heatter Show.” 


Oct. 31. 


Supermarket Chains Find They Are 


Now Mature and Part of Our Economy 


Agriculture Department's 
Probe into Meat Price 
Spread Stirs NAFC’s Ire 


CHICAGO, Sept. 
tion that formed during the de- 
pression years when many revolu- 
tions threatened this country 
reached a kind of a climax here 
this week. 

The occasion was the 20th an- 
nual convention of the National 
Assn. of Food Chains and the 
whole event was characterized by 
the kind of proud satisfaction a 
young boy feels when he gets his 
first pair of long pants. 

A “look how we've grown up” 
air pervaded the three-day meet- 
ing as the supermarket chains 
shook off the last vestiges of the 
revolutionary and claimed their 
place as part of the American 
economy. 

Jacob E. Davis, v.p. of Kroger 


30—A _ revolu- | 


Co., narrating part of a dramatized 
presentation of the association's 
history Monday, reviewed the| 
hardships encountered early by | 
chain operators trying to establish | 
their new ideas in communities | 


/@ “If we go back to the begin- 


about the country. 


\@ He recalled the hostile attitude 
which originally greeted the low- 


price chains: 

“Attacks on chain stores became 
a popular and widely indulged in 
sport. Politicians and demagogs de- 
nounced chain stores to the appar- 
ent delight of their listeners... 
More than 1,500 anti-chain bills 
were introduced in state legisla- 
tures and 65 of them were passed.” 

Other speakers reminded the 
gathering that NAFC’s organiza- 
tion had originally been inspired 
through the Roosevelt Administra- 
tion’s National Recovery Act, 
which sought to help out the food 
chain operators. 

One speaker, F. J. Lunding, 
chief executive officer of Jewel 
Tea Co., seeking to readjust the 
group’s mantle of respectability, 
went so far as to disown the 
group’s beginnings. 


ning, to NRA days,” he said, “we 
find ourselves being conceived in 
the sin of what we would now call 
state socialism or syndicalism. But 
(Continued on Page 87) 


Saturation Drive | 
Opens for Rybutol | 


New York, Sept. 29—A “give- | 
away” drive which aims at snar- | 
ing 2,000,000 new Rybutol cus- 
tomers has been started by the 
Vitamin Corp. of America. 

Newspapers, magazines, radio 
and TV are being used to offer a 
free $1.98 size bottle of Rybutol 
with every purchase of the $5.98 
size. If the customer doesn’t “feel 
stronger, peppier in just seven 
days” he can return the $5.98 size 
for cash refund. 

VCA’s schedule, which it calls 
“the most complete market satura- 
tion ever attempted in vitamin ad- 
vertising,” includes 6,000 radio and 
TV spots in 45 markets in six 
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weeks, 75-line to 1,500-line ads in 
nearly 200 newspapers, and inser- 
tions in Harper’s Bazaar, Town & 
Country and Vogue. 


cational station is about to begin 


s Batten, Barton, Durstine & Os- 
born will handle all advertising | 
except the magazine copy, which 
Chernow Co. will do. Chernow has 
the fashion aspect of the account. | 
“Giveaway” copy in the magazines 
will be subsidiary to other themes. 

The TV coverage includes 20 
and 60-second spots and participa- 
tions in network shows. Spots will 
be used on radio, as well as sports- 
casts heard before and after World 
Series games, and the “Gabriel 


The giveaway deal expires on 


FCC's Walker Gives 
Plea for Educational 


Station in Chicago 


Cuicaco, Sept. 29—The Chicago 
Educational Television Assn. 
brought Federal Communications 
Commissioner Paul Walker out 
here yesterday to help spur its 
fund drive for Channel 11. 

The community effort to raise 
an initial $1,100,000 still has a long 
way to go. There is $762,000 in the 
bag, but the other $338,000 is more 
on the order of pulling teeth. 

FCC’s Mr. Walker spoke at a 
meeting of influential Chicago 
business men enlisted to urge their 
acquaintances to give to the cause. 
He listed various benefits to be de- 
rived from the station—it can com- 
bat “functional illiteracy” and 
juvenile delinquency, help those in 
need of a college education who 
can’t afford to go to college, etc. 


@ Mr. Walker wound up with a 
business-like suggestion: “I don’t 
want to put it on a dollar basis, 
but for the benefit of the money- 
minded, I might point out that $6,- 
000,000 has been paid for a v.h.f. 
television station here in Chicago. 
And in Philadelphia, a v.h.f. sta- 
tion recently sold for $8,500,000. 
Once a station is built here it may 
be worth $10,000,000. If the city 
of Chicago doesn’t use this oppor- 
tunity to get it built, it goes into 
the commercial field, and Chicago 
will lose this valuable, useful as- 
set.” 

Mr. Walker pointed out that 
Houston has an educational sta- 
tion on the air, a California edu- 


operations and 20 others are ex- 
pected to start in 1954. 


West Palm Beach Campaigns 
The West Palm Beach Advertis- 


HOLIDAY SPECIAL—S&W Foods Inc., San 
Francisco, has scheduled ads like this for 
newspapers on the West Coast and will al- 
so use Life to promote its glace cake mix 
and other holiday food products. Foote 
Cone & Belding is the agency for S&W. 


S&W Foods Slates 
November Campaign 
for Glace Cake Mix 


SAN Francisco, Sept. 29—With 
Thanksgiving and Christmas men- 
us in mind, S&W Fine Foods Inc. 
is preparing one of its largest ad- 
vertising and promotional pro- 
grams for holiday products. 

Under the banner, “S&W makes 
a holiday Simply Wonderful,” full 
page or 1,000-line ads will appear 
in between 50 and 60 newspapers 
on the Pacific Coast during No- 
vember. Papers in the major mar- 
kets will carry four-color ads, in 
secondary markets two-color ads 
and in smaller areas or where col- 
or is not available, the ads will 
appear in b&w. Although many 
holiday items will be shown, the 
featured product will be glace 
cake mix. 


® This product will also command 
center attention for a full-page, 
four-color ad in Life, Nov. 9. The 
ad will follow the same gen- 
eral theme as those in the western 
newspapers but is being specially 
prepared for the national market. 

Point of purchase material will 
support this drive, including “cheer 
leader” banners on wire hangers, 
six-color product pennants and tie- 
in mats of various sizes. Food 
stores are being advised of the 
drive through full pages in west- 
ern grocery trade publications. 

Agency for S&W is Foote, Cone 
& Belding. 


Alexander Named Ad Head 


James R. Alexander has been 
named advertising manager of the 
Daily Enterprise, Paris, Ky. He 
succeeds Leo Brauer, who has 
been named news editor of the 
paper. 


Plans New Atlanta Daily 

The Atlanta North Side News, 
a weekly, plans to convert into a 
five-day-a-week daily, starting 
Oct. 20. 


ing Commission, in conjunction 
with the city’s chamber of com- 
merce, will initiate a small-space | 
drive in newspapers and mag-| 
azines this fall to promote re- | 
sort trade in the area. The $60,000 | 
campaign will be placed by George | 
Evans Co., Fort Lauderdale, Fla. | 
Reon Resistor to Adams 


Reon Resistor Corp., Yonkers, | 
N.Y., maker of precision wire- 
wound resistors, has named A. D. 
Adams Advertising, New York, to 
handle its advertising and publi- 
city. Trade publications and direct 
mail will be used. 


E. M. (LUKE) WHITNEY, formerly eastern 
advertising manager of Field & Stream, 
has been named v.p. and advertising di- 


| rector of Judge, which will bow on news- 


stonds Oct. 21. 


Lucky Strike Buys 
Disc Jockey Show 
with New NBC Plan 


New York, Sept. 30—The first 
major radio sale resulting from 
National Broadcasting Co.’s new 


coordinated programming was 
_made to the American Tobacco Co. 


Effective Oct. 5, Lucky Strike 
will present a program of records 
and news over the network’s five 
owned-and-operated stations. The 
show will be master minded from 
New York, but will feature a local 
disc jockey in each city. “Light 
Up Time” will be a 30-minute at- 
traction Monday through Friday 
over WRC, Washington; WTAM, 
Cleveland; WMAQ, Chicago, and 
KNBC, San Francisco. WNBC, 
New York, will have a slightly 
different schedule for a 20-minute 
broadcast. 

In all the cities Lucky Strike 
will be included in NBC’s “chain 
lightning” merchandising  pro- 
gram. This means special display 
space in major supermarkets in 
all five areas. 

The network’s o&o division also 
is extending its coordinated pro- 
gramming project to television. 
“Jinx Falkenburg’s Diary,” a 
WNBT telecast, is now fed to 
WNBW, Washington, for a half- 
hour a day. NBC spot sales is of- 
fering the program on a two-city 
basis and will add other cities to 
the coverage next month. 

Batten, Barton, Durstine & Os- 
born is the agency. 


WOR Workers End 
Six-Week Strike 


New York, Sept. 30—Six weeks 
after they walked out in a dispute 
over duties assigned them, engi- 
neers and technicians went back 
to work at WOR this week. 

WOR-TYV, also hit by the walk- 
out of 163 members of Local 1212, 
International Brotherhood of Elec- 
rical Workers, went off the air 
Sept. 13. The video station re- 
turned to the air for the world se- 
ries, but will not resume normal 
operations until its transmitter and 
studio facilities have been moved 
to the Empire State Bldg. 

Thomas F. O’Neil, president of 
General Teleradio, owner of the 
stations, and Charles A. Calame, 
business manager of Local 1212, 
released a joint statement saying 
that “all differences...have been 
resolved to (their) mutual satis- 
faction.” All striking employes 
were to return to work. 


ws The disagreement was over 
work assignments, not wages. The 
station charged the union with 
featherbedding; the union said the 
station wanted its members to do 
two jobs at once. 

The biggest commercial loss dur- 
ing the strike probably came dur- 
ing the last few weeks of the 
Brooklyn Dodgers’ telecasts, which 
Lucky Strike and Schaefer shifted 
to WABD. At WOR it was pretty 
much business as usual—except 
for two Mutual programs, which 
were carried on the rest of the 
network but not in New York. 
These shows were the Perry Como 
program for Chesterfield and 
Frank Edwards’ news commentary 
for the American Federation of 
Labor. 


Howard Publishing Joins NBP 


The three monthlies of Howard 
Publishing Co., Chicago (Ameri- 
can Boxmaker, American Paper 
Merchant and Paper, Film & Foil 
Converter), have joined National 
Business Publications. All three 
publications are audited by Con- 
trolled Circulations Audit. 


Military College to Korn 
Pennsylvania Military College, 
Chester, Pa., has named J. M. Korn 
Co., Philadelphia, to handle its 
advertising and public relations. 
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UPWARD—Tea consumption has _ risen 

sharply since 1948. In ‘49 the Tea Council 

of the U.S.A. appointed Leo Burnett Co., 
and started advertising promotion. 


Home Sales Soar... 


Tea Promotion 
Has Been a Big 
Success: Hyde 


Tea Council Director 
Tells How Survey Led 
to Improved TV Spots 


WHITE SULPHUR SPRINGS, W. VA., 
Sept. 29—Tea consumption in the 
U. S. has increased 15,000,000 
pounds in the last five years. With- 
in the next five, consumption is 
likely to increase another 50,000,- 
000 pounds a year, if the tea in- 
dustry continues its current ad- 
vertising and promotion effort. 

This prediction was made here 
yesterday by Anthony Hyde, ex- 
ecutive director, Tea Council of 
the U. S. A., at the eighth annual 
convention of the Tea Assn. of the 
U. S. A. 

Pointing out that tea consump- 
tion in the U. S. reached a record 
low in the 1940s, Mr. Hyde said 
that the rise in pounds has been 
steady and quite steep since 1948. 
First gains were registered in the 
restaurant field. 


# “It started in 1949,” he said, 
“almost two years before our ad- 
vertising got under way, and has 
continued so that the out-of-home 
market has grown from 18% to 
24%. By 1952, after advertising 
really got under way, consumption 
in the home also had a significant 
rise.” 

Using graphs to illustrate points 
in his talk, Mr. Hyde pointed out 
that tea consumption in the U. S. 
has risen from about 85,000,000 
pounds at the end of 1948 to 106,- 
000,000 pounds, estimated total for 
1953. Of this total, 76% is con- 
sumed in the home and 24% out of 
the home. 

“Even though we have been 
making headway in the out-of- 
home market for five years,” Mr. 
Hyde said, “we could not be sure 
that long-time per capita trend of 
tea consumption was really going 
up until the much larger home 
market gave signs of moving. Now 
for the second year in succession, 
grocery store sales show a sharp 
upswing. 


® “To come this far, this fast with 
a commodity that had been losing 
ground so steadily is already being 
pointed to by other industries as 
one of the classic success stories of 
| our time. It is one of the few real- 

y clear-cut examples when an in- 
dustry has scored a major reversal 
without the help of outside fac- 
|tors. The product hasn’t changed; 
| distribution has not changed; the 
retail price has not been reduced.” 
_ Stressing a significant difference 
|in selling the out-of-home and the 
| home markets, Mr. Hyde said that 
“in restaurants, if good tea is made 


(Continued on Page 82) 
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Emerson Shows 


16’ Color TV Set 
to Sell for $700 


NEw York, Sept. 30—Emerson 
Radio & Phonograph Corp. claimed 
a first here yesterday when it dis- 
played a 16” color TV set at a 
meeting of the New York Society 
of Security Analysts. 

Benjamin Abrams, president of 
the company, described the con- 
sole as the “first commercial com- 
patible color television receiver 
styled for home use and designed 
for mass production.” He said it 
will sell fer $700. 

Mr. Abrams said his color re- 
ceiver could be put into produc- 
tion “within weeks” after the Fed- 
eral Communications Commission 
officially okays the all-industry 
TV system now under considera- 
tion. 


® The Emerson executive  pre- 
dicted that FCC approval will be 
forthcoming by the end of the year. 
The first color sets to go on the 
market will range from $700 to 
$1,000, he added. 

It will take 18 months of mar- 
keting for color receivers to come 
down to 25% above current b&w 
TV prices, he believes. He is not 
sure that color sets will ever be 
priced in line with b&w models. 

Mr. Abrams told the group that 
1953 will be the peak sales year 
for the radio-TV industry, thanks 
to new video stations, defense pro- 
duction and the replacement tele- 
vision market. 


Buckley Book Tells 


You How to Retire 


New York, Sept. 30—An adver- 
tising man and a manufacturer 
were coming into town on the 8:15 
one morning a short time ago. 

“What are you going to do when 
you retire?” asked the advertising 
man. 

“Fish, I guess,” replied the man- 
ufacturer. 

“You can fish for 90 days. What 
then?” 

“IT dunno. I haven’t given 
much thought.” 

That started the advertising man 
thinking. His thinking has resulted 
in publication of a new book, “Re- 
tirement Handbook,” on Harper & 
Bros.’ fall non-fiction list. 

The author is Joseph C. Buckley, 
a copywriter in J. Walter Thomp- 
son Co.’s trade department. 

“Retirement Handbook” is his 
first published volume. In its 330 
pages he covers the importance of 
long-range retirement planning, 
examines opportunities to retire 
to a new life in small business or 
farming, discusses leisure-time ac- 
tivities, health and insurance mat- 
ters, and reviews the cultural, fi- 
nancial and recreational advan- 
tages of different locations for re- 
tirement living. 


it 


s For many years Mr. Buckley 
has habituated himself to winter 
weekend study projects. He says 
he was inspired to do this by two 
books, Arnold Bennett’s “How to 
Live on 24 Hours a Day,” and “A 
Technique for Producing Ideas,” 
by James Webb Young, well- 
known advertising writer and ex- 
ecutive of J. Walter Thompson 
Co. 

Mr. Buckley’s data in his hand- 
book are based on correspondence 
with government agencies, doctors, 
insurance companies and retired 
executives. In personal interviews 
with 100 people he found that only 


with GERM-KALLING SALT and odor-killing chlorophy!! ! 


IN ITS HOME TOWN—Chicago’s Morton Salt Co. is introducing Morton's toothpaste 


in its home city with a poster campaign 
is the product the company has tested in 
April 2 


through Needham, Louis & Brorby. This 
several small cities via newspapers (AA, 


1,. ‘S2). 


Whitehall Indicates $10,000,000 Budget; 


Reduces Prices Under 


New York, Sept. 29—Whitehall 
Pharmacal will spend “well over” 
$10,000,000 in 1953-’54, using every 
radio and TV network, every daily 
newspaper and every national 
magazine. The budget represents 
/an increase over last year of per- 
‘haps $2,000,000. 

Whitehall brands scheduled to 
get the biggest benefit from the 
ad money are Anacin, Kolynos, 
| Bi-So-Dol, Heet liniment, Freez- 
one, Melcalose, Sperti ointment, 
Outhro, Preparation “H,’”’ Neet and 
Hopper. 

The company’s latest ventures 
into TV include a five-nights-a- 
week news program on ABC with 
John Daly and a half-hour dra- 
matic show, which Whitehall will 
further identify later. John Daly 
will push Anacin, Kolynos and 
Heet. 


# William H. Strawson, sales v.p., 
said his company has changed over 


Net-Pricing System 


to a one-price, net-pricing system 
under which prices to the trade ot 
38 items will be reduced. Consuni- 
er fair trade minimums on seven 
brands, meanwhile, are undergoing 
revisions to result in slight in- 
creases. 


will be greater profits for all deal- 
ers, and greater economies of buy- 
ing. “The new pricing policy,” he 
said, “makes Whitehall one of the 
most profitable major drug lines 
for dealers in the industry—based 
on gross profit per dollar invested 
in inventory.” 

The single net 
“places dealers in the same advan- 
tageous profit position, and net 
pricing will save bookkeeping, 
thereby preventing costly errors.” 

Whitehall was said to have sev- 
eral new products in the agency 
testing stage, but these do not fig- 
ure in the announced budget. 


price policy | 


Many Marketing 
Groups Use London 
Time & Life Bldg. 


LONDON, ENGLAND, Sept. 29—The 
handsome new Time & Life Bldg. 


coming known as_ international 
headquarters for advertising and 
marketing activities. Many groups 
have been using the facilities pro- 
vided here for their meetings and 
parties. 

The building, opened last Jan- 


ness structures in London, and its 


attractive design and convenient 
appointments, including rooms for 


‘ oon rans 1001 : 
oe TS BOON REE COE 


, 


A 


y 


conferences, cocktail parties, etc., 
have made it a popular gathering 
spot. In addition, sightseers have 


been welcomed, and groups of 
from 10 to 100 are commonplace. 

The International Wool Secre- 
tariat put on an all-day show in 
the Time & Life Bldg. to demon- 
strate the latest styles of the Savile 
Row tailor. A panel of experts dis- 
| cussed the styles as models exhib- 
ited them on a stage in the recep- 
| tion room. 


six had retirement plans. He be-/ 


lieves the data he has developed 
will be of practical help to people 
facing retirement in the near fu- 
ture and also to companies sup- 
porting retirement plans. 


| Another important group, which 
was entertained at a supper party 
| by Time & Life International, was 
| composed of the representatives of 
the International Rayon & Syn- 


on New Bond St. is rapidly be-| 


thetic Fibers committee, which 
was meeting in London to discuss 
marketing problems throughout 
the world. 

In October Time Inc. is lending 
the entire reception area to Brae- 
mar Knitwear Ltd., one of the most 
famous names in Scottish woolens. 
This company is advertising in the 
U.S. through magazines like The 
| New Yorker. The guest of honor at 
their reception will be the Ameri- 
can ambassador. Scottish girls will 
act as hostesses, wearing various 
| Braemar garments. 


| 


| 


Managers’ Assn. will be guests of 
the publications at a lecture and 
|presentation in November, when 
| Walter Graebner, director of the 
‘London office of Time and Life, 
will make the principal address. 

Every Wednesday evening Time 
Inc. has an open house to which 10 
or 15 people interested in adver- 
tising are invited, for informa! dis- 
cussion of internationa] advertis- 
ing and marketing problems. Fre- 


Bi quently representatives of other 


publishing houses are members of 
these groups. 


Besides making the building 
available for business activities, it 
has also been put at the disposal of 


organizations such as the National 
Fund for Poliomyelitis !csearch, 
which used the confere: e room 
recently for a committc: eeting 
to discuss a fund raising «ampaign. 


‘Town & Country’ Names Two 

Loretta G. Scannell, for |4 
with the eastern staff : 
Country, New York, ha: pro- 
moted to assistant to the 
Robert Hull, formerly « 
vertising staff of Gla 
been named fashion in 
manager. 


Cal 


G-E Trumbull Unit £ 
The Trumbull com; iil 
partment of General | L0., 
Plainville, Conn., has | iH 
Selby Hill to manage: er! 
sales and J. David 
| Manager of product p 
‘marketing research. 


Figuring Costs of TV 
Spots Is Complicated 


More So Than in Radio; 
Even a ‘Plain Flat’ Is 
Often Quite Expensive 


By Maurine Christopher 

New York, Sept. 30—The cost 
basics of television spots are some- 
what more complicated and elab- 
orate than those of radio. 

ADVERTISING AGE covered the 
financial ABC’s of producing radio 
spots on Aug. 10. Now we give the 
slide rule treatment to the TV 
contracts of Screen Actors Guild 
and the American Federation of 
Musicians, again with the help of 
John Doherty, business manager 
of the radio-television department 
of Ted Bates & Co. 

The most logical starting point 


pay for prints and packing and 
shipping. 

For shooting this spot—a hypo- 
thetical case, since few, if any ad- 
vertisers would order just one an- 
nouncement—the on-camera actor 
(announcer) would be entitled to 
SAG's basic day’s pay of $70. This 
is creditable against unit pay due 
him (for more than one spot), 
which in turn is creditable against 
usage payment (based on length 
of time and number of markets 
used). This basic day’s pay is in- 
cluded in the total estimate of $500 
to $2,000. 


@ For Class C use (one to five 


|cities) as a spot, this payment of 
'$70 to the announcer entitles the 


advertiser to unlimited repetition 


‘is the simplest possible example— | of the announcement for 13 weeks 
/a one-minute announcement with If, however, the spot is to be used 
/an announcer standing in front of in six to 20 cities (Class B), the 

Immediate results of these |4 “Plain flat” (a dark drape, etc.) announcer must get a minimun 
moves, according to Mr. Strawson, | for a head-on sales pitch for the! use fee of $105—or $35 in addition 


iproduct, which he holds in his 
|hand cr displays on a table. This 
icould cost the advertiser from 
| $500 to $2,000, depending on what 
ity pe of independent producer was 
assigned to film the spot. 


# To this must be added the agen- 
(cy commission—usually 15% or 
| 17.65%. In New York an additional 
3% must be included to cover the 


must spend about $10 a station to 


city sales tax. Later the sponsor. 


to the base pay already received. 
If the advertiser gives the spot 
Class A circulation (more than 20 
cities), the announcer’s fee for 13 
weel.s’ unlimited use is $14)-——cr 
the $70 base pay, plus $70 more. 
For classification purposes for 
announcements used as spots or 
program commercials, SAG counts 
New York, Chicago and Los An- 
geles each as seven cities. Any 
combination of the two puts the 
(Continued on Page 83) 


biggest ad drive in its history, re- 
lying chiefly on newspapers. 


paign follows the close of the com- 
pany’s retailer merchandising fairs, 
staged in 40 cities during the last 
two months. 

In addition to the newspapers, 
which will form the backbone of 


‘as usual for Cosmopolitan, Holiday, 
| Life, The New Yorker, Newsweek, 
| Time, True and U.S. News & World 
|Report. A number of new publi- 


| cations will be added to this mag- 


uary, is one of the few new busi-|# The _ Incorporated Advertising | azine list, but they have not been 


announced as yet. Most of the 
magazine ads will be spreads, and 
\for the first time ads for Walker 
DeLuxe bourbon will be in full 
color and will use the photograph- 
ic treatment. Line drawings have 
been used in the past to present 
the Walker Negro butler in these 
ads. 

Since the drive will be aimed at 
creating more Christmas traffic, 


| 


| 


the drive, insertions are scheduled | 


Hiram Walker's Yule Drive, Its Biggest, 
Will Rely Principally on Newspapers 


Detroit, Sept. 29—-Hiram Walk- the Walker DeLuxe ads will fea- 
er Inc. next month will launch the ture the new hospitality decanter. 


® Imperial whisky ads will be 


The announcement of the cam-' headlined “Best Buy of The Big 


Four,” and will try to convey the 
idea that Imperial has “no peer 
in smoothness, flavor and value.” 
The bottle will be shown resting 
on a replica of an imperial throne, 
and this device will be used ex- 


_tensively in point of sale material. 


All ads will urge the consumer 
to consult his liquor dealer on 
Christmas gift wrapping. Window 
displays will show gift wrappings 
and stress the theme, “gift coun- 
selors.” The complete line of Walk- 
er products will be shown in all 
ads. 

Agencies for Hiram Walker are 
C. J. LaRoche & Co., New York 
(Canadian Club, Walker’s gin, 
cocktails and _ cordials); Focte, 
Cone & Belding, Chicago (Imper- 
ial, Walker’s DeLuxe and Meadow 
Brook); Maxon Inc., Detroit (Ten 
High bourbon). 


Lennen & Newell Adds 5 to AM-TV Staft 


New Yor«k, Oct. 1—-There are 
five new faces in the radio and 
television department of Lennen & 
Newell, which is now billing at 
the rate of more than $15,000,000 
annually. 

Coincident with the expansion 
of the department, Nicholas E. 
Keesely, senior v.p. in charge of 
radio and TV, has announced the 
promotion of Frank Barton, busi- 
ness manager of the radio and tel- 
evision department, to v.p. 

Ranking new member of Lennen 
& Newell’s radio-video team is 
Tony Pan, formerly of William 
Esty & Co., who has been named 
v.p. and director of commercial 
production. 

Theodore Huston comes to the 
agency from McCann-Erickson. 
He will work as a TV producer. 
Formerly with Young & Rubicam 


. in Chicago, Fred Kilian will work 


with Mr. Keesel: on new program 
development. 


Added to the time buying staff 
are Jean Jaffe, previously with J. 
Walter Thompson Co., and Richard 
Eyman, formerly with McCann- 
Erickson. 


Appoints Lino Associates 


The Pinellas County Industrial 
Council, organized to establish 
plants on the western coast of 
Florida, has appointed Alfred L. 
Lino & Associates, St. Petersburg, 
to handle all advertising. The 
agency is also handling advertis- 
ing for J. W. Appley & Son, Tropi- 
tone, the Naples Hotel and the 
Beach Club Hotel. 


Bauer to Dodge & Olcott 


Jules Bauer, formerly assistant 
v.p. and executive director of col- 
lege sales for Prentice-Hall, New 
York book publisher, has been 
named to the new post of coordi- 
nator of sales for Dodge & Olcott, 
New York maker of essential oils 


‘and flavor and perfume bases. 
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Washington Store Adapts Automotive Show | tween 1,000 and 1,500 persons | 
Promotion to Move TV Sets in Slack Season 


WasHINGTON, Oct. 1—Automo- 
tive hoopla can be adapted to 
selling television sets in a sag- 
ging market, if the experience 
of one department store can be 
considered typical. 

The Hecht Co. was preparing for 
a huge September flower show 
when store executives wondered 
if they could capitalize on crowds 
expected to attend the exhibit. 

Why not follow the pattern of 
automobile shows and sell the 
product instead of the price, 
wondered Harry M. Davidow, ex- 
ecutive v.p. of the store. 


® Despite the fact that mid-sum- 
mer found TV business in the 
nation’s capital at a new low, with 
cut prices, discontinued models 
and flourishing of bait advertising, 
he decided to gamble on a tele- 


motive motoramas. 


vision show modeled after auto-| prize list. 


| per session. While Mr. Davidow is | 


All the trappings associated with ‘“‘a decided impetus in television 


unveiling of new models was buying” during the promotion. 


planned. The whole show was| Perhaps more indicative of the 

given a title—TV-orama. | success of the promotion are plans 
Hecht Co’s. fifth floor television by the distributors to repeat the 

department was remodeled and Show next year. 

distributors shipped in the largest 

collection of 1954 Admiral, Mag- ABC Promotes Stern 

navox, Motorola, Philco and RCA! Ernest E. Stern, trade press edi- 

Victor sets in the city. _tor for the network for some time, 
Fashion shows were scheduled | yg been seeentes acting — 

for the TV floor, one at 1 p.m.|‘¥ Manager for American Broad- 

and one at 4 p.m. daily. Television C@Sting Co., New York. Arthur B. 

ye yan asual a arel a Donegan, who has been ABC pub- 

ce PP 4nd /jicity manager, becomes manager 


lounging wear—were the theme of |of publicity and promotion for 
the show. As a clincher, network WABC, New York. 
and local TV stars were booked | 


for personal appearances. ‘News’ Appoints Hollifield 

William E. Ho’lifield, formerly 
on the retail advertising staff of 
the Observer, Charlotte, N. C., has) 
been named feature advertising | 
manager of the Charlotte News. | 
He succeeds Scott Penrod, who has 
| joined a Mansfield, O., radio sta- 
Results: The fashion show drew | tion. 


s Finally, registration of cards 
with a daily drawing for a 1954 
set was organized. Each of the 
five makes was represented in the 


The main source for quality 
Sales Productive Inquiries 


THOMAS REGISTER PAID SUBSCRIPTION CLIENTELE 
IS CONCENTRATED AMONG THE COMPANIES THAT 
ACCOUNT FOR BETTER THAN 60% OF THE TOTAL 
INDUSTRIAL PURCHASING POWER OF THE JU. S. 


(See latest ABC statement for circulation details) 


In terms of purchasing power and volume of purchasin 
Thomas Register far exceeds any other such publication. 


10,384 ADVERTISERS USE SPACE IN 1953 EDITION 


This is a greater number of advertisers than the total who use space in all 

other industrial publications and directories combined. It will certainly pay 

you to find out why such a vast number of advertisers use Thomas Register 
for their product descriptive sales messages. 


TO REACH THIS VAST POTENTIAL 
WITH THE 1954 ANNUAL EDITION - 
YOUR COPY IS REQUIRED AT ONCE! 


Circulation ABC Current 1953 Edition....................20,160 
*Resale of 2 and 3 year old copies, not included in 

Average continued use of ABC Circulation statement, plus copies passed inter- 

each copy exceeds two years } bon — branches, etc. (very conservative- 30,00¢ 


TOTAL COPIES IN USE* 
Every copy ordered and paid for! 


Advertising Age, October 5, 1953 


/mum on just how much sales in- | Dentists ask screening of toothpaste claims at the ADA convention. 
/creased, he said there had been) 


No dentifrice now known can prevent decay and gum disorders, 
ee ee eee eee ee eee ere Page 1 


Third round of the Duane Jones fight opens next Wednesday. High- 
lights of briefs filed with the New York court of appeals list the 
issues in the celebrated case of alleged account stealing...... Page 1 

Food chains are proud of their growth and post-depression respecta- 
bility. This appeared to be the theme of the food chain convention 
ee oe Fe oy cs ns 2.4.6 £ aES EOE NE Ree ROE Page 2 


Tea sales have soared in five years, the Tea Council reports. The 
council’s executive director predicts further increases of 50,000,000 
pounds a year if promotion continues...................... Page 2 


Whitehall Pharmacal will hike its budget to $10,000,000 plus. A one- 
price, net-pricing system has been adopted with some trade prices 
a” ae ee a ee ae Page 3 


TV spot cost calculation is complicated, AA finds in a look at the 
formulas. SAG and AFM contracts and the number of times a spot 
is used make the calculation more difficult.............. Page 3 


Feeling that FTC has changed its entire outlook can be dangerous and 
unrealistic, AA says in an editorial. If FTC really has adopted a 
“more reasonable” attitude toward advertising, it doesn’t mean 
ROVOTUMAS CON WO COUMIMGORE. 6 icc ccc cn svcccscecsnccoeses Page 12 


Financial ad copy is too cold, the U.S. Savings & Loan League is told. 
Too much emphasis is placed on the institution, not enough on needs 
a ido 5. a a See ae ale ig a x Soa Cad bk pe oi Page 16 


Franklin & Gladney is folding, with the president, Dolph Franklin, 
moving eight or 10 accounts and himself to Greenthal. He was “fed 
UD” With S016 TOSMONSIDINGY, HO SAIG... ccc isccccceeccees Page 26 


Radio and TV commercials have grown up, says Y&R’s Joseph A. 
Moran. However, he adds, agency planners still set aside big money 
for talent and only a handful for commercials............ Page 40 

Take-home service is restaurants’ goal in New York. The reasoning 
is that if kids and TV keep people from eating in restaurants, let 
UOT GAT TO SAMO TOG BE DOIG... cic cc cccccccscccveces Page 47 

Space ship is the latest contest prize for youngsters to shoot at. Ralston 
and Weather Bird shoes will give a true-to-life “rocket’’ complete 
| ee ee ee Page 48 

Fair-trade is world wide, the International Chamber of Commerce has 
found. Thirty countries authorize maintenance of resale prices of 
a SECT ETT eS TOT EEOC CTTTEC EET TT Tee Page 49 

Women wear bras for men, Exquisite Form has decided. Accordingly, 
a new 19-magazine campaign pictures no women, just male rea¢tion 
as “an exquisite woman” comes into view...............4.. Page 71 

Industrial Revolution II will come sooner than most persons think, 
asserts Grey’s E. B. Weiss in the first of a series. He sees revolution- 


ary changes in selling and advertising.................... Page 73 
REGULAR FEATURES 

Advertising Market Place ....64 Merchandising Devices ....... 27 
Coming Conventions ......... 51 Obituaries ............ 70, 71, 85 
Creative Man’s Corner ....... 76 Photographic Review ........ 60 
Department Store Sales ...... 63 = Rough Proofs ............... 12 
se c la ti ey asta lla i ey = Salesense in Advertising ..... 79 
PETS OURNORE . -. .+ +++ +s Voice of the Advertiser ...... 68 
Eye and Ear Dept. ........... 76 
Getting Personal ............. 28 What They’re Saying ........ 12 
Looking at Retail Ads ....... 19 You Ought to Know .......... 86 


Though Rockford, Illinois 
is the 100th city in the 
U.S. population-wise, it 
rates 31st in Net Per Capita 


NEW OFFICIAL 


CENSUS Effective Buying Income. 
This income, coming from 
105,438 422 diversified manufac- 
City Population turing industries, and a 


wide and rich agricultural 
area, makes Rockford a 
top market for your 
product. The Rockford 
Morning Star and Rock- 
ford Register-Republic 
will give you complete and 
effective coverage. Write 
for the latest Consumer 
Survey of your product in 


THOMAS @ 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


this area. 


| o = 6 “time 
| ROCKFORD ! 123 AB.c. CITY ZONE scabies 


BEST TEST CiTY IN 
THE MID-WEST 


| ROCKFORD MORNING STAR 
) Rockford Register-Republic 
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A Section for Ideas 


That Influence Millions | 


as This year, the Herald Tribune 


>; = 


‘| 
; = 


For these groups, it is the Forum Section (published on the Sun- 
cial record of the proceedings...carries with it the advertising 


messages of business and industry...into the community and the 


classroom into Congress, into the councils of leadership all over 


ions count heavily, both nationally and locally, an advertisement 


A. . . 

a Forum Section will concentrate on 
40 oe ’9 
ion ‘New Patterns for Better Living 

let 

47 

on * 

>te ; 

48 This is the one newspaper section—the only one of its kind— 
as that carries the ideas of leaders in all major fields of activity 
> where these ideas can do their most effective work. 

ly, This annual exchange of ideas, trends, beliefs, policies...this 
on 

"1 swapping, if you will, of information among leaders in govern- 
ik, ment, international affairs, industry, culture, and local activities 
n- 


Herald Tribune Forum Section. 


The Forum's immediate audience, some 2,000 persons at each of 


...takes place at the Herald Tribune Forum and through the 


85 four sessions, consists of delegates from significant groups repre- 


= °53 Forum Section: Oct. 25™ 


Among Groups Requesting Representation and Sending Delegates to 1953 Herald Tribune Forum 


BUSINESS & LABOR ORGANIZATIONS 


86 

is 

ita 

Be 

m 
Advertising Club of New York 
Advertising Federation of America 
Advertising Women of New York 

il American Association of Advertising 


Agencies 
American Bankers Association 
American Book Publishers Council 
American Booksellers Association 
American Economic Association 
American Economic Foundation 
American Federation of Labor 
nd American Home Economic Association 
American Institute of Accountants 
American Institute of Banking 
American Management Association 
American Marketing Association 
American Material Handling Society 
American Newspaper Publishers Assn. 
American Petroleum Institute 
American Society of Women 
Accountants 
American Stock Exchange 
American Woman's Association 
Association of American Railroads 
Association of American Women 
in Radio & Television 
Association of Bank Women 
Association of Food Distributors 
Association of National Advertisers 
Association of Stock Exchange Firms 
Automobile Manufacturers Association 
Brand Names Foundation 
Commerce & Industry Association 
Committee for Economic Development 
Congress of Industrial Organizations 


Dairymen’s League Cooperative Assn 

Grocery Manufacturers of 
America, Inc. 

International Ladies Garment 
Workers’ Union 

Investment Bankers Association 
of America 

Investors League 

Kiwanis Club of New York 

Lions Club of New York 

National Association of Manufacturers 

National Association of Purchasing 
Agents 

National Board of Review of 
Motion Pictures 

National Economic Council 

National Federation of American 
Shipping 

National Home Demonstration 
Agents Assn 

National Industrial Conference Board 

National Retail Dry Goods Assn. 

National Sales Executives 

New York Board of Trade 

New York Credit & Financial 
Management Association 

New York Curb Exchange 

New York Dress Institute 

New York Institute of Credit 

New York State Bankers Association 

Rotary Club of New York 

Rotary International 

Sales Executives Club of New York 

United Automobile Workers 

Women's Trade Union League 


t on 
[Seepemmon Asserts ©. 5 Pisechower Loree Mem 
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‘The 2ist Forum: ‘Building Leadership for Peace’ 


senting a cross-section of U.S. group activities, many of them 


listed here, 


day immediately following the Forum) that carries the full, offi- 


America, 


If you have something important to say to citizens whose opin- 


in the Herald Tribune Forum Section is the way to say it. 


AMERICA’S LEADERS ARE 
NEW YORK 


Herald Tribune 


EDUCATIONAL ORGANIZATIONS 


American Association for the U.N. 

American Association of University 
Women 

American Heritage Foundation 

Associate Alumnae of Hunter College 

Barnard College Club 

Brown University Club 

Bryn Mawr College Club 

( arnepic Corporation 

Carnegie Endowment for International 
Peace 

Child Study Association of America 

City College Alumni Assn. 


Mount Ho! 
National ¢ 


National ¢ 
National ¢ 

of Parent 
National ! 
National ! 


Columbia University Club Near East ¢ 
Committee on Women in World New York 
Affairs Federat 


Conservation Foundation 


Princeton 
Cornell Club of New York 


Public Afi 


Cornell Women's Club of New York = Smith Co! 
Ford Foundation Vassar C1 
Freedom House Wellesley 
Home Economics Extension Service Women 5 
Institute of Fiscal & Political Women | 

Education Yale Clut 


In addition, delegates from over 275 univer: 
and technical schools East of the Mississippi att 


MEN’S & WOMEN’S NATIONAL ‘ 


Altrusa International National 
American Legion Wome 
American Legion Auxiliary Nationa! 
American National Red Cross Busine: 
American Veterans Committee Clubs 
Assn. of Junior Leagues of America National 
Garden Club of America Protess 
General Federation of Women's Clubs Nationa! 
Ladies Auxiliary to Veterans of Ameri 
Foreign Wars Veterans 
ees a ‘q a 


International Institute 
Junior Ach ( 


Public S«! 


National \ 


Institute of Internat: nal Education 
Institute of World 


Affairs, Ine 
of N.Y.C., Inc. 
ke f lege Club 
tizens Commission for 


tee for a Free Europe 


Association 
i Social Sciences 
I m 
a at n 
A| ify 1 
York 
New York 
York 
Y ork 
au County 
! Nations 


professional 


\NIZATIONS 


Colored 


{ Negro 
ynal Women's 
' Business and 

lubs 

ers of 


Wars 


Ciosinc Date: Oct. 19" a 


READERS 


POLITICAL ORGANIZATIONS 


Democratic National Committee, Republican Business Women, Inc. 
Woman's Division Republican National Committee— 
Federation of Women's Republican Women's Division 
Clubs of New York State United Republican Finance Committee 
League of Women Voters Women's Auxiliary, New York 
National Democratic Club Republican County Committee 
National Federation of Women's Women's National Democratic Club 
Republican Clubs Women's National Republican Club 
National Republican Club Young Democratic Clubs of America 
New York Republican County Young Woman's Republican Club 
Committee of New York City 


PROFESSIONAL ORGANIZATIONS 
American Bar Association 
American Chemical Society 
American Medical Women's 
Association 


American © «crety of Civil Engineers 
American Society of Mechanical 
Enginecrs 


New York Women's Bat Association 


RELIGIOUS ORGANIZATIONS 


Methodist Church Board of Missions 
National Conference of Christians and Jews 
National Council of Catholic Women 
National Council of Jewish Women 
The Protestant Council of the 

City of New York 
United Church Women—National 


American Bible Society 

American Jewish Congress 

Carroll Club 

Catholic Big Sisters 

Ethical Culture Society—Women's 
Conference 

Federation of Jewish Women's 


Organizations Council of The Churches of 
International Federation of Catholic Christ in U.S.A, 
Alumni Volunteers of America 
SERVICE GROUPS 
American Women's Voluntary National Jewish Welfare Board— 
Services Women's Organization Division 


Associated Women of the American 
Farrn Bureau Federation 

Boy Scouts of America 

Boys’ Clubs of America 

Campfire Girls 

Gitl Scouts of America 


National Social Welfare Assembly 
Salvation Army 

Visiting Nurse Service of New York 
Young Men's Christian Association 
Young Women’s Christian Association 
YM & YWHA 
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‘Li'l Abner’ to Strunk Saws 


Strunk Equipment Co., Coates- 
ville, Pa., has signed an agreement 
with Al Capp, creator of “Li'l Ab- 
ner,” to feature the cartoon char- 
acter in fall advertising and sales 
promotion of Strunk chain saws. 
Theme of the ads, for farm and 
outdoor magazines, will be “Li’l 
Abner Loves His Strunk Chain 


Saw!” The first cartoon ad will 
run in Country Gentleman and 
Life. Foltz-Wessinger, Lancaster, 


Pa., is the agency. 


Issues Print Machinery Guide 


Western Newspaper Union, New 
York, and its divisions, E. C. Pal- 
mer & Co. and Harry W. Brinthall 
Co., have announced the forthcom- 
ing publication of their new cata- 
log of printing machinery and sup- 
plies. The catalog will be distrib- 
uted to the graphic arts industry 
in the territories throughout the 
U. S. where Western Newspaper 
Union or its divisions maintain 
branches. 


2 Join Phil Gordon Agency 


1.00 or -O01_—depends | Robert E. Jackson, formerly an 


_§_ where you put that period 


You're careful in doing this... 
it means money to you. Are you 
JAYP equally as careful who sets your 
ad —it also means money to you. 


WALK aovertisine ryeocrapny 


11 €. HUBBARD ST., CHICAGO 11 © MO 4-6134 


account executive and sales mana- 
ger serving food, beverage, brew- 
ery and automotive accounts, has 
joined the Phil Gordon Agency, 
Chicago, as copy, contact and mer- 
chandising executive. Clark Davis, 


formerly with A. Martin Roth-| 


bardt Inc., Chicago agency, has 


ts ta ee + 5 
ey A Y 
. ; 
“ oe 
: _ 


DODGE E. BARNUM, v.p., has been pro- 
moted to general sales manager of White 
Sewing Machine Co., Cleveland. Mr. Barnum 
will direct White's over-all sales policies. 


_ Fletcher D. Richards Inc., 


been named radio and television 
director. 


Richards Promotes Frolick 

S. J. (Sy) Frolick, supervisor of 
television-radio commercials of 
New 
York, has been promoted to direc- 
tor of the TV-radio commercial 
department, a new post. All other 
radio and TV activities of the 
agency will continue to be headed 
by Edwin S. (Red) Reynolds, di- 
rector of the TV-radio department. 


Joins Meldrum & Fewsmith 

| Edwin H. Mammen Jr., formerly 
|with the advertising department 
/of Caterpillar Tractor Co., Peoria, 


Ill., has joined the Detrcit copy | 


| staff of Meldrum & Fewsmith. 


Opens Hollywood PR Office 

Jean Campbell, formerly pub- 
'licity director of W. H. Hunt & As- 
| sociates, has opened her own pub- 
| licity agency at 6525 Sunset Blvd., 
' Hollywood, Cal. 


Particularly Pleasant 


Copyright 1943, The New Yorker Magazine, Inc. 


“Why don't you let me know what it ts, if it’s so pleasant?” 


Many retailers have found to their 


pleasure and 


profit that The New 


Yorker sells quality goods in quan- 


tity. One reports a sale of $12,500 


worth of merchandise from one ad-- 


vertisement—another $15,000 and 
still another $30,000. 
In 1952 The New Yorker carried more 


national retail advertising than any 


other magazine by a 


wide margin. 


There’s one reason for this over- 


whelming choice. The New Yorker 


has the happy habit of making the 


cash registers ring. It pays to culti- 


vate New Yorker readers—preferred 


customers. 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK 36,N. Y. 


SELLS THE PEOPLE OTHER PEOPLE 


FOLLOW 


Advertising Age, October 5, 1953 


Client Can Relax: 
P.R. Agency Survey 
Contradicts Kinsey 


CHICAGO, Sept. 29—Kinsey’s new 
report sent shivers up more than 
one back—especially the statement 
that about half of the married 
women interviewed sleep in the 
raw. 

Reaction of Daniel J. Edelman 
& Associates, p.r. firm for Hole- 
proof Hosiery Co., Milwaukee, was 
to challenge the statement. (Hole- 
proof also makes women’s sleeping 
togs.) 

Or as the public relations men 
put it, “We believed that it was 
newsworthy to either verify or 
dispute this figure.” 


s The day after advance reviews 
of the Kinsey Report appeared in 
newspapers, Edelman conducted a 
survey with questions on: 

1. Preference in sleeping attire. 

2. Preference in sleepwear fab- 
rics. 

3. Age group. 

4. Marital status. 

Five interviewers were stationed 
in Chicago’s Merchandise Mart, 
several State St. locaticns and 
in several office buildings. The 
sample was 148 married women, 
159 single women, 26 widows and 
12 divorcees. 

Of the 345 questioned, 163 
women said they wear pajamas, 
150 expressed a preference for 
nightgowns, 8 owned up to night- 
shirts and six said they sleep in 
men’s pajamas. 


@ Despite Dr. Kinsey, only 18 
women—or about 5%—admitted 
wearing nothing to bed. 

Other handy data compiled in 
the study: Sixty-eight per cent of 
the women who wear nightgowns 
are over 35 years of age. Eleven 
per cent of the nude sleepers are 
under 25. Nearly 62% of single 
women prefer pajamas, but 52% 
of married women choose night- 
gowns. 

The story made AP, INS and UP 
wires and appeared as far away 
as Australia. 


Bass Joins Agency Group 


Bass & Co., New York, has been 
elected to membership in the 
League of Advertising Agencies. 
It is the 40th agency to join the 
league. 


Thos. Cook & Son, says: 


“People over 40 make up a very 


since they have the time, money and 
freedom from responsibilities to 
enjoy leisurely journeys to every 
port of the world.” 


If you are selling extended travel or 


53,000,000 people over 40). 


22 E. 38th St. 
NewYorkl6 
N.Y. 

MU 6-0712 


WHO TRAVELS? 


Malcolm La Prade, Vice-President 


substantial proportion of today's travelers 


vacations, sell THE MATURE THIRD (the 


You sell them through THEIR magazine— 
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1 “ot ¢ @ @ stop and ask yourself WHY NOT? For here... in the fast 


growing $15 billion dollar restaurant industry .. . you'll find a natural sales outlet for your 
complete line of products . . . from foods and ingredients to heavy duty equipment. 


Any food sales program which doesn't include the restaurant industry is missing a great, low- 


cost sales opportunity. It's the restaurant owner who is the biggest individual buyer of AMERICAN RESTAURANT'S editorial excellence and selective = 
culation has been reflected in its readership and advertising vol- 


> food products and service equipment . . . MANY TIMES GREATER in buying power than 2 Passa agree 
ume. It enjoys the highest subscription renewal rate in its history 


Mrs. Average Housewife! : 
... and the highest ever in the field! 
; Advertising programs planned for and directed to the huge food service field have been 


. successful . . . and profitable! Proof of this is evident by the recent success of the food 
service advertising of Kraft Foods ... the Turkey Federation . . . Universal Foods Cor- 
poration .. . and other leading concerns who have already found this rich market. 


Over the past 12 years, advertisers have placed more advertising 
in AMERICAN RESTAURANT than in any other restaurant publica- 
tion. This select audience of 30,000 progressive restaurateurs can 
be had for the lowest cost per thousand circulation in the field. 
It's your best sales buy . . . and the most economical way to sell 
the restaurant market! 


Are you selling the restaurant industry now? You can... fora lot less than you realize 
i . . . through AMERICAN RESTAURANT Magazine. You'll reach the reader who does the 
important buying . . . the restaurant owner . . . the biggest individual buyer of food 
products, ingredients and services. 


‘~ 


Seo 


~~’ MARKET ANALYSIS OF — 
THE RESTAURANT INDUSTRY | 


Here are new facts on the $15 billion dollar 
restaurant industry for sales and advertising 
executives. This 32-page booklet tells you 
HOW to reach this multi-billion dollar market. 
It gives you facts, figures and informative data 


e Restaurants comprise the nation’s e The Food Service (restaurant) Indus- 


4th largest industry try accounts for almost '/, of all food on the scope of the industry . . . geographic 
sales distribution of restaurants .. . how much food 

45 e Americans spend $1 5 billion dol- a restaurants buy ... who does the buying . 
S lars “eating out’’ each year e Since 1930, the volume of business buying channels . . . and many more facts 
2 done by the Food Service Industry which give you an insight into the 4th largest retail industry in the nation. 
sident e 21 cents of every food dollar is increased five times from $3 billion You need this information to help you determine the sales potential of your 
spent in restaurants to $15 billion product in line with the industry's demand. Write for your FREE copy today! 


velers 


PA ,ERSON PUBLISHING CO. 
Also p: hers of AMERICAN MOTEL MAGAZINE 


5 SOUTH WA! SH AVENUE, CHICAGO 3, ILLINOIS 
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Sparks Named ‘Builder’ Exec 


Bayne A. Sparks, eastern mana- 
ger of American Builder, has been 
elected v.p. of Simmons-Board- 
man Publishing Corp., New York, 
Builder publisher. Mr. Sparks will 
headquarter in New York, where 
he will direct the magazine’s op- 


eration. 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright. 
INSURE THIS HAZARD! 

Our wnique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


wR. Te FOR 


OETAILS ANDO -MRATES 


EMPLOYERS REINSURANCE 


. CORPORATION | 


insurance .€acnange — Kansas City. Mo 


Toothpaste Makers’ 
Claims Draw Heavy 
Fire from Dentists 


(Continued from Page 1) 
iclaims for dentifrices were Dr. 
'Zander and Dr. Kesel. Both were 
'greeted with applause. 
| “Scientists have an obligation to 
report their findings and not hold 
ithem back,” Dr. Kesel said, “but 
‘they should be reported to scien- 
| tific bodies.” 

In an obvious slap at only-part- 
_ly-true advertising, Dr. Kesel de- 
‘clared, “There should be some 
/agency to check to see if claims go 
beyond the actual findings.” 


: . 
\s He said such a review board 


Commission to condemn mislead- 


could work with the Federal Trade | 
American public has been led to | teeth just can’t be protected with and decay-fostering film, as well 


The tooth brush itself is more 
effective than the dentifrice it rubs 
over the teeth, said Dr. Hill. 

“It has not been definitely estab- 


lished that the dentifrice; as used | 
|delegates that “the dental manu-| 


by the public materially decrease 
tooth decay rate because of any 
‘Specific therapeutic substance in 
the dentifrice,” he declared. 

Dr. Hill added that current ad- 
vertising claims of dentifrices “are 
inclined to lead the public to put 
too much faith in some incorpora- 
ted ingredient rather than on the 
cleansing value of the dentifrice.” 


® Citing examples of what he 
called “clever” advertising, Dr. 
Hill showed slides reproducing 
magazine and newspaper adver- 
tisements for nationally known 
| dentifrices. 

“During the past 10 years, the 


tooth decay could be prevented,” | 


he said. “Unfortunately, the ex- 
| pectations as aroused by clever ad- 
vertising have not been fulfilled.” 

Dr. Zander told the 10,000 ADA 


'facturer is not necessarily a dis- 
‘honest person.” Some of the claims 
they make, he said, came from lab- 
oratory data announced by dental 
scientists-—-but prematurely. 

A “battle of the toothpastes” 
was forecast when representatives 
of dentifrice manufacturers ar- 
rived in the same planes and trains 
with the dentists. However, the 
encounter was confined to rebut- 
tal press releases which the man- 
ufacturers put into the hands of 
reporters. 


\@ Dr. George L. Wolcott, medical 
| director of Bristol-Myers Co., said 


ing advertising in the dentifrice | believe that by brushing the teeth water and a toothbrush. He in- 


‘field. 


| with various types of preparations, 


sisted that to remove ugly stain 


SOMEBODY’S GOT TO BE 


More often than not the simplest and most 


successful selling ideas stem from modern design, 


That is why House & HOME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design. 
That is one of the important reasons why... 


house+home 


is the #1 magazine among the 
men who know home building best 


Copyright, Time inc., 1953 


EDMUND J. FRAZER has been named pres- 
ident of National Transitads Inc. He will 
make his headquarters in New York. He 
| succeeds George E. Frazer Sr., who be- 
comes board chairman. 


| 


|as for best results in removing food 
| particles, a toothpaste is essential. 
He said this has been demonstra- 
ited by controlled tests. 
| Lee H. Bristol, president of the 
firm, said toothpaste manufactur- 
|ers, with their impact on the pub- 
|lie through advertising, have in- 
/ereased toothbrushing by the peo- 
‘ple 50% in the past seven years. 
The panel, led by Dr. Hill, 
, warned against putting “too much 
|faith” in any known dentifrice— 
|ammonium compounds, _ chloro- 
| phyll derivatives, antibiotics such 
/as penicillin and the newcomer— 
| the anti-enzyme toothpastes. 
| Preliminary research indicates 
some promise for the anti-enzyme 
type, Dr. Fosdick said. Asked 
whether anti-enzyme dentifrices 
should be recommended to the 
| public before they are thoroughly 
proved, he added, “I think they’! 
work. There are many beneficial 
signs. They don’t do any harm.” 
_ Dr. Zander, however, interjected, 
“I want to be excepted from Dr. 
Fosdick’s recommendation.” 
Thrusting at the chlorophyll 
products, Dr. Hein said that “never 
has a substance been so exploited 
and prostituted by ridiculous ap- 
plications.” 


Free & Peters Names Stubbs 


William J. Stubbs, formerly an 
account executive of Liller, Neal 
| & Battle, Atlanta agency, has been 
appointed television account exec- 
utive for the Atlanta office of Free 
& Peters, radio-TV station repre- 
sentative. 


Bert Mills to Harshe-Rotman 


Bert Mills Corp., St. Charles, 
| Ill., manufacturer of automatic 
|eoffee vendors for industrial 


| plants, offices and institutions, has 


appointed Harshe-Rotman, Chica- 


| go, to handle its public relations 


MOTHERS 


buy the most! 


Smart advertisers concentrate 
on the biggest buyers — 


MOTHERS 


PARENTS’ MAGAZINE - 
is the only medium 
read virtually 100% 


MOTHERS 
_ Most other women’s mag #¥ 
have about 50% mother-readership 
—the next highest magazine, 62% 


—— 
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VERY single business hour during a business 
E year, 167 Detroit Free Press readers either 
write us a letter, make a ’phone call to our 
Service Bureau, or pay us a visit. Why? Because 
they have seen something in the columns of this 
newspaper that aroused 

their interest and 


suggested a need for 
more information. 

During the last 
five years, an av- 
erage of 348,849 


i . i yy inquiries an- 
ee aN nually from our 
Sa 


J \ : 
‘ ‘eae 
Hh, 


“America’s 


readers have come to our Women’s Service 
Bureau. 

We call this human interest compounded. And 
this interest pays out to any advertiser. It delivers 
a million dollars worth of business in ten days 
for a big drug chain... it sells $60,000 worth 
of $14.95 dresses for an important downtown 
store... it brings out seven hundred people in 
six hours to look at an advertised home... it 
brought in customers for $8000 worth of 
“Party Pants”... it moved out $11,500 worth 
of furniture from one advertisement. 

Why not employ this “human interest pre- 
ferred” that is such a definite get-at-able and 
usable characteristic of Detroit Free Press 
columns? Use it now... regularly . . . to mould 
minds, move merchandise and motivate people 
to buy more of your product or your service. 


Most Inter ° ¢ 
JOHN S. KNIG 


STORY, BROOKS 
YORK RETAIL RE 


FINLEY, INC., NATL. REP. e 
e HAL WINTER CO., MIAMI BEACH, SO. RESORTS REP. 


KENT HANSON, NEW 
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When popular television film shows are repcated, 
they almost invariably reach a greater audience 
than they did the first time. 


It’s a fact! 


Shows like ‘‘Boston Blackie” prove it. In a 
6-city ARB summary reported in Billboard, ‘‘Blackie”’ 
reached a weekly average of 199,000 homes per city 
on its first run, and leaped to an average of 272,000 
homes on its second run. 


Shows like ‘Hollywood Half Hour” prove it. 
In a 5-city Pulse summary reported in Sponsor, the 
series reached an average of 88,000 homes per city on 
its first run, 143,000 homes on its second run, and 
250,000 homes the third time around! 


Shows like NBC FILM DIVISION’S own 
‘*Hopalong Cassidy”’ prove it. The one-hour series 
was run four times in New York. “Hoppy” reached 
a weekly average of 147,000 homes on its first run, 
and 297,000 homes the fourth time around. When you 
figure in the lower re-run program cost, it adds up 
to a truly great buy. 


How come these increased audiences? 


First, the television audience is growing at a fan- 
tastic rate—re-runs are first runs to these millions of 
new viewers .. . almost half a million new TV homes 
every month. Second, millions miss even the highest- 


NBC FILM 


rated shows the first time ’round . . . 25,883,750 
viewers in the TV audience missed the highest-rated 
episode of ‘‘Dragnet’’! Third, successful shows have 
fans by the millions who watch for return engage- 
ments of favorite episodes. 


Yes, when top-rated television film shows are re- 
peated, they almost invariably reach a greater audi- 
ence than they did the first time. 


And among all re-runs, we believe that there is no 
more remarkable valuethan NBC FILM DIVISION’S 
own profit-proved successes. 


Now is the time to investigate the opportunity 
afforded you for sponsorship of such top-rated shows 
as ‘‘Badge 714,” formerly “Dragnet,” which con- 
sistently rated among the top four in all television. 
Or ‘‘Captured,”’ which as “Gangbusters” boasted a 
average Nielsen of 42.9 in its last season. Or ‘‘Dan- 
gerous Assignment,”’ popular with audiences, critics 
and sponsors in 131 cities. Or ‘‘ The Visitor,’’ former- 
ly “The Doctor,” now compiling enviable records in 
over 46 markets. 


These successful proven selling shows are now 
on their way to even greater heights. You'll find 
them hard to beat for drawing audiences .. . 
and sales results. Before your favorite series is 
snapped up in your particular markets, call or 
wire today. 


DIVISION 


SERVING ALL SPONSORS...°ERVING ALL STATIONS 


NBC FILM DIVISION — 30 Rockefeller Plaza, N. Y. 20, N. Y. © Merchandise Mart, Chicago, Ill. © Su 


. Vine Sts., Hollywood, Calif. © In Canada: RCA Victor, Royal York Iio:el, Toronto 
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Advertising and the FTC 


The Federal Trade Commission, its relation to advertising and vice 
versa, has made a good deal of news within the past few days. First 
the FTC officially reversed its stringent ruling against use of the 
word “free,” replacing it with a much more realistic and sensible def- 
inition, based on whether there is actually deception in its use. 

Then the Assn. of National Advertisers was told that the ANA, the 
American Assn. of Advertising Agencies and the FTC have agreed on 
the value of a liaison committee to represent advertising, and the 
FTC is now engaged in drawing up specifications for such a com- 
mittee. 

Later in the week Stephen J. Spingarn departed from the FTC, 
where he had been one of the five commissioners, accompanying his 
departure with a public statement inveighing against “ominous” 
trends in the FTC. 

Most advertisers will undoubtedly assess all of this news as “good.” 
The consultative committee, and the reappraisal of the FTC’s un- 
realistic stand on the use of the word “free,” together with a new 
chairman and a Republican majority on the commission, all indicate 
that this federal policeman of advertising and other business prac- 
tices will be more reasonable, less rigid, and more “businesslike”’ in 
its approach to business problems. 

If there is any danger in these signs of a rapprochement between 
business and the Federal Trade Commission, it lies in the assumption 
by business that these actions are more significant than is actually 
the case. There seems little question that the working relationships 
between business and the FTC may become somewhat easier, but 
any feeling that the entire outlook of the FTC has been changed, and 
that this may be the time to stretch the bow in directions which the 
FTC would not previously permit, is extremely unrealistic and dan- 
gerous. 

In the realm of advertising, for example, there is a good deal of 
cleaning up still to be done, as Sigurd Larmon told the ANA. If the 
FTC has indeed adopted a “more reasonable” attitude toward ad- 
vertising, then advertising should take advantage of the new attitude 
to police its own house more vigorously than ever and thus demon- 
strate that the more reasonable FTC attitude is good for advertising 
and for the public. 

But we must not be complacent about abuses of advertising. The 
industry must regulate its own conduct successfully, or, sure as 
shooting, someone else will do the job for it. 


Color TV Is Around the Corner 


On the basis of the closed circuit showing of color television which 
Radio Corp. of America and NBC put on in Chicago for the Assn. of 
National Advertisers, there seems no point in debating whether color 
TV is ready to go. In three showings—two for the ANA membership 
and one for the press—perhaps 600 or 700 people saw the demon- 
strations, and, as far as we could determine, unanimously agreed that 
they were so good that there was nothing much to discuss except— 
“When does it start?” 

That doesn’t mean we get color next week. The FCC has to ap- 
prove it first, and then some sets have to be produced (and rather 
expensive sets). 

So color TV may be a phenomenon of 1954, but is unlikely to be 
much of a factor in the advertising world. But improvements like 
this always move much more rapidly than the original time tables laid 
out for them, and our guess is that, assuming reasonably prompt FCC 
approval, color TV will be an important factor in the advertising 
world in 1955 and a very important one in 1956. 

That means that everyone, in and out of television, had better get 
ready for still more change, still more competition, and still more 
problems to be faced and licked. 


“Well, sure, we lost the account—but we've stili got the son-in-law.” 


What They're Saying 


Hollywood Way their brewmaster is and how scien- 
The executive of a motion pic- tifically their product is blended. 
ture studio was drafted into the; Short snappy commercials will 
Armed Forces and he took his|sell more goods and make more 
new assignment very seriously. He friends for any advertiser than 
had special Army uniforms tail-| these silly presentations that are 
ored for him and he studied the longer than a bad dream. If you 
Army manual closely. He boasted | want to tell the whole story, take 
to a friend that he knew the Army a page ad in your local newspaper 
manual inside out. | where your customers can take it 

“You mean that you read the | or leave it as they choose; don’t 
entire thing?” inquired the friend.) bore them to tears on television. 
“No,” replied the draftee, “I had —Russell Kay’s column in the Senti- 
two of my writers prepare a treat- | en oe 


ment of it.” — 
—Editorial in the Union, Spring- | Boom for Britain ‘ 
field, Mass, | Prosperity is in the air. There 


‘are unmistakable signs of a 
Shean on Advertising “boom” autumn, and prospects for 
Advertising is a phenomenon pe-| newspapers and magazines are ex- 
culiar to a democracy. It cannot! ceptionally bright. In most cases 
exist in Soviet Russia. Stalin had | advertisement directors of leading 
no need for advertising. Malenkov groups report marked improve- 
has no need for it. They have|ments on last year’s bookings, 


nothing to sell. |sometimes by as much as 20%... 


—Bishop Fulton J. Shean, to an Ad- | —Advertiser’s Weekly, London, Eng- 
vertising Age reporter Sept. 11 in land. 
Chicago. 


Expansion 

The Viewers Rebel item: Audio 
Controls Corp., Cincinnati, which 
makes “Blab-Off,” an inexpensive 
chairside gadget which turns off 
the sound of your TV show when- 
ever you wish, has had to move to 
new quarters—TRIPLE the size of 
their old ones. Figures. 


—Jack O’Brien in the New York Jour- 
nal-American. 


Yes, Yes! 

..-But of all the kinds of people 
we have dealt with, and they have 
been many and varied, we'll still 
take the fellow who has to be 
shown. We'll take him a thousand 
times over against the guy who 
nods and smiles and agrees with 
everything you say and then writes 
you a month or so afterwards that 
while fully convinced of the mer- 
its of your case he has decided 


| otherwise. 
—R. O. Eastman, Eastman Research 
Organization, New York. 


PR for British Advertising 
It can, indeed, be said that the 


commercial 
has been the worst public relations 


It Depends on the Stores 

During the last three or four 
years, there has been a move to- 
ward qualifying a paper’s mem- 
bership in the Canadian Weekly 
Newspaper Assn. on its merits as a 
medium for national advertising. 
Contrary to some opinions, the 
bulk of national advertising is not 
bought on ABC reports or sworn 
circulation; the first consideration 
is the number of dealers or outlets 
existing in your town, your market. 


—W. E. McCartney, retiring managing 
director, Canadian Weekly Newspaper 
Assn., in a statement to CWNA con- 
vention delegates. 


Begins at the Beginning 

The sale of a product begins 
with the creation of the product, 
not the finished product. The qual- 
|ity is more important than the 
|price. People are not cheap, but 
they want their money’s worth. 
—Arthur H. Motley, publisher of Pa- 
rade, speaking before the New Eng- 


land Circulation Managers Assn. in 
New London, Conn 


For Shorter Commercials 
Advertisers would make a lot 
more friends and create more good 
| will if they would limit their tele- 
vision announcements to 10 to 15 
seconds. Ballantine’s “Mable, Black 
| Label” or Lucky Strike’s “Do da, 
do da, do da” impresses me a lot advertising men where none had 
‘more than these long drawn out ever existed—or was likely to ex- 
discussions about how long the ist. 
brewery has been in business, what 
fine water they have, how smart 


Parliament and outside, has arous- 
ed a dislike of advertising and of 


—Claude Simmonds, managing di- 
rector, Winter Thomas Co., in Ad- 
vertiser's Weekly, London, England. 


television campaign 


that advertising has ever achieved. | 
The handling of that campaign, in 


Advertising Age, October 5, 1953 


(Rough Proofs 


Mr. Vishinsky could build a lit- 
tle character for himself by telling 
radio announcers and newscasters 
which of the two ways they pro- 
nounce Moscow is correct. 


The best things in life are free, 
and according to the latest FTC 
ruling, some of them may now be 
offered to the public by advertis- 
ers. 


Some 15-minute TV programs 
carry 10-minute commercials, Sig 
Larmon told the ANA. And it’s the 
usual 8 to 5 that most of their 
sponsors are used car dealers. 


“Spingarn blasts Ike and How- 
rey as he leaves FTC,” headlines 
the world’s greatest advertising 
journal. 

When members of the former 
administration fire a few hot shots 
as they say goodby, the political 
honeymoon is over. 


There’s one entry in the Farm 
and Ranch cattle judging contest 
entitled Full-a-Bull, which seems 
particularly appropriate for an ad- 
men’s competition. 


South Bend, says the Tribune, 
is the most prosperous city in the 
United States, and Notre Dame 
football fanatics in other parts of 
the country are convinced it should 
be the happiest. 


“Their best source of informa- 
tion is your best selling media,” 
says a farm publication, which 
doesn’t say what other medium it 
had in mind. 


“The average bride cooking for 
two,” reports Modern Romances, 
“spends more in grocery stores 
than the average American house- 
wife cooking for four.” 

Now don’t say it’s because she 
has to throw half her stuff away. 


Sports Afield is making other 
writers green with envy by pic- 
| turing their editors spending their 
time hunting, fishing and boating, 
and getting paid for it. 


° 


| Per capita sales of candy last 
jyear, according to the National 
| Association of Tobacco Distribu- 
| tore, declined 16¢. Did someone 
persuade Mr. Average Consumer 


;to buy one more pack of cigarets? 
| 


An advertising manager in the 
market for an assistant says, “The 
|location is Deep South with a bet- 
ter climate—and in one of the most 
modern air conditioned offices in 
the country.” 

Well, that takes care of the cli- 
mate. 


| 


An art director looking for a 
new boss describes himself as 
“creative, knows type, under- 
stands artists,” and he’s probably 
so full of confidence he even 
thinks he understands women. 


Copy Cus. 
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To an Advertising, 


move Goods .: 


A new economic frontier welcomes you ! 


Delaware Valley, U.S.A. | 


WORLDS GREATEST INDUSTRIAL AREA : 


‘7 Se 


Whoever wailed ““There are no more fron- 
tiers’’ hasn’t heard the news about Delaware 
Valley, U.S.A. 


For this booming, busy, bustling area is 
really alive—and clicking! A vital New 
economic frontier. 


Billions of dollars in new industry are pour 
ing in—including Bic Steel. Satellite indus- 
tries, thousands of new workers, hc nes to 
shelter them, stores to sell them... this is 


Delaware Valley, U.S.A.—with Philade!phia 
at the heart of it. 


And sparking the tremendous gro ‘|i is 
THE INQUIRER... reaching out to cover 


completely America’s 3rd market... ring- 
ing up new sales records for advertisers . . . 
bringing you the greatest marketing oppor- 
tunity in the world today. 


USE THE FIRST NEWSPAPER 
THE INQUIRER is clearly the First news- 
paper in this vital trading area. First in 
influence — First in linage— with a leadership 
that continues to grow every year. 


Take advantage of the great economic 
opportunity Delaware Valley, U.S.A. 
offers you. Do it efficiently —economically, 
in the Valley’s First Newspaper: THE 
PHILADELPHIA INQUIRER. 


, | Che Philaiclphia Pnguirer 


y The Voice of )« aware Valley, U.S.A. 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-' EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 / ery St., Sen Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0257 
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¢higgest PLUS-sign of all! 
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Starting October 1, the Mutual Broadcasting 
i , System launches the greatest program upgrading 
in its 19-year history—14 hours a week of 
million-dollar entertainment added to the best 


in radio now heard here. This means better-than- 


- ever benefits to listeners, to affiliates, and to 


clients of the PLUS Network, today and tomorrow. 


: Edward Arnold, Madeleine Carroll, Betty Clooney, 
% “Counterspy,’ Bill Cullen, Arlene Francis, 
Sir Cedric Hardwicke, Duncan Hines, Peter Lorre, 
“Mr. District Attorney,” David Ross, George 
Sanders, The 3 Suns... these are some of the 
added attractions moving to Mutual. And already, 
top sponsors are adding their own top stars: 
Perry Como for Chesterfield, Eddie Fisher for 
Coca-Cola, “My Little Margie” for Philip Morris... 


What new selling opportunities does all this offer 
a Mutual client? A campaign of selling messages 
in peak-period programs across the board or 
around the clock? Proximity to Como, Carroll, 
Clooney, or Sanders? Your own show at a prime 
hour? It takes the complete new program 
<chedule* to indicate the total scope, day and 
night, all week long. But whatever can serve 


your own needs best, Mutual can now do it better. 


| signs point one way today: everything is 
: »graded at Mutual. Everything, that is, except 


_ ts. You'll find them lower than ever. 


| *Call or write for a copy 
of the new program lineup; 
LO 4-8000, New York 18; 

| WH 4-5060, Chicago 11 
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NBC Spot Sales Expands 
National Broadcasting Co. spot 

sales has opened a branch office 

in the Penobscot Bldg. in Detroit. 


The office will be staffed by Allen) 


W. Kerr, formerly of H-R Repre- 
sentatives, for television, and Rob- 
ert Miller, who has been trans- 


ferred from the network’s spot 
sales office in Cleveland, for radio. | 


Culver Joins Weintraub 
Kirby Culver, formerly with 
Young & Rubicam, has joined Wil- | 
liam H. Weintraub & Co., New 
York, as an account executive. 


HAT A BUY you get in Akron, 
Ohio! One of the few large 
U.S. markets covered (99%%) by 
a Single newspaper — the power- 
ful AKRON BEACON JOURNAL, evening 


and Sunday. 


APPLIANCE SALESMAN—This Louisville public bus is decked out with doors painted 

like freezer doors and frosty trim to help sell Amana upright food freezers. It oper- 

ates on one of 12 major bus routes each week. A sales message for Arvin television 

sets is featured on the other side and the top of the coach. Fred R. Becker Adver- 

tising Agency, Lexington, Ky., designed the ads, negotiated through National Transit- 
ads for Stratton & Terstegge Co., distributor for Amana and Arvin. 


Vail Joins Ridder-Johns 


joined the New York sales staff 
Martin W. Vail, formerly with | of Ridder-Johns, newspaper rep- 
Moloney, Regan & Schmitt, has resentative. 
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HARDWARE STORE SALES 


Albany - Schenectady - Troy (N. Y.) 


Birmingham (Ala.) . ‘ ‘ 
Dallas (Texas) . . . e 
Denver (Colo.) . . ‘ . 
Des Moines (lowa) . ‘ , 


Kansas City (Mo.) 


Rockford (ill.) . . . . 


SAN DIEGO, California 


Data Copyrighted 1953 Sales Management, Survey of Buying Power; further reproduction not licensed. 


THE MOST 


IMPORTANT CORNER 
we IN THE U.S.A. 
> | 


ATW 
SAN DIEGO 
CALIFORNIA 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


EVENING TRIBUNE 


$6,188,000 


. . - 5,850,000 
. . - 4,295,000 
° ; . 5,976,000 
: : . 3,521,000 
: : . 7,290,000 
. . . 3,058,000 


$7,443,000 


Pe 


The only way to reach over 
90% of the billion dollar San 
Diego market — at one time — 
at the point of decision — is 
with the saturation coverage of 
these two great newspapers! 


and 


Advertising Age, October 5, 1953 


Financial Ad Copy 


Is Too Impersonal, 


‘Martineau Asserts 


Cuicaco, Sept. 29—The weak- 
ness in financial advertising is 
that it stresses the “we” instead of 
the “you,” thus ignoring the fact 
that savers are people, Pierre 
Martineau, manager of the Chi- 
cago Tribune’s research and pres- 
entations department, told the 
United States Savings & Loan 
League meeting here yesterday. 

Financial advertisers are living 
in the past in trying to labor the 
themes of integrity and depend- 
ability, he said. “We do these 
things every day without this 
funereal air of so much financial 
advertising. 

“We would prescribe copy 
which shows appreciation for the 
average man’s needs and interests. 
It should be oriented in the direc- 
tion of the prospect’s basic needs 
and motivations rather than the 
prestige of the financial firms,” 
Mr. Martineau said. 


® He explained that financial 
copy has a hard time holding its 
own with other advertising that 
does address itself to the consum- 
er’s needs. 

“Assuming a man wants to save, 
what you have to convey is the 
superiority of your services. When 
there is such a similarity of serv- 
ice and security, the job in a 
large part of your advertising is to 
create a particularly warm per- 
sonality for your institution,” he 
said. “This is what is going to de- 
termine the difference between 
one institution and another—how 
much help the saver can get in the 
way of advice, how convenient 
everything is and how friendly he 
feels the personnel] is.” 

Mr. Martineau also pointed out 
that the small advertising expen- 
ditures of the banks indicate that 
they are not making the full use of 
advertising they should. 


White Magic Soap to K&E 


Newport Soap Co., an affiliate of 
Safeway Stores Inc., San Fran- 
cisco, has named the San Francisco 
office of Kenyon & Eckhardt to 
handle advertising for White Magic 
soap, effective Jan. 1. Presently, 
Buchanan & Co., San Francisco, 
handles this account. 


Brooks to ‘Greenwich Time’ 


Walter E. Brooks Jr., formerly 
classified advertising manager of 
the Daily News, Naugatuck, Conn., 
has been named assistant display 
advertising manager of the Time. 
Greenwich, Conn. 


MOTHERS 


buy the most! 


Smart advertisers concentrate 
on the biggest buyers — 


4 


62°% 
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COST PER M 


Here’s how we've measured up to the promise of making the 
new Country Gentleman one of America’s best advertising 
buys... 


We delivered a harder-hitting, faster-moving, more useful 
editorial program that has won greater readership, subject 
after subject. 


We delivered the fastest-growing circulation of any farm 
magazine in modern times, placed where rural selling op- 
portunity is best. 


With the lowest basic page rate, we've delivered steadily- 
growing bonus circulation—now over 250,000. 


And you can count on more of the same in 1954... 


More editorial progress—more substantial bonuses of quality 
circulation—more power to move minds and merchandise .. . 
all at one of the most attractive prices in advertising! 


Doesn't all this—in selling times like these—make it worth 
while to take a new look at Country Gentlernan? 


CIRCULATION NOW OVER 2,550,000 


Most effective 
selling force... 

where every third 
customer lives 


A CURTIS PUBLICATION 


Watch for more 
Performance Data on the Greater 
Country Gentleman, in this 
publication next week 
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New...a Customized Sales Opportunity for Manufacturers Selling 


Regional Editorial Plan. . 


a Regional Issues each Month 
starting with January 1954 issue 


Bui ERICAN 
MDER — 
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Here’s the Editorial Plan 
for Each Regional Edition 


Three pages of regional news... 
. outstanding builder news... 


Six to eight homes of each region... 
. - photographs... and complete block plans. 


Each regional edition will have its own editor. 


builder-reader news from his own back yard. 


Front cover identification . . 
Southern... W for Western. 


news of the NAHB chapters 
personal items. 


A full page of the specific regional weather forecast... 
written by a national weather forecasting expert. 


architectural designs 


A magazine ‘custom-edited’ for the builders .. . 


.N for Northern. . 


fa JANUARY 1954 | 


JANUARY 1954 i 


NORTHERN | 


EDITION | 
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g to the Worlds Biggest Market—the Light Construction Industry — 


a see 


another AMERICAN BUILDER First 


This is what AMERICAN BUILDER Readers Asked for 


Another Step in Our Continuing Expansion Program 


Effective with the January issue . . . the New AMERICAN 
BUILDER will publish three regional editions . . . NORTH- 
ERN EDITION . . . SOUTHERN EDITION . . . and WESTERN 
EDITION. Each of these three split-run editions will go to 
every subscriber in their respective zone. 

This is an entirely new innovation in the light construc- 
tion publication field. It’s another FIRST for the New 
AMERICAN BUILDER .. . another step in the great expan- 
sion program to make the New AMERICAN BUILDER even 
more useful .. . and even more profitable to the advertiser. 

Our readers asked for it . . . and now here it is ...a 
‘custom-edited’ magazine . . . which localizes the news, 
architecture and problems pertinent to each of the builder- 
readers in his own back yard. It will build even greater 
readership . . . because the New AMERICAN BUILDER will 


give them the kind of information they WANT .. . center- 
ing their interest on happenings in their own territory . . . 
thus sharpening and whetting their appetites for national 
building information which can also be adapted to their 
regional programs. 

The light construction industry is the biggest market in 
the world . . . offering advertisers unlimited sales possi- 
bilities. AMERICAN BUILDER’S new regional editorial 
plan will even further enhance these selling opportunities 
by building greater readership through its new regional 
‘custom-edited’ editions. It’s your opportunity to capture 
this reader interest and turn it into sales through your 
product story in AMERICAN BUILDER. Plan now to start 
your full advertising program in the January issue of the 
New AMERICAN BUILDER. 


BUILDER. . 


Another FIRST in the light construction industry! Advertisers will now be able to 
test three separate advertisements . . . on a split-run basis in the New AMERICAN 
. at one time! 

This is how it will work: The advertisers will supply the New AMERICAN 
BUILDER with three sets of plates... each of a different advertisement... and fora 
nominal additional charge . . . find out exactly which is the best of the three ads. 

Now you can eliminate hunches and guesswork. Here's the scientific way to test 
advertising. And the New AMERICAN BUILDER is the FIRST in the light construction 
field to offer you this service. Why not plan a testing program for the January 
issue? Your AMERICAN BUILDER sales representative will give you the complete 
story on split-run copy testing. 


ia 


AMERICAN ‘UILDER 


A SIMMONS-BOARDMAR ‘UBLICATION 


79 W. MONROE ST., CHICAGO 3 e@ 2 


CHURCH ST., NEW YORK 7 
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Du Bois Opens N.Y. Studio 
Lewis J. Du Bois has opened a 

studio at 109 E. 36th St., New York, has expanded its fall io- 

offering an advertising art service. schedule of programs, participa- 


Rowntree Adds Radio-TV 


Drake America Corp., New York, “ved exes ay 
radio-TV @rive is under way now in New  jwe's sust wHat THE 


tions and spots for Rountree’s jchwwuamsnwasu| 
Dairy Box chocolates. A 13-week ~~~ j 


York, Philadelphia, Baltimore, 


Pittsburgh, Buffalo, Chicago, Los XOCTOR ORDERED 


COOPEEATING wi 


AVAVG. 8-58 GUATEMALA GA TELEPHONG 3668 
GUATEMALA-GL SALVADOR - 


c. -NICARAGUA- COBTA BICA. 
TH AND-FULLY PEOTECTING ALL PECOGNIZED 
ADVGETISING AGENCIES eee 


Angeles, Portland and Bangor, a = sat 
Me.: Worcester and Springfield, == a 

Mass., Providence, and Hartford. sanapiee pentear treat 
Abbott Kimbal! Co. is the agency. theme eae <p dete eT 


Hooper Signs 36 Stations 

| C. E. Hooper Inc., New York, 
j|has added 36 more radio stations 
in 24 markets to its subscriber list 
for the radio Hooperating reports 
| to be published during the 1953-54 
|broadcast season. The company 
| also has announced that it is pub-| 
llishing cumulative audience re- 
ports for multi-weekly sponsored 
|network programs in six markets— 
|New York, Chicago, Los Angeles, 
| Philadelphia, Detroit and Boston. 


Frede Joins Ray-Hirsch 


Co., New York agency. He will co- 


CURT SL Em COMPORATIO 


| NEW MARKET?—Chrysler Corp. has this double truck in the American Journal of 

Joel Frede has been named to! Nursing and the Oct. 12 issue of Life as one of its “tributes to people we all like’ 

the new post of director of plans) ‘eres Copy, prepared by McCann-Erickson, gives general information about nursing 

and merchandising by Ray-Hirsch | as a career and reports that many nurses drive Chrysler Corp. cars. According to 
the nursing journal, almost 500,000 nurses own cars. 


ordinate sales promotion and mer- 


associated with Ralf Shockey & selor. 


|chandising programs of the agen- Associates, New York sales pro- 
cy’s clients. He was formerly! motion and merchandising coun- 


— 
Oy -tises 
14 


ns 


*, .. and to land a job in the media department, just tell them 
you know that Solid Cincinnati reads the Cincinnati Enquirer.”’ 


THEN 


CIRCULATION (Total, and City & Retail Trading Zone) 


NOW 


180 
170 
160 
7 150 
140 
130 
120 


110 
1944 45 


DALY ENQUIRER 
ENQUIRER oy Ma «TOTAL, 186,796 
, ctvare tz, 
167,222 
Post 
TOTAL, 158,507 
citvae tz, 
149.657 


TIMES. STAR 


TOTAL, 151,296 
civaere?tz, 
146,463 


46 «47 0~«( 48 49)6=— 50 ae 
Source: A.B.C. Publishers’ Statements, March 31 of each year 


And to “do a job” in Cincinnati: More and more 
national advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national adver- 
tising are carried exclusively in the Daily Enquirer than 
in any other Cincinnati daily. (Source: Media Records.) 


Represented by Moloney, Regan and Schmitt, Inc. 


Cling Peach, General 
Mills Tie In ona 
Holiday Promotion 


SAN FRANCISCO, Sept. 29—Begin- 
ning Nov. 15, the Cling Peach Ad- 
visory Board will start a holiday 
merchandising drive in coopera- 
tion with General Mills, California 
pear growers and local dairymen. 
Fruit cocktail will be the main 
item pushed, and other related 
items including Betty Crocker’s 
ginger bread mix, cream cheese, 
ice cream and whipping cream will 
be tied in with the promotion. 

General Mills’ advertising and 
sales support will push California 
ginger bread shortcake. 


® Insertions in full color will ap- 
pear in American Home, American 
Weekly, Better Homes & Gardens, 
Ladies’ Home Journal, Parade, 
Parents’ Magazine, Progressive 
Farmer, Successful Farming, Sun- 
set Magazine, This Week Magazine 
and Woman’s Home Companion. 
About 100 local newspapers will 
be used also. 

During November and December 
‘advertising will also be used on 
,the Dave Garroway show, NBC- 
_TV, and the Stu Erwin show, ABC- 
Kae 

Dealer aids and displays are 
available. 

The San Francisco office of Bat- 
ten, Barton, Durstine & Osborn is 
the peach board’s agency, and 
BBDO’s New York office handles 
Betty Crocker ginger bread pro- 


motion. 
| 


Western Publishers Elect 


Robert C. Johnson, publisher of 
Western Metals, Los Angeles, has 
been elected president of the West- 
ern Society of Business Publica- 
tions. Other officers elected are 
|Frank Howatt, editor and publish- 
jer of Western Grower and Shipper, 
|v.p.; Valerie Beverage, Pacific 
Coast Record, secretary, and Louis 
,Rangno, Jaffe Publications, treas- 
urer. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 


FARMER 
Dakotas Cwu Meazazcne 


“ABERDEFN, SOUTH 2AKCTA 
3. P. MALONEY: 2 cy emmin, Maneger 
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Idea suggested by GENE COFSKY 
Monroe Greenthal Co., Inc., New York 


In Chicago, it takes 2 — 
: for the long pull 


No single daily newspaper reaches even half your Chicago-area 


prospects. It takes Two. For greatest unduplicated coverage, one 


must be the... 


CHICAGO 


==:/SUN -TIMES 


211 W. Wacker Drive. ¢ 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE N ° OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCI: HILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO,, MIAMI! BEACH 
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Union Bag Wins Top DMAA Award | 


Derroit, Sept. 30—The 60 win- 
ners of the 25th annual competi- 
tion for “best of industry” direct 
mail campaigns were announced 
today at the 36th annual conference 
here of the Direct Mail Advertis- 
ing Assn. 

The contest judges were headed 
by Sidney R. Bernstein, editor of 
ADVERTISING AGE. With Mr. Bern- 
stein on the panel of judges were 
Henry Hoke, publisher of Report- 
er of Direct Mail Advertising, Gar- 
den City, N. Y.; Perce Harvey 
Jr., president, Harvey Advertising 
Agency, Topeka; A. S. Gibbins, 
ad manager, cellophane division, 
Canadian Industries Ltd., Montre- 
al; Paul Penfield, supervisor of 
advertising, Detroit Edison Co.; 
Paul Bringe, Milwaukee Dustless 
Brush Co.; Robert J. Walker, su- 
pervisor of field service, Mutual 
Life Insurance Co. of New York. 

In making the awards, Mr. 
Bernstein said “the entries illus- 
trated the fact that advertisers 
are reaching increasingly high 
standards in the use of direct mail 
advertising. 

“The board of judges feels that 
the campaigns selected as winners 
this year will serve as outstanding 
examples of high-quality direct 
mail and will lead the way toward 
general improvement in direct 
mail advertising in the future.” 

The grand award winner was 
Union Bag & Paper Corp., New 
York. Fred Meendsen is v.p. of 
advertising and sales promotion. 
The company got its award in the 
industrial field as a paper proc- 
essor. 


@ Other award winners are: 

IN THE INDUSTRIAL FIELD: Auto- 
motive, accessories, parts, service, W. E. 
Lahr Co., Minneapolis, William E. Lahr; 
building materials, Minnesota & Ontario 
Paper Co., insulite division, Minneapolis, 
George H. Alarik, advertising manager; 
creative services, Sande Rocke & Co., 
New York, Sande Rocke, president; dis- 
tribution & sales stimulation, Westing- 
house Electric Corp., Metuchen, N. J., 
Fred S. McCarthy; electrical equipment, 
commercial & government equipment de- 
partment, General Electric Co., Syracuse, 
Roy Jordan, manager - advertising; for- 
eign markets, Abbott Laboratories Inter- 
national Co., Chicago, Thomas 8. Bird, 
advertising manager; financial institu- 
tions, Toronto Stock Exchange, Toronto, 
J. Scott Rattray; food products, Foote & 
Jenks, Jackson, Mich., L. Z. Mathany, ad- 
vertising manager; graphic arts & sup- 
plies, The E. F. Schmidt Co., Milwaukee, 
Joe R. Shoeninger. 

Also, industrial & institutional supplies, 
Stafford Brush Co., Montreal, Don Staf- 
ford; industrial machinery - heavy equip- 
ment, Allis-Chalmers Manufacturing Co., 


a Oe 
WILLIAMS 
Another 
Terrific 
WDIA 
Personality 


LYSOL 
Joins the Swing 
to WDIA, Memphis 


Now Lysol enjoys completely domi- 
nating coverage of the 562,212 Negroes 
in WDIA's rich 27-county Nielsen area 
With an announcement schedule 
weekly Lysol*will do a big selling job 
on this 46.9% of the total area popu- 
lation . . . And, there's a spot or pro- 

ram schedule to fit your budget. Join 
WDIA's list of blue chip accounis in- 
cluding Taystee Bread, Blue Plate 
Foods, Sal Hepatica, Maxwell House 
Coffee, Kools, Carnation Milk, Vicks 
Vaporub and mene others. Get the 
full WDIA story t y! 


HOOPER RADIO AUDIENCE INDEX 


City: Memphis, Tenn. Months: July-August '53 
Time Woia 8 c oO €& fF 6 ¥# 
T.R.T.P. 22.7 18.6 17.2 13.6 13.2 9.5 6.9 3.1 


(Mote; WDIA's share Sot.: 27.1; Sun. 19.8) 


MEMPHIS WDI A TENN. 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


tractor division, Milwaukee, H. J. Masuhr 
Jr., industrial advertising manager; in- 
dustrial machinery - light equipment and | 
tools, Behr-Manning Corp., Troy, N. Y.,! 
H. W. Seifert, Jr.; insurance, industrial, 
Employers Mutuals of Wausau, Wausau, 
Wis., Robert W. Gunderson; metal & alloy 
fabricators, Tube Turns Inc., Louisville, | 
Everett A. Andes; business equipment 
and supplies, Remington Rand Inc., New 
York, Charles R. Pope; petroleum prod- 


ucts, Esso Standard Oil Co., New York, 
R. M. Gray, manager, advertising sales | 
promotion division; pharmaceuticals, | 


Sharp & Dohme, division of Merck & Co., | 
Philadelphia, Paul B. Robinson; phato- 
graphic & radio equipment, Telechron 
department, General Electric Co., Ash- 
land, Mass.; plastic products and equip- 
ment, Rohm & Haas Co., Philadelphia, 
George F. Finnie. 

Also, printing machinery & equipment, 
Dayton Rubber Co., Dayco division, Day- 
ton, Jack Young, advertising manager; 
publishers - advertising space, Business 
Week, New York, Walter Pearson; radio 
& television networks, Nationai Broad- 
casting Co., NBC western network, | 
Hollywood, Helen Murray Hall, manager, 
advertising and promotion; radio & tele- 
vision stations, Radio Station KJR, Seattle, 
J. A. Morton, v_p.; rubber products, Day- 
ton Rubber Co., railway division, Dayton, | 
Jack R. Young, advertising manager; | 
textiles, Durene Assn. of America, New | 


|ager and sales promotion; 


York, Mr. Newton, executive secretary; 
trade associations, public relations divi- 
sion, Evansville Manufacturers & Employ- 
ers Assn., Evansvilie, Ind., H. F. Williams 
Jr., public relations director; transporta- 
tion, freight, Greyvan Lines Inc., Chicago, 
Harry J. Gray, executive v.p.; wearing 
apparel and accessories, Fairy Silk Mills 


Inc., Shillington, Pa., Wendell T. Jay, 
v.p., sales; special markets, Baroid sales 
division, National Lead Co., Houston, 


Donald T. Fowler, advertising manager; 
heating, ventilating & air conditioning, 
Minneapolis-Honeywell Regulator Co., 
Minneapolis, J. A. Young; shows and ex- 
positions, Clapp & Poliak Inc., New York, 
Howard A. Harkavy. 

THE CONSUMER FIELD: Automotive, 
passenger car sales & service, Lincoln- 
Mercury division, Ford Motor Co., Detroit, 
Robert F. G. Copeland, advertising man- 
automotive, 
truck sales & service, GMC truck and 
coach division, General Motors Corp., 
Pontiac, Mich., A. A. Shantz, assistant 
general sales manager; building materials, 
Wood Conversion Co., St. Paul, Kenneth 
C. Lindley, advertising manager; educa- 
tional institutions, University of Oregon, 
Alumni Assn., Eugene, Ore., Lester E. 
Anderson; financial institutions, Associ- 
ates Investment Co., South Bend, Glenn 
A. Reineke, advertising department; food 
products, Gerber Products Co., Fremont, 
Mich., William Putney, direct mail man- 
ager; fund raising (except educational), 
National Wildlife Federation, Washington, 
L. F. Wood; home furnishing, James Lees 
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AAAN MEETING—Apparently enjoying themselves thoroughly at the annual meeting 

of the Affiliated Advertising Agencies Network at Banff, Alberta, were (left to right) 

Arthur Towell, Arthur Towell Inc., Madison; Virgil Warren, Virgil A. Warren Adver- 

tising, Spokane; James Lovick, James Lovick & Co., Vancouver, host for the meeting; 

Joseph Freitag, Freitag Advertising Agency, Atlanta, and John Greenlee, Cline 
Advertising Service, Boise. 
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Howard M. Point, Wis., John A. Teopel, advertising 
promotion manager; 
hotels, resorts & travel services, Skytop | Grolier Society Inc., New York, Elsworth 
Club, Skytop, Pa., Phyliss Combee, Phila- 
delphia representative; insurance, fire and 


> 7D 
_ 


S. Howell; public utilities, New Orleans 
Public Service Inc., 
Mason Giullory, director of advertising; 
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publishers, 
tions, Washington, Lawrence L. Brettner. 


Also, publishers, books, motion picture | 


theaters, Grosset & Dunlap Inc., New 
York, T. C. Anderson; retail Stores, H. 
Leh & Co., Allentown, Pa.; rubber prod- 
ucts, Goodyear Tire & Rubber Co. of 


Canada, New Toronto, Ont., A. S. Ross, | 
manager, advertising department; trans- | 


portation (railroads, bus, steamship, air 
lines), Capital Airlines Inc., Washington, 
James W. Austin, v.p., traffic and sales; 


wearing apparel & accessories, Flemington | 
S. Rodger | 
Benjamin, advertising director; business | 
and financial services, Business Reports | 


Fur Co., Flemington, N. J., 


Inc., Roslyn, N.Y., George L. Casey, 
business books; ocean cruises, Clipper 
Line, New York, Harold Gyllensward; 
heating, ventilating and air conditioning, 
James & Roach, Detroit, Dalton P. Fox, 
sales promotion manager. 

IN THE FARM FIELD: Agricultural 
machinery & equipment, Minneapolis- 
Moline Co., Minneapolis, John G. Mc- 
Learen; feeds, chemicals, seeds, remedies, 
Advance Seed Co., Phoenix, Frank A. 
Mangelsdorf,* director of advertising. 

SPECIAL LOW COST CAMPAIGN 
AWARDS: R. F. Johnston Paint Co., 
wholesale grocery division, Cincinnati, 
C. W. Tunison, director of public relations 
and advertising; Trans-Canada Airlines, 
Montreal, J. A. McGee, advertising man- 
ager; Monarch Aluminum Mfg. Co., 
Cleveland, Russell A. Lawson; Bowey’s 


American Aviation Publica- , 


NO. 60—Frozen fish sticks are the latest 
addition to the Snow Crop Marketers line, 


which now numbers 60 items. Sticks are 


packed ten to the box. 


MILES KIMBALL AWARD 
GOES TO HENRY HOKE 
Detroit, Sept. 29—The highest 
award in the field of direct mail 
advertising was presented today 
to Henry Hoke, publisher of The 


| Services, 


of the Mail Advertising Service, Anderson Appoints McCabe 
Assn. _ Barry G. McCabe, formerly ad- 
| The award—named in honor of | vertising manager of the indus- 
'Miles Kimball, late direct mail! tria! construction a divi- 
: x Jis —was/Sion of Owens-Corning Fiberglas 
pioneer of Oshkosh, Wis.—was/§ ~ ; — 
presented to Mr. Hoke for his con- | Corp., Toledo, has been named ad 


A ; : oil ; __, vertising and sales promotion man- 
tributions to direct mail in the past ager of W. H. Anderson Co., De- 


35 years. troit distributor of heavy construc- | 
s| D. Stuart Webb Advertising| tion equipment. He succeeds Wil- | 
j Baltimore direct maij|lur Waiter, who has joined the 


ep “ ; |company’s sales force, where he) 

advertising producer, won the will saiaindéa and supervise all of | 

John Howie Wright Cup for the | the company’s promotional activi- | 

best ad campaign by a member of | ties, including direct mail and) 

the Mail Advertising Service Assn.| magazine and newspaper adver- | 

| tising. 
s Other awards include: | 
Mimeoscope Exchange Cups: | Polymers Names Sterling 

Paramount Business Service, Al-| Polymers Inc., Middlebury, Vt., 

lentown, Pa.; Hatch Advertising, maker Rae dyer oe ye has es 
: ., and Jo-Lee Mai]| Pointed the industrial division of | 

pene ~~ Alconalin - Sterling Advertising Agency, New | 


York, to handle its advertising. 
Small Shop Exchange Plaques: 


The Letter Shop, San Francisco, 
and Wilkes-Barre Multigraphing 
Co., Wilkes-Barre, Pa. 


Lewis & Gilman Names Ochs 


Robert F. Ochs, formerly with | 
Johnson & Johnson, has joined | 


Offset Exchange Plaques: H. A. the public relations 


INDUSTRIAL LABORATORIES PUBLISHIN 


201 NORTH WELLS STREET © CHICAGO 6, ILLINOIS e F 
Branch Offices: New York © Philadelphia © Cleveland © Pasad. 


OMPANY 
» cat 6-1026 


» San Francisco 


23 


te | 
APPROACH ? 


department 
Ine., Brooklyn, Gorden Gent; Best Motor | Reporter of Direct Mail Adver-| Mitchell Co., San Francisco, and) of Lewis & Gilman, Philadelphia 
Lines, Dallas, W. L. Fayle, v.p. tising, at the 32nd annual meeting |OMS Mail Advertising, Boston. agency. 
RY MEETS 
INDU DENT Here’s one that will give you 
CHNIC AL ST | that pleasant feeling! Pontiac 
T we T « has six services under one roof 
i azine — that function as a source for 
. industrial mag 
Through oe" INEERING — the new ideas; photography; the proper 
USTRIAL SCIENCE AND ENG ABOR ATORIES art medium; outstanding 
en Edition of INDUSTRIAL L typography and the necessary 
Advanced- Student portant advances in all se photoengravings and 
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Desgs science and engineering, lopments by industry; tht lation) senior >, YOU can buy one or all and 
poy Ho process and materia! agen P 35,000 (guaranteed mene and the phys- e benefit from our 41 years 
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d post-graduate stucel | 500 major engineering gd six times a year. a | ; 
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24 
TV World Series to Hit High 


More people than ever before 
will get television views of the 1953 
World~ Series, according to Na- 
tional Broadcasting Co. officials. 
NBC will telecast the games under 
the sponsorship of the safety razor 
division of Gillette Co., Boston. 
The TV hookup this year will send 
the series to 105 interconnected 
stations in 100 cities. For the first 
time, the series will be seen in 
Canada. 


Dempsey Named Rozene A.E. 


Geerge F. Dempsey, formerly an 
account executive for Rosner Lew- 
is Advertising Agency, Bridge- 
port, Conn., has been named an 
account executive for Rozene Ad- 
vertising Co., Bridgeport. 


Singer Promotes Bruder 


Charles F. Bruder, with the 
company since 1932, has been pro- 
moted to v.p. in charge of all sales 
of household sewing machines, ap- 
pliances and related products and 
services in the U. S. and Canada 
for Singer Sewing Machine, New 
York. He succeeds Joseph L. Ray, 
who is retiring. Until recently Mr. 
Bruder was v.p. in charge of sales 
and a director of Diehl Mfg. Co., 


Singer’s electrical division. He will 


remain a director of Diehl. 


Cole & Weber Joins NAAN 


Cole & Weber, Portland, Ore., 
Seattle and Tacama, has been 
elected to membership in the Na- 
tional Advertising Agency Net- 


| work. 


REACHES ALL THE DEALERS 


'N THE RICH, PROGRESSIVE UPPER-MIDWEST 
100% cove-age ot all 4,000 aggressive retail lumber, 


bui material and coal dealers in 5 state area. 
Publicat 


Iding ' 
Two official Lumberman’s Association 


2(1) Northwestern—covers Minn., Wis., .No. & So. es 


Dakota. (2) lowa—-cuvers ail of lowa. 
1013 4TH AVE. SO., 


ions: 


MINNEAPOLIS, MINN. (ga 


3 to Friend-Reiss-McGlone 


Friend-Reiss-McGlone, New 
York agency, has acquired three 
new accounts. They are Exposition 
Press Inc., New York (previously 
with Fred Tobey Associates, New 
York); Dejur Amsco Corp., Long 
Island City maker of photographic 
equipment, and David Bogen Co., 
New York maker of sound systems. 


Named ‘Glamour’ Publisher 
Perry Ruston, business manager 


'of Conde Nast Publications Inc., 


New York, has been named pub- 
lisher of Glamour, a new post. Mr. 
Ruston has been with Conde Nast 
since 1927 and has been a director 
since 1950. 


Sollish Named Ashe V.P. 


Joseph Sollish, who joined 
Hiram Ashe Advertising Associ- 
ates, New York, as copy chief in 
1952, has been promoted to a v.p. 


Kingswood Appoints Chernow 


Kingswood Sportswear Co., New 
York maker of men’s beachwear, 
has appointed Chernow Co., New 
York, to handle its advertising. 


NEW PRODUCT BACKERS—Executives of SayresCrest Co., new Seattle firm which 
makes contemporary furniture kits to be assembled by homemakers, look over lay- 
outs for introductory ads for the product. Left to right are Gordon S. Sandeman, 
sales manager; Joseph C. Platt, agent; John H. Mueller, manager, and Stanley S. 
Sayres, head of the company. Initial ads will run in October issues of Better Homes 
& Gardens and Living for Young Homemakers. The SayresCrest Fabri Kits, con- 
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CHANNEL 6 
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in 
Portland 
Oregon 


© 1,228,000° people in effective signal area 
© $1,484,528,000° in retail sales 

© 125,000 TV sets’ — growing fast 

® 56,000 watts now — 100,000 soon 


KOIN-TV—the first with the finest 


It’s a rich, prosperous market this Northwest region 

a market ripe and ready for teleysion’s impact. Beginning 
October 15th you will be able to take advantage of the 
increased coverage, the assured picture quality of time- 
tested VHF telecasting. KOIN-TV wiil begin serving 


this great market. 


KOIN’s reputation means dollars to you 


For 28 years KOIN has offered the people of this region 
the tops in national, local, and public service programs. It 
is known for quality programs. This good-will and public 
acceptance will reflect itself in increased audience. In 
equipment, staff, experience and talent KOIN-TV will 
occupy a dominate position in assuring immediate audi- 
ence acceptance and popularity in the Pacific Northwest. 

Write, phone or wire for complete information and 


availabilities. 


CBS TELEVISION 


*CBS TELEVISION RESEARCH 
** As of August 1, 1953 


C. HOWARD LANE, 


Managing Director, 
Mount Hood Radio & 
Television Broadcasting 
Corporation, 

Portland, Oregon 


AVERY-KNODEL, INC., NATIONAL REPRESENTATIVES 


NEW YORK, CHICAGO, LOS ANGELES, SAN FRANCISCO, ATLANTA, DALLAS 


MIE AeA TNG Pe ale * 


sisting of Philippine mahogany table tops 
and wrought iron legs, will be sold na- 
tionally through department stores, hard- 
ware stores and retail lumber outlets. 
West-Marquis has been named to handle 
advertising for SayresCrest. 


Submarine Ad Leads 


Decker to a Client 


CHICAGO, Sept. 29—Folger S. 
Decker, a publicity man here, has 


/a new client, thanks to a prankster. 


The client is Edward Moran, a 
man who would not seem to need 
a publicist. He’s the one who put 
the ad in Chicago newspapers to 
locate a submarine for a Lake 
Michigan excursion (AA, Sept. 
21). 

Mr. Moran got a call from a 
man who claimed he was with the 
Federal Shipbuilding & Drydock 
Corp. of Kearney, N. J., and had a 
submarine he was going to take 
from Kearney to Ecuador via the 


|Erie Canal, the Great Lakes and 
ithe Mississippi 


River. What a 


route! 


|@ He wanted publicity, the man 


said, and maybe Mr. Moran’s use 
of the sub would help. Get in touch 
with Folger Dexter, my represent- 
ative, said the anonymous caller. 

So Mr. Moran got in touch with 
Mr. Dexter, who was only momen- 
tarily confused. Fortunately, he 
had seen the ad and could carry 
the conversation along until it 
reached the point of telling Mr. 
Moran he needed the Dexter talent, 


| whether or not a sub was actually 


available. 

Result: Morah Supply Co.'s 
president retained the _ publicity 
man to carry the ball and took off 
for Europe on a vacation. 


Mathes Adds 10 Staffers 


J. M. Mathes Inc., New York, 
has added 10 new members to its 
staff. They are R. H. Stewart 
Mitchell Jr., formerly of Rogers & 
Smith in Dallas, and Kathleen 


,Doolan, previously of the Hanover 


Bank, in the copy department; 
Margaret Sawyer, formerly of 
Young & Rubicam, and Nancy 
Dragon, who came to the agency 
from college, in research; Emily 
Hart, from American Airlines, and 
Dorothy Hollingsworth, from Best 
& Co., to the library, and Marie 
Latkowski, from Sylvania Electric 
Co., to accounting. Three others 
joined the agency directly from 
school— Marianna Betro and Patri- 
cia Maguire, assigned to publicity, 
and Mary Lee Pace, in the media 
department. 


DuMont Appoints Mayers 


Morris A. Mayers has been 
named general manager of closed 
circuit operations for WABD and 
the DuMont Television Network in 
New York. He has been educa- 
tional TV equipment sales devel- 
opment coordinator for the trans- 
mitter division of Allen B. Du- 
Mont Laboratories. 


eee 


4 


oy eRe Be Fe ae ee aS \ pipe tea nae Coe! 0" Set ie eae ae aig Speed re ee ae Ee: < ah. Rie Es i ea ae Tae ame Swat ais em Chae sek ee Ac. s iy Pa Mie CR Rae Ue th Oe Copy aged nad MES i Haren he eke fet | a een 
TR ove: 39 ge wae oe Poe hg hee Vint Se Sir ie a ok celta eas Os PE to cai i NT Rs O's amps es CREE ae ss ie AP hae g bo) leas iy wee eS pee oa : Pieler i> PAR Ry ai Mel Sen Pes ak aS Gh «Marte hioies 3b. 2 28 eee ey 
PAS yh states gy AGN ta eae Neen Eee ela es ge: Rta ee als ngs FU Duta a iy TNR an a eee ei ei Ea a sea wld MR gs) 5 Salle Maren ee aly : EES he Bae ae aig eM ema he Ree ete: 2 ae yn? We de ok ee set hy CMI sy ot et Ee SA a gel aR eae Per) ata PON ed ee 
unset Beko i a Re rae Be ye RR RRs | OBIE Ee A SRR PRR aay eae OG aR 1S OS IE a eee” Oe eRe UP Rae 
? Rage G - Se ees hy . 4 S gE ore bs a ane Ag o ae : ‘ j ht Sem 5 ars PAS oe - fl Mik sk ane = ieee Es Re) Soden ar 2 ee es eee Ei axes 
4 Se 7 oi ee oer ere eos cia 
CS Oe ee enone 
Ae 
pi aie g tine 
Advertising Age, October 5, 1953 e 
| IO ain im. ey ormmmeramarng—r ' . . — cmempemntia: * 
| ” Ao Bee Cibiggs LAVAS Bes pies tie Wes ee 4 
ee ae }. 
* Ee “Ging MES xs OEE ages Derbi IS Og Meg oo ae es eo 
ake ie np P } HK: ‘ ty ee f a eee 
ee , A iy i Be Z o : EZ ae 
, 4 5 Sgt «€ Me, thy Gems, B wp. ye’ es ig 
et 7 le t 4 #. eg. we% a € et a pe } 
ya « nage a bay ot ‘ a toy ie 
ea ; aS. 0 as so 
a wk te 4 pe rs y jig eae ar 
? . i i gt as 3 Pag ae a \ 
: 2 OG e gti i 
cs Ss i ; 
' : cee . tos thed + Be , qt TTES = 
aa Pe 4 » beeiwea. H 
i ee 4 / “i ® Bape ~ a 
eee ie — ‘ a ‘ 
+ (hg a ee cae eee ec naa io is 2, @ f 
a : >, — § oe 8 = A 
— acai ' ee ‘ 
e Rn : ‘ “re, 4 , 1 ¢ ta, 4 
ae . a ~ 3M 3 haa 
a” ea ie oe ‘4 6M, q ; ei ; $ aa 4, 
j Begs 4 a Wi A Pa ee o od 
Sa _ is Gy P me Sa) 
AS. ~ $f : 4 ‘4 a i Pe 
e og hs pins A ao “4 i. o ii @ ‘gt i — * cs « 
ee .f ‘s ¥ , is: i +4 Z 4 4 
ees ae \ = nef PS a ‘ io $ a 
rn sae ae “ ae aaa: ~ i . , = i 
ph eaesiteae ate es b- 4 i, 4 . 
| ee ae 4% , 
are CSE Sar ae =} 5 s FA -Z 
en ee a Eh ie a mi. a ae * MOG, ; I, 
vac sata Pesces ; Bes che eee et < 0 a i = 
Se: ~ “ee am d i ieee is tt ae me Ks ot Bot er - : 
iy RD XB “oy A ~ — pee ne a 
| n wae ee a | 7 
— 7 umber! p a7. 
bis hes hind | he . 
eS. EE A 
eas h DEALERS 
vee : - yb 
ae . A beside ; Ls 
ae A ii A See, ore an ’ agg 
an 
ae : plieaiataatiin SC ey eT 
ste ; } 
ae le oe, eee 
: ‘ Mane. Mee a autin i | 
: LE gee ye as he 
: Ble a Re bg % os ad et H 
me? nee. wt A aes a 
‘ “eg “aaa Eee J 
ise “4 ee Fe 
ae emer te ates teeaaen Ae ALTE Set 
ae a 
Zz, ; 
Sif A ¢ ¥ jail 
ea hy mS) ee aa 1 ss eae 
bas, ; Shy ; wai ger Va os iE aia ae 
ae — oe Gea set Wt” > tetra: monte t 
‘ a  ateiets ne meine eS -: ‘ 
. : a, Pe ee Sa ij $98 Shh i elite ; 
Be Sy ~ aie 4 ae? i 3 pity eR Sy, a a ee * 7 Pas oe i . g { 
See . ~— = we Saline “ eve eo é “ie fe es } 
i ik Ot Tee Pe Te a a ~ fe Pigg : ‘ 
. #3 OUT mee <2 Pe See aR. on Ag ee 
i . ne 5 aes a ne lg) ow, fm " “4 7 ‘ a. Mine ks te } 
Cal » i™ P fate ie ns 4 pe a Sa oe -<e as ‘* | 
aR (i NS oe ae ee Pores ee. a ae a, pa 5m 
ag —<- ~—< ‘ cat ‘3 ‘ " ‘ 
aie af bp Wee ee ee oh : 
~ ie LF gad AT na -- " 
$a “a ’ 2% meme Te PP one ng q ar ee - 
ae . = - oe ae * a2 mee” s: e a 
Cae BC . s ti. rf b* 4 * 
a A ‘ - = a . : is 
io ae i. —: ” rf ry rn 4 nas j 
See RE ee * 
oes an, ee re ; ogee te tinge ve 
{yeast : . am 7 * *° aa ¥ 
ee tis 7 7 “ . ‘ ome i, big 1 
Tein » : ‘et ™ aie, <= . * — 9 
Sia taeane . = a a Bays t ? ee 
soe he t _ 4 3 Be vty ES y sd 
_ * i , at rin 6 is 
Ge | ; i. ee = 5 , ir ‘ * : 
a : Pam. f f “ : us . fa Re : re 
: ys ae ° Pe Or ae ee eeeey Gabe ot 
j . ee <7 gmt, We fd oy 
i ; my ji “bes: Tae 3 . ie e 
ee Pi ve x Se f mer terre | TROL Le. o 
i . i ou” steel ‘ t. : i io i ie s 
he “oe mh Oe ; — * i eee t 
ist : are foe aw eens 
a ee Bees at: “6 7 ee. oe et, 
: - * a < tikes aa 4 : ay Eee I 
: , 4a Pay! . Ae eee win See 
; ‘ on om ee Se Pe Poe os sd ae . a 
; ee a ea css a a 
ee epee ae ee 
Se Biiistis = F a eee ved . : oe a 
ere sss3333 © se , ee + Agra tiy, 
" : A 2 fe Se ae 3 x yee fais 
Saeee i Reon me 
- pull: SEW 8 9 oar 
nities | . 7 ee 
ae LE jay Bg bi SSC 
pes pee , = : 2B ; ys 
cae, Ube y = a 3 . . , ¥ 
vie mi * . {jae 
7 o 4 YY = 4 ha ty a, 4 ; fe ; 
ate . eee 4 wit i ew Po ra ued * ‘ 
ee BP ye PY ae . . ee 
Lao : — . a ek Ya 
aes : aeabe ss oe i . aS 3 OY le aon : 
ate j te ¥ . F ee Re ey ey ' a 
ey eR. 1 eee . TE ee air tee Be , eee ye ie 
ig BOR Gea A ” eagle eee eas, ae Tie 
sJetvambere ts ©: Pe ae ae ese & 
hire | -) 2). ty ee eh io eae aN oe Fe ae 
- ie ae coo” Tee ~~ ** 
eet ; 5 sone Ee os pikes | weg 
eet ' “ore tage he ae 
ai od Py Bae 
eS Sie re F eva. ae e* 
: r Me od a red at s * 
bi. “! Eilts ; ome 
ake oe. ess 
‘ > o eme 
ee SE 2 - ont +3 
at = ‘ ‘ Ce 
Ss ” p secs TS gece 4 a 
Me ae ra i sei 2 spe 4: ae ea 
gs oe a hot Py . eo 3 cae 5 4 a et i 
: ‘ ‘ % jen € acs 7 4 ee: x 
os le dea ete i 
. AS Sen ay 
i * ae 4 go. 
d , ; : be tk ; 
a Pe : . yf ae? 
‘* ie % “5 Pe 
ip " ex ae ore ' a 
ee : : sy wh se we 
ce : Zz t F : 
esic f ies 
Ea, ‘ t 
per 20 ' ? 
Nee i 
4 ee 
bh ee t 
pene dees BMY F3 ie Nes a. ae ra ‘ * - . Pr t : « pe co ok _ 4 ne ae ti : i a. Kw - : ke : : - 4 ae He 3 
PPE UE Nao COP LT RPh Bly tbe, Re RR a ak MD ood ne ta aT PY CR ed Re EL OR AEE RI ecine oF rd bd AS EE RE A SSN GRRE We Cane) cen ea , : BRS: Sear ec AOL Me eee! ee ae enh gr ee oe ee ek, ores 
PO At SE, JF AT RRA UET Tat HEED REY ERE IE AE SESS LT EAN VISIR TRICE SI UMN RTE gem HE SNES AY EM ESAT UNI EWR, Wy DEPRES FR ORL me Sem eV <2 SEES TIT, Te ARR TaD DOE ee PAE ae MRL“ Te SANG Oe Bakes a TUN IN TER IR Soe ZN lity 7 


_— 


use hard-hitting campaigns in... 


MANUFACTURER PRODUCTS CAMPAIGN AGENCY 
BOLTAFLEX Upholstery 134 FULL PAGES . . . the biggest campaign ever to run on Humphrey, Alley 
Fabrics a single product in any publication . . . just renewed for & Richards 
the 3rd consecutive year. 
CHARLTON CO., INC. | Furniture 26 BIG-SPACE ADS on “premium-position” Page 3... PLUS Nathan H. Miller 
13 full pages. Advertising 
COMFI-COIL, INC. Hassocks 38 ADS ... including i2 full pages and 25 three and four- The Hammer 
column ads. Company 
CONGOLEUM-NAIRN, | Floor Coverings | CLOSE TO 100 ADS .. . including inserts, full pages, junior McCann Erickson, 
INC. spreads and one, two and three full-column ads . . . for Inc. (for 
SLOANE-DELAWARE periodical “trade excitement” programs. Congoleum-Nairn) 
FLOOR PRODUCTS E. T. Howard Co. 
(for Sioane- 
Delaware) 
ALLEN B.DU MONT | Television IN (0 MONTH PERIOD, 30 PAGES supplemented by smaller- Campbell-Ewald 
LABORATORIES, INC. sp © acs... 10,000 more lines than their yearly schedule Co. 
ca 


(8 Goods Industries 


| FAIRCHILD PUBLICATION « 7 €. 12th $T., RY. 3 


=a, 


Mes 7 


my 
Pea 


Sa 
tes, 
at Prd, 


wn, 


ee he ee Oe - oe on kt a ER ee Re eR IS EY ee tin ~ ee cot Wei ne ae es gl Be eae ge eT eat agin ka Tee A ee ak ke eR eB IES AE ae : ‘ ap eee 4 Ag ag a hans sf ce ei ee Si a i CaS | ear ee Mle oh Cert ay Gente 
Fae ae eS ET hn gee Eee Get cates ed oe ee Sk oe aah ae RA RPE Nem ete ch ea Prone a wee yne Ly oe ae Tati et ee re ie, i eo ace ee pe ee ee Sige fore Sano ge ree ye ee ee ee =e Sia 8 has tere a a ha i as GE wee 
Spain rey ia iegcp eae Me a tad See RRM Corey ges 2 SC RRNA er ok hee iN eee DURE See SORTA aS / uty 0) Re os Soke ieee Woe TR Tai eS ie ae Cee : Seeger yi Hae Tae eae tee OP sy Sm Sarna * one aie SRE ARS A ala Neen ee arse ps ae We Cubic Oe b 
ore wae Bh rt ea ghe ee et ae Sidhe Sociale poe ee ect? os Edie ae soy 8S Te Oy Maer oad ae ON ece ked eens ian oa ee i os aS eee ines Sth oe Rh as: i pee sg wee LE As ee By a ene 
Ps eR ee a att eas Coa et US akg Bias I A ae ee age ae Toa eeottt a aban Peres SUM Sot aM oct Rae A oe ee STC a's, a SS Re ee a Sa pote he eey Pe eee aE ar nange ee Gey ne: pets eae oi ie et 4 Rae Sere ag a ees ee 
ibe oe) FP Eee a. cs petieea tigre re ey ‘ Ie ‘eR Se ry eM Re DRS Nh a ay Wg: s * i j i 5 Bap Ste ores Saeki cd tal ge BE Neat ye eel RN a eee Rumer Le he a es ‘ Zi paneer, er? <a ems rena og Fr, et sol Sher ak hese ie ae er 
ve fh ee sa ee er ae i eee en oe Oe ii i a oe oa oa tk Be eae (hate 
Uo eee Mma 5 es > eae Bee ae Cee thy, Revote eet Ree ieee a eee a ; seats hit inet a Sai ee gil ek pe eg a ee eae cut SOS ade) ee cre ee 
<a 16 eR ete ANS sc Ses ee Paes, Ee are Det TA eS a te aS ge Siew Pee Ween Pe a Es Se ee ee et ae rg Seah tae ew = aoe 
Ree NR NE aS is cece buns, if) eM cet ee | SRR aM MR cae SRR a ea i oe a fl eo < .  agee a get PEED ck eg Meer: 5 © eater are ee ae ee ih fe bua ea: | iT CORT gr. ee oie 
pe As Mack ee ae are et ae as Se ay See er em coe Si - US eee weeeeerna Sinan e's PSE i 9", 3 A aR Rr Me sc wn en, ener ce See Nn" oe Cem a Se Re Ye RRR gE CNBR. SCN © * i a 
. es : : < : _ ng 2: heise en a _ poke Sine fel Scere a 00 aR aa nc spe ont a ec I MB ay eS go ee nak VR ol Cas (ri 
eae 38" . re ° , : : ed < : ae. 62 le a : Ces ca SR Bal a,c: = SRR on: So oe ol “ie UR Tey a ae gee 
: , ? ‘ - pS 2 a”, 2, site = een ws Se rast 
zn : ee ' a eo 
: : “ee 
i . » Se 49 
bs a ar “Ue e : yt fa eg eee x . iis ; 
© i ‘ Me Cc — : we eye Shia ee * . 
' $ : an za ‘ Pete oir 
‘ : : Felis P< pt : i oan i Le ‘he ae hay i 
% 5 Lt . ‘ co tine der * 5 ? : ee ? sagt Be $ i> 
i : , hy i Be% » $ . ae re : 4 
é a 3 ae ; 
cane . 
i : a 
ia : | , 
\ . x ’ » v 24 aw * — i 
; : ee : acl os ; 
; ; i ‘ : . 
; “= 4 = Poe Ee Say eee Nae Cetra eee ee = 
— oe rand , - 
Cn ey Pes y eA ts a 
; , 
EE say ke nny Sa vee ; é To : ¥ E 
} Sa Bee ; if : ; 
: oa Medd: 
> ee ee ee one ee anaes a : waned , i , Mg 
’ 4 lig ES aa Us A Sila ie ie i aaa Sy Pe: eg ae Tee ee 8 hs é ee eee 
‘ ge a Ss MED Oe x, Be Ta ee, a ey > Moet: Poor sie cp Sthure epi Sade an eee Bi ever ot We ae” pe nae 
sie aa oe Cee Oe OES in SOE ee Sh Sos ae eas = ee Sete hfs Se eee etc sey, pruebas = Rte te Oe . ieee es Farah 
Sc ae me ee ee ek ee ae eee ees ss + eee ae fee (setae 
Z Bp Ms i ae Pot ee aay “fee 3 ; Pe f a Pe ieey choke : P * ited Ret eae 
alge . eB gy geod ee a =  « — oe ee 
ae OO po ek asl ine i ae i, Bae : 5 i . ae 
; Es : , Ris — te Tee cae | ay ee | = a Satine te 
“Rode } oe ss: Pees ie Bete Gare ie * om ee an ‘ 
4 Be “4 ia fo. eee” aes ee — a cra ney see th 
Vat | " ey im ees x 2. £ -? “a “ft ae # ma 7 7 aii ‘ 
sae a be, Pa ye ; eee J eee ib ba Co ae She tea 
Rea , yee ann iat ape - Sy Feta Wr? ete Berit sat : seats 
a : = oe : ee. Lee a en 
eo Fe ie on. = a | ie 
Be ar pie oe IRE SAUCER UR TBs eg ‘ ; : a CA Re eee SR ie Sens “iy ae r ie ia 
eae Cie bee ee 33 MASE am ae ea ea OO n Sees Rite ae rh Fes Se i SE a atin Te oe OES eee 2) ig oii ain rere” tty $e eat ie gr) Rec aa 
Saas PREY PES NO ie ek 2 esos - ef Me eae Si oc Oe aa ore re seelee iat seattle Gi ts al 2 ee an Ae eta # : son me rl ‘gees. 
4 ree se ees mea oe NS eee 7 aerereth Wakds, ies Cane, oc hp atta as?” , aia i : Ax: . : <a 
BREE He oe a ices ei # re a 4 4B 
J i c ren Po A EH ; ~ 
ex ihe ay ok ae ae + ‘ : 7 
i rage Sinpa 5° : ae é ie es he, i eel ye 
i Aa sag ts Ve : : a * oe pecciee hue 
j f ee " ARO ee =. : si 
H ip oe ie gor ; : ve eet ie Dali : : 
ay age ek: Fe : a : vie she ane 3 ‘ 
i Sha 4 Fi berth Ene = : ae Terns Pa 
‘ Ng 5 i Na PRS , = ae 
zt Beg » . ” a Re ‘ i. 3 
{ “Ss * Site: ea 
* Aa P: . re * % gies 
Ba aS : avr , peg 
a) oa Sp 36, Te . i > Ds Sa 
m3 : ee Pome. te) i ea aa wedi rye sz 
: = came ; , ig -_ eA ee 
vt ay Bis ca CD es 
\ 2 se Tak ates 5,35 si 
f : Fatt all 
(i er ae 
ier 
oan 
cae in 
gee 
, Sx : “a Bre le 
® 4 a: 
; Beh ae 
Be aa 
Si ae ae aes 
: 1s ; a . 7h co Ghee ae 
: cov eek ie - He id 
ee A aaa 
‘8 % rea 
Bis eine" 
LS ae eal 
pe i sik 7 oat neal 
2S eee 
\ ay eee 
; eee 
‘ , : Ree Silas 
une Ny 
toe 
| a See : 2S ae ad ph tay oe eee i rn i‘ PE aE ar pik Or meee Sart Le 
. e da eee 
pet y nas (2,6 
* Bs ’ Al wsipead 
pi ‘ = : Mra 
: ; eg eee 
< pf EG aha? 
E ’ Fae 
A “Basal pia 
i ‘ sie = 
‘ ‘ bs a oe ie 
: ' PO ae: 
iy 7 1" Bae 
: ¥ a2 eee Boy 
rr ee _ yt eae 
os : 4 RO: 
: . ee se ne 
‘ , eas tea 
sof i Pi. A a i 
Tes * pas au d 
f ty Pes “i vo 
x ° as oe 
* : 7 : 
zi = aN (a ie 
‘ ae + 
or : + : 
‘ ore 4 F 5 s 
* a F 
; aves haar = 
; ay 
Be a & ie 
2 i eee 
fs ieee ey eel 
‘ 3 ; eek Whine 
‘y Eee ss 
of ; pekieae 
ra ; Ae ak 
5 x Ai esi ea 
; ma ‘ ea 
‘ ce Saleen 
: i ihe si) 
we -; ne 
x; ea. en : 
‘ d hs i i 
4 aay. 4 Sie 
2 a aee 
af, 5 "4 
- & a 
i 42 AM 
ae he Bey 2 
oe] " y i 
\ a: 7% eR 
et @ *g it 
- ieee ° Vw ‘ 
@ mes ¢ = q aes 
F ne ° pe ee ee 
j 4 fi fs xe ae iat : 
} a . cs ‘Cee : ae , 
' te i SERRE | SE rE Be i . : as Sr rua 
if ee aes Sei gede Seuss 2 oy See Pn oe * _ 2 3 a ell tig . Poot by pie 
phe Fen Een ne a ok ae fee paseo 8" EIN Ste ee eve e ee om. | via petals SA Asana oe => ~~. Bie Sa Reger 
‘ { Vt are : 5 ae je ats mete ¥¥ Smet | 4 ai ag 
' } “a ‘ ve : 
i 4 hy he a, if oe i 
* “4 Deena g ty i ng bes 
a Peg, pe ha, SP Mg Pi ete ¢ 
eis + » Aettty ie ~ i 8 é s 
q ast. Bee | P t iy 4 piss 
j = PETS EE Pe lly heal Bai <5 
. Lmthy : i TH v4 ah A Signy, Meter, ae rary 
if 4 = Or Baer" aw, Biss 
| ? °S 7 es Ae ee ne ae i~ Jie 
a rs as ane So, ede ab weet 
3G: i ee 
* z “Ge ar ic 
= 5 aes ee: re are 
= a wae ee ae koe aie aes 
. sciatiarinis , : : ; = ly Pe jsenpnahE 
i ee - K tf % 7 Rage 4 oD eee a aa 
hag COREE Eo 7h SRO S26 FSS iat Ss haf rte Poe Se Rl 5 eR eta eo RABE UE sinter ke te ee eet a x . Rap eae le ee mar rae foes 
SU SS "Eta ge Tol Re ey: nae Ohne RR Meth cre? ea ‘ee Sr AR Re SR ory aoe RO Ve Ogg eae eg Be Sf RS Ae ree cee ei ae m aetine fae aa 6S bite whan A OS Con ciple Pie war Sele ch une Ge a eeet ee ae wie ne a Pas iiat: tie ar a es agit pee sar e : 
e : : ee ee er id as - : Polk eos ¥ Cha! Ss Weegee Ab Atte Rel ry Siete Sar cn PSUS NR MEE Ryle ANY Sateen cat Supeat Cmper py) tea ee aye I eas OME a A Ig oy Sg ie ie a te yee ae ee ea Ne ee ri etc : 
EE fe ty — : “ : : oi : 4 ; i 2 a egies Neopet PRR Gee a Bawa ale ee we ea aie Big aati a ae rare oe (te te t sees ye 
ee aoe 2 ms TS 4 2 re ; e-  Bh ees . nid a ’ ~ A : ; i : é 
. A pe oe ee eee: on ead, eee ‘ phe err Sa Z te nah MS Dee cae be ; i EVE. 5 AsaeRly Coy 5 a ee a hin ea ke and =F 85+ each o P tcor Ree Pere by Faemss ate ERE oh ri a : is = 
; ei. fam PSLRA ERLE we Teall ae We he a) Pa Aah a 88 tee A iii e's ee Gate Fer OLA, Iie so eh BP vadn SN ge eee? Gan WR ce sg FF" 3 : : Eg IE Ie CSO eee SE 
wy REE Se ce Siac, OR SRR Tn © FERAL ab eT eT ae Ae aaa EN. ee Beacon wpmetny aan ame. Ua eyes esos panier sce ieee oe EE, cae 2 Con en ie a oe Sad AER ate VE peer ey aA EE okt Many ie aie es oe reales “Wale eecins nceride WN hae ie eat Ew? ee WR do mii Al Sod eteow ee eres A gi ieae 2 ens Sie 
ON Te ea i tier ea WS: ei cies ens ee a ats 5 as ee Bataan SE a GRE AR roy BE TY aos pee Et 0 tags GL oe en A emai 2 Kar Na Rene pe aT Ee BC oe Aa me 2) Ee eb, AE ti ee SL eee ee Mian eee RM ae uae we Ml bye ta 4" age Soke Seas Sey, 
eke p> ¥ aa 2 ea oe eee i IF ba 2% 0 i oe es oy Og we on ee eteee Se Gane ‘ Pe re Bo I ae i ry Med eae Se Cas FONT a aly ees ey g ne es rs; ; 


26 


Franklin & Gladney Closes; Franklin and 


Accounts Moving Over to Monroe Greenthal 


New York, Sept. 30—Franklin & 
Gladney is being liquidated, and 
Dolph Franklin, president and 
treasurer of the agency, has joined 
Monroe Greenthal Co. as a v.p. and | 
member of the policy committee. 

Mr. Franklin, sole owner of F&G, 
told AA that he has taken eight or 
ten accounts with him to Green- | 
thal, and that all of his former 
associates have secured positions 
elsewhere. 

The principal accounts that have 
gone with him to Greenthal, Mr. 
Franklin said, include Electriglass | 
Corp., Bergenfield, N.J.; Durasol 
Chemical Co., East Boston, Mass.; 


Alfred Hofmann & Co., West New | 


York, N.J., machinery manufac- 
turer; Kahn & Feldman, New York, 
nylon processors, and Recordia 


|with principals in 


maintain the staff we needed, so I 
decided it would be better to be 
associated with an agency that is 
able to do this.” 

Mr. Franklin said he had talked 
“two dozen 
agencies” before he decided that 
Monroe Greenthal Co. has the kind 
of operation and type of clients 
that he was looking for. He said 
he will have no financial interest 


‘in Greenthal, but that he expects 


to be active in servicing accounts 
other than those he has brought 
into the agency. 


Megs Macaroni to Weightman 


| Megs Macaroni Co., Harrisburg, 
|Pa., has named Weightman Inc., 
| Philadelphia, to handle promotion 
|for its Pennsylvania-Dutch brand 


Footwear Mfg. Co., New York. He | of Bott Boi pot pie and egg noodles. 


declined to estimate the annual 
billings involved. 


# Norman Giadney, formerly as- 
sociated with Mr. Franklin, left the 
agency about two years ago and 
is now television director of Bulova 
Watch Co. Mr. Gladney had had no 
financial interest in the agency, 


Mr. Franklin said. 


Earl Littman, a former account 
executive, has become advertising 
manager of Jones & Brown, Pitts- 
burgh tile manufacturer. Harold 
Katz, former art director, has 
opened his own studio. Others in 
the agency have joined other or- 
ganizations, Mr. Franklin said, 
adding that “nobody is out in the | 
cold.” 

Before organizing his own com- 
pany in 1946, Mr. Franklin was an 
account executive with United Ad- 
vertising Agency, Newark, N.J., 
and before that was a free lance 
copywriter serving several New 
York and New Jersey agencies 
and radio stations. 


oS pera 


® He decided to close shop, he 
said, because he had become “fed 
up” with the sole responsibility of 
agency management and the fluc- 
tuations in business characteristic 
of relatively small agency opera- 
tion. 


“Agency operation today,” Mr.’ 


Franklin said, “requires a flexible 
and formidable staff. Clients do 
not receive the service to which 
they are entitled without it. We 
simply weren’t able to build and 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicage, HI. 
New York Uffice: 55 West 42nd Street 
los Angeles Office: 1127 Wilshire Blvd. 


Gt TRE 


Newspaper and television ads are 
planned. Previously, 
O’Connor, Harrisburg, had the ac- 
count. 


Michener &| 


Berkline Corp. Campaigns 


Berkline Corp., Morristown, 
Tenn., launched a fall drive for its 
Berk-Lock 3 in 1 chairs and 
Berk-Liner chairs with a two- 
color ad in Collier's in September. 
Two-color and four-color ads, 
many of them ful! pages, will fol- 
low in Country Gentleman, Es- 
quire, Guide for the Bride, House 


Beautiful, House & Garden, The' 


Saturday Evening Post and To- 
day’s Woman. In addition, all five 
major TV networks will carry an- 
nouncements. Hammer Co., Hart- 
ford and New York, is Berkline’s 
agency. 


Ferrel Buys KROG, Sonora 
Kenneth Randolph has _ sold 
KROG, Sonora, Cal., to Brewster 
E. Ferrel, Modesto, Cal., subject 
to the approval of the Federal 
Communications Commission. 


Cycle Flow to Ted Sommers 
Cycle Flow Co., Milford, Conn., 


maker of fire safety equipment, | 
has appointed Ted Sommers Inc., | 
Bridgeport, to handle its advertis-| 
‘advertisers’ messages. 


|ing. 
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Columbia U.’s Study of Car Cards Finds 
Racial, Religious Appeals Recalled by 62% 


New York, Sept. 29—Car cards. 


appealing for racial and religious 
tolerance have greater audience 
pull and deeper penetration than 
Straight commercial copy. 

At least that’s what happened in 
Springfield, Mass., where three 
tolerance cards were rated against 
cards of such local advertisers as 
the Springfield Institute for Sav- 
ings, Springfield Gas & Light Co. 
and Tinti frozen foods. 

A study made by Columbia Uni- 
versity’s bureau of applied social 
research for the Institute of Amer- 
ican Democracy (which works co- 
operatively with the Anti-Defama- 
tion League of B’nai_ Brrith) 
showed the institute cards were 
viewed by 31% of the audience, 
compared with 29% for the local 
commercial cards. The institute’s 
message was recalled by 62%, 
while 42% remembered the local 


One institute card featured a 
tearful boy and the caption “I am 
so an American! You bet, Sonny. 
No matter what your race or reli- 
gion. Fight racial and religious 
hate.” 

Institute cards were posted for 
five months in 50 of the 200 buses 
in the Springfield transit system, 
and 401 riders were interviewed in 
their homes. Each rider was shown 
12 cards—the three institute mes- 
sages, the three local advertisers’ 
cards, three Advertising Council 
cards and three national adver- 
tisers’ cards. The last six were 
eliminated because they had a 
“carry over effect from their pre- 
vious cards.” No statistics were 
compiled on these. 


Teague Named Delrich S. M. 

J. M. Teague has been appointed 
sales manager of the Delrich mar- 
garine department of Cudahy 
Packing Co., Chicago. 
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Sales and PR Notions... 


|Y., manufacturer of a magnifying turer of safety equipment for in- 
flashlight, has what it reports to dustry, has appointed Carter Ad- 
be a good answer to salesmen’s| ¥ertising Agency, Kansas City, to 


“ : direct its advertising effective Jan. 
a s 8 . problems of “seeing the right hgpepr’ ; 
” 1. Trade publications and direct 
man. Reon: Awe 
: Merchandising Devices 7 basteens cose meee 4 j- | mail will be used. Previously, 
i! | usiness card printed in al-) phillips-Reick-Fardon Advertis- 
: ;most unreadable tiny type is/ing, Kansas City, had the account. 
5 Di h rao De |}handed to the purchasing agent's | 
e Diners who telephone troit’s are well known in the U. S. but! receptionist. As she puzzles over it, | 
. London Chop House not only get not so common in Britain. |the salesman hands her the flas ”| Four Appoint Allison é Co. 
. a table but also the cost of the call.| The Picture Post recently pub- light, which then magnifies the|, J; Howard Allison & Co., Atlan- 
The dime is contained in a slot lished a 10- he | type seven times. The same dem-|‘%, 28% been named by four com- 
; e dime is contained in a slot lis a 10-page feature on the |type seven times. The same dem-/ panies to direct their advertising 
: on a thank-you card expressing theme of keeping homes warm, | onstration is used in selling the de- They are Anderson Brass Works 
: appreciation for thoughtfulness in! and well lighted next winter. For- | ss | vice to factory inspection depart- Inc., Birmingham, Ala., maker of 
» making a reservation. Also on the|ty-eight manufacturers bought | ‘er,’ ment heads. power connectors, clamps and 
’ table are found a pair of the | space and about 800 dealers bought | <i fittings; Corley Mfg. Co., Chat- 
1 Paired match books with the!reprints and display material. | ‘ Bruning Co. Names Kastor | aoe a of hag <ray 
: iner’s name printed in gold. The ) Charles Brunin “thi ;machinery and equipment, Max- 
: | & ‘ s g Co., Chicago, fi : 
g reservation card also bears the @ A plastic apron plus four plas- | maker of Copyflex machines and en a es) Sere 
4 ustomer’s printed name. i i sill i ‘engineering equipment. has ~ | bu & specialtie aker, al 
4 i c Pp ,tic place mats will be offered by HEAT & LIGHT—This collection of display ©Mgineering equipment, has ap-| Kilpatrick Printers Service Co., 
‘ Key to success of the ego-build- Douglas Furniture Corp., Chicago | material was prepared by the British Pic Pointed H. W. Kastor & Sons, Chi-| gistributor of printing machines 
2 ‘ er is a special printing machine manufacturer of chrome tables ture Post as part of an advertising-mer- C@80, to handle all its advertising 


effective Dec. 1. General and|°"? eapment. 


trade publications will be used. 
James Thomas Chirurg Co., New 
York, has the account presently. 


chandising program. Winter heating and 


operated on the premises that and chairs, as consumer premiums. 
lighting is the theme. 


makes it possible to prepare the Dealers will receive them free for 
cards and matchbooks in a few distribution to purchasers of the 
minutes. furniture. 

Point of sale displays plus mat 
e Magazine promotions combin- service also will push the offer. 
ing editorial and advertising copy The apron-mat sets match the col- 


Westinghouse Names White 


Allen N. White Jr., formerly ad- 
vertising manager of the TV and 
broadcast receiver division of 
Bendix Aviation Corp., Baltimore, 
has been named sales promotion 
manager of the _ television-radio 
division of Westinghouse Electric 
Corp., Metuchen, N. J. 


or ot dinette table tops and chair} 
upholstery. 


U. S. Safety Service to Carter 
| United States Safety Service 
e Abbeon Supply Co., Jamaica, N.|\Co., Kansas City, Mo., manufac- 


Te 


‘Republican’ Buys ‘Journal’ 

J. H. Zerbey Newspapers Inc., 
publisher of the Republican, Potts- 
ville, Pa., has purchased the Jour- 
nal, Pottsville, evening newspaper, 
which had ceased publication. The 
Republican will service the Jour- 
nal’s readers and advertisers. The 
price was not disclosed. 
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| How to be remembered | 


| AMERICA’S SECOND MARKET 
by the people who 


Get your share of California where 8.56%, of America's sales are made. 


Use America's most versatile new metropolitan area. 
Profit from its agriculture (6th in U.S.A.), Steel Mills, Industrial Plants, 
Mines, a dozen Military establishments, and a host of 


smaller manufacturers and suppliers . . . America's largest County, world famous 
mountain and desert resorts (Palm Springs, Lake Arrowhead, Big Bear 
Lake): People with money is its biggest attraction for you 

which adds up to a new effective buying income of over $750,000,000. 
Take advantage of this big fast growing market! Get your | 

share of America's second market, California, by buying California's 
fourth market, and America's thirtieth, the Counties of 


Give your prospects 


_toewm MONOGRAMS =-—- 


ee with your name here 
ay Riverside and San Bernardino. The West's new metropolitan area ? 


on 2-eolor metal plate 
with over $500,000,000 in retail sales, is more , sn 


than sixty miles from Los Angeles. 


uses 


without distraction 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today. 


WILSON JONES COMPANY 
209 S. Jeffersem/StipChicago 6, II. 


Please send complete data @iplaining how 
| con put the M AM Staplers to 
work on ~ give 
me name 6f my nedr 


standard 

Population . ° ° ° é » ‘ ‘ 5 51 4,800 size staples 
Number of families . . . . . . . 164,200 | KEEP YOUR 
Retail sales . . . . .-. . $534,646,000 | NAME UP FRONT 
Expendable income . . « .  $750,000,000 | 4 ways 
The cities of San Bernardino and Riverside ere half again as far from he soon re. eer e  gD 
Los Angeles as Washington is from Baltimore. t's a two hour train trip! 2. High reedership...your od is rarely 
Less than .042%, of the total circulation o/ the 5 metropolitan Los out of sight 
Angeles dailies enters this market. | 3. Repetition builds remembrance... your 

| ad sells all day...every day 

4. No competition... your message is read 


| 
| 


For Unduplicated Coverage of This Important California Market 


RIVERSIDE — 


r 
' 5 


Represented Nationally by Doyle & Hawley 


prospects §' dmsks; A 
otlone 


eed 


, 


eeaeeeenenancaeans 


Copr. 1952, Sales Management Survey of Buying Power: furthe: duction not licensed. 
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STAMATY 


The ORDER that orders! 


1,054,478 Elks with family incomes far above aver- 
age, read The Elks Magazine with more than average 
interest. It’s their magazine...geared to their way of 
living, giving, spending. 


Owners of The Elks Magazine, they believe in the 
advertising it carries. This readership loyalty you 
can’t buy in most magazines even tho you pay many 
times the Elks low page rate of $2.08 per thousand. 


THE MAGAZINE 


New York ¢ Chicago * Detroit * Los Angeles 


$37,500 in Puppies 
Will Be Offered in 
Canada Dry Contest 


New York, Sept. 30—Canada 
Dry Ginger Ale Inc. is launching 
|a repeat performance of its “Win 
'a Pup” contest, originally put on 
two years ago. The company will 
offer 255 pedigreed dogs, reported- | 
ly worth $37,500, as prizes in a 
contest starting Oct. 5. 

Entrants in the contest will be 
asked to add 25 words or less to) 
the phrase “I like Canada Dry) 
ginger ale because...” Two Ca- 
|/nada Dry ginger ale bottle caps 
must accompany entries. Closing 
date is Nov. 30. 

Included in the advertising pro- 
motion are color ads in Life, start- 
‘ing Oct. 19; newspaper ads in 60 
daily newspapers starting Oct. 8; 
ads in 80 Sunday comic supple- 
ments; TV commercials starting 
Oct. 11 on 45 stations; radio spots 
in three cities, and a variety of 
| dealer aids and point of sale mate- 
jrial. Pads of entry blanks will be 
| attached to store displays. 
| J. M. Mathes Inc. is the agency. 


Whiting Appoints Agency 

Whiting Paper Co., Holyoke, 
Mass., has appointed Bermingham, 
Castleman & Pierce, New York, to 
‘handle advertising for Whiting: 
| stationery. Previously, the com- 
pany was a direct advertiser. 


Axelson Promotes Elliott 
| Bruce C. Elliott, in the aircraft 


‘sales division since 1949, has been 
promoted to head of the new mar- 
ket research department of the 
Axelson Mfg. Co. division of 

‘Pressed Steel Car Co., Los Angeles. 


KWKH 

is heard by 22.3% 
more families 
than all other 
Shreveport 
stations combined! 


Total the number of Average Daily Listeners 
to Shreveport’s four other radio stations com- 
bined, and you find KWKH is still 22.3% 
ahead, in the rich Arkansas-Louisiana-Texas 
area. 


Yet KWKH costs only 55.8% as much as 
that whole competitive group. 


The audience figures above are from the new 
Standard Station Audience Report—the more 
conservative of the two recent audience sur- 
veys made in this area. 


Ask your Branham man to give you the whole 
KWEKH story. 


50,000 Watts e CBS Radio 


Advertising Age, October &, 1953 


Getting Personal 


Newest addition to the copywriting ranks at Foote, Cone & Beld- 
ing, Chicago, is Elliot Johnson, son of J. Walter Thompson’s v.p. and 
director of research, Arno Johnson... 

Joe Seideman, account executive for KBIG, Catalina Island, was 
a busy man the first week in September. On Sept. 2, he became a 
father, with the arrival of a daughter, Jamie; on the 6th he cele- 
brated his birthday, and on the 9th, his father and stepmother made 
him a brother by adopting an infant boy, Jon... 


Ponald O’Brien, a Democrat and an economist for Geyer Adver- 
tising, is running for the assembly in Morris County, N. J., this fall. 
His campaign committee includes David North of Ted Bates & Co., 
Frank Gorman of J. Walter 
Thompson Co., and Seward 
Jackson, who runs his own 
agency in Chatham, N. J... 
Fred Harper, production su- 
pervisor of KYW, Philadel- 
phia, stepped into the role of 
concert singer (for which he 
was trained) and appeared as 
guest soloist with the Ocean 
City, N. J., Municipal Or- 
chestra. .. 

On Sept. 25, the day be- 
fore his 83rd birthday, citi- 
zens of Daytona Beach and 
Volusia County, Fla., gather- 
ed at a testimonial dinner in 
honor of Julius Davidson, 
publisher of the Daytona 
Beach News-Journal. A fea- 
ture of the dinner was the 
presentation of a scroll in- 
scribed to Mr. Davidson as a 
“humanitarian and civic 
leader.” Presentation was 
made by Circuit Judge Her- 
bert Frederick, master of 
ceremonies. .. 

Friends of Rex Gay, bed- 


HOME MADE—The fishing tackle, that is. 
It’s in the right hand of Albert M. Whar- 
field, v.p., A. C. Nielsen Co. In his left 


hand is part of a 600 Ib. bluefin tuna he 

landed off Wedgeport, Nova Scotia. Third 

party is Capt. Fidelis Boudreau, a founder 
of Wedgeport Tuna Guides Assn. 


ridden at his Evanston, IIIL., 
home for the past two and a 
half years, following a stroke 


AVERAGE DAILY LISTENERS (S.A.M.) 


KW KH 


A Shreveport Times Station 


UISIANA 


The Branham Co., Representatives 
Henry Clay, General Manager 
Fred Watkins, Commercial Manager 


in December, 1950, provided 
an avalanche of greetings on 
his birthday, Sept. 2. The cards and telegrams (287 in all) provided 
days of cheer for the former space seller, who spent many years 
with Redbook and Capper Publications. .. 


D. G. Schneider, v.p. of the merchandising department of Young & 
Rubicam, Chicago, has been made a member of the honorary board 
of overseers of Old Sturbridge Village, Sturbridge, Mass., a recre- 
ated community of the 1800s... 


James B. Lee, president of Frank H. Lee Co., Danbury, Conn., 
heads the advance gifts committee of the Danbury Community Chest 
drive. ..Look’s publisher, Vernon C. Myers, is chairman of the mag- 
azine publishers’ division of the United Hospital Fund’s campaign in 
New York... 


THE ONE THAT DIDN’T—J. A. Engelhard, president of Glenmore Distilleries Co., 

tells a fish story to J. F. Oberwinder, president of D‘Arcy Advertising Co., and Jimmy 

Conzelman, v.p. of the agency. The occasion was Mr. Engelhard’s presentation of 

two other sailfish to two St. Louis friends who were his recent guests aboard the 
charter boat Wecatchum, Miami. 


John Lennhoff, with advertising-publicity department, Aetna Cas- 
ualty and Surety Co., Hartford, Conn., is engaged to Jeanne Dana- 
her, daughter of ex-U. S. Senator and Mrs. John A. Danaher... 

Wilford York, exec. v.p. of Hoffman & York, Milwaukee agency, 
has been shedding his family at a great rate. Two sons got married 
this summer, and last month daughter Shirley married Tom Brehm, 
son of Carl Brehm, v.p. of Cramer-Krasselt, Milwaukee. The Yorks 
now have one 15-year-old son left at home... 


M. M. Zimmerman, editor and publisher of Super Market Mer- 
chandising, New York, has added a Belgian decoration, Knight of 
the Order of the Crown, to the French Chevalier du Merite Com- 
mercial he received in 1950. The new award was for his work on the 
second international Congress on Food Distribution, held in Ostend 
in June... 


Aldo De Dominicis, secretary-treasurer and general manager of 
WNHC, New Haven, and WHAY, New Britain, Conn., and Mrs. De 
Dominicis are on a three-week flying tour of Italy and France... 
Walter H. Annenberg, editor and publisher of the Philadelphia In- 
quirer and head of Triangle Publications Inc., has been chosen to 
receive the 1953 Commerce and Industry Award from the Chamber 
of Commerce of Greater Philadelphia... 
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@ PRACTICAL BUILDER readers completely blanket the light 
construction industry — New Residential, Light Commercial, 
Farm Building and the vast Remodeling and Repair market. 
1954’s selling and advertising must be directed at this whole 


market, and effectively ... or you are settling for much too little. 


PRACTICAL BUILDER delivers the biggest Buying Power in 
the entire light construction industry .. . and besides, offers 
unmatched reader interest in your advertising to builders, at 


the lowest cost! 


THE SWING IS TO PB 


Your big selling plans require that you reach this 
biggest Buying Power —and in the builder field 
that’s PRACTICAL BUILDER. That's why in the first 
8 months of 1953—PB showed larger gains in ; 
advertising volume than any other publication 
reaching builders... Yes—for 1954, 
smart advertising money picks P.B.1 


Practical 


q 


PA 


~ Builder 


Blue Book of the Light Construction Industry 
5 SOUTH WABASH AVENUE CHICAGO 3, ILLINOIS 
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Chester Joins Superior Silk | 

Sam Chester, formerly sales) 
manager of Advance Process Sup- 
ply Co., Chicago, has joined the 
sales staff of Superior Silk Screen 
Printing, Chicago. 


‘Esquire’ Appoints Perper | 


Jack Perper, formerly with the 
New York Heraid Tribune, has 
joined Esquire to do special work 
in manufacturer-retailer develop-_ 
ment. 


WARC Becomes WBBF | 


WARC, Rochester, N. Y., which 
recently changed management, has 
changed its call letters to WBBF. | 
At the same time, the station be- 
came affiliated with the Mutual 
Broadcasting System. 


| 


Magazine Names Friedman 
Dorothy Friedman, formerly as- 
sistant food editor of McCall’s, has 
been named associate food editor 
of Today’s Woman, New York. 


What are you promoting . . . foods, drugs, 
paste, dairy 

@ consumer item and children use it too, 
of a “Give-a-Pony"’ promotion. Free Ponies 
have, and always will, 
parade... wit arents, too! 
ultimate in store-traffic stimulation. 
And a Pony is very inexpensive compared 


prize. 
One or a thousand avatiable immediately. 
Get the full story today... 


749 Rush St. + Chicago 11, Ill. «+ DEL. 


Hitch Your Sales to a Pony 
And Watch Him Pull for You / 


products, candy? Whatever it is, if it’s 
never believe the downright magnetic drawing power 


lead the sales promotion 
You'll see here the 


amount of interest you will create with any other 


. write or phone 


Fashion Club Shetland Pony Sales Co. 


tooth- 
you'll 


always 


to the 


71-1566 


$77,000,000 in export advertising 


Advertising Age, October 5, 1953 


mail questionnaire. A list of 2,200 | subsidiaries, radio outdistances all 
U. S. companies engaged in export other media with 25%. 
was compiled. Questionnaires were Among the various industry 
sent to five out of every six names | groups surveyed, a marked differ- 
on the list, or a total of 1,850. Re- ence is shown in how each spends 
turns totaled 671, or 36.4%. its advertising dollars. Manufac- 
Some of the more important turers of drugs and toiletries, for 
findings of what is reportedly the example, allocate 59% for direct 
first comprehensive investigation mail and sales promotion and point 


Survey Estimates 
$77,000,000 Export 
Advertising in ‘53 


NEw York, Sept. 29—U. S. com- 
panies will spend an estimated 


in 1953. of international advertising include of purchase material. In the auto, 
The favored type of export ad- the following: |trucks, parts and tires group, 27% 
vertising is sales promotion and | goes for point of purchase mater- 


point of purchase materials. These » Of the 671 respondents, 49% re- ials, 24% in U. S. international 


are expected to get 21% or $16,- ported that they have some foreign business papers and 17% in U. S. 
100,000 of the total. Foreign news- branches, subsidiaries or other lo- international consumer magazines. 
papers rank second with 15% OF |cal working arrangements. 

$11,600,000. Radio is third with | 


= In radios, other s dur- 
14% or $10,800,000. ios, other consumer du 


; '@ Less than one-third of this ables and parts, the survey shows, 
Pie sb practhony —— g ‘a be group said their foreign adver- 47% of the advertising dollar goes 
completed by a group of specialists tising is controlled in U.S. head-. into foreign newspapers and maga- 
in international research and ad- | %4rters. zines, and 22% into radio. Agri- 
vertising appointed by the Export | | cultural machinery makers spend 
Advertising Assn. of New York.|@ U. S. international business pa- sae aig ae el 
Elmo C. Wilson, president of In-| Pers and direct mail get 12% each ronal odie Ag in ae us- 
ternational Public Opinion Re- bey U. S. export advertising, and U. | Pea o> o in U. 8. In ee 
search, was chairman of the sur-|S- international consumer maga-| onsumer MaAgasines. VOn- 


la |struction and road building ma- 
vey group. tea get 8% of the total. | chinery producers put 50% in U. 


S. international business papers, 


@ The survey was conducted by e In advertising for branches and 12% each in foreign magazines and 


grt as WAS 


U. S. international consumer mag- 
azines, and 11% in foreign news- 
papers. The sixth group, machine 
tools, electrical and radio machin- 
ery and other machinery, earmarks 
22% of its advertising budget for 
foreign magazines, 21% for foreign 
newspapers, and 20% for radio. 


® The percentage spent in radio 
and TV climbs steadily as the size 
of the export budget increases, the 
/survey shows. Companies with me- 
|dium-size budgets ($25,000-$50,- 
|000 and $50,000-$100,000) spend 
/more in foreign newspapers than 
‘in any other category. Foreign 
| magazine advertising is fairly even 
/across the board, as is direct mail. 
| U. SS. international consumer 
/magazines get most of their ad- 
_vertising from companies wiih 
'medium-size budgets. U. S. in- 
‘ternational business papers rely 
heavily on small advertisers (un- 
der $5,000 and $5,000-$25,000 
budgets) although they gt a large 
share of business from advertisers 
with budgets over $100,000. 

m= One of the unexpected facts in 
|the survey is that the larger ad- 
/vertisers ($100,000-$500,000 and 
‘over $500,000) spend more on 
point of purchase materials (47%) 


& & than in any other media. 
es c@) sssesseseees Serving on the local export ad- 
anaes lth 74 vertising association’s special re- 
oe” ,%, ® cf search committee with Mr. Wilson 
eo” @4& 5 “e& 
é ® were Arthur L. Grimes, associate 
6 ong . 
ad ae SS ® director, McCann-Erickson Inter- 
o* o s ¢ ®ey national; John F. Maloney, re- 
o* e & . * ®e search director, Reader’s Digest 
° ‘ ad International editions, and James 
- * 7 _¢ . 
Ad @ . ¢ L. Tyson, research manager, Time- 
: Life International. 
o g A 
sd ye 4 % - ( ADVERTISEMENT ) 
rns ae x * S | 
_ - - ~ * _ CBS-Columbia Inc. V. P. 
o S85 Ss 


Ras billion dollars is a sizable figure. 
# represents the approximate annual value 


of wholesale business transacted at Kansas City. 


In this vital department of trade Kansas 


City’s usual rank i 


s about tenth in the 


nation. Beginning as a trading post, it is but 
natural that Kansas City should emerge 
to its present prominence in the distribution of 


merchandise to a 


Kansas City 
1729 Grand Ave. 
HArrison 1200 


wide trade area. 


THE KANSAS CITY STAR 


| Harry Schecter has been named vice 
| president of CBS-Columbia Inc., manu- 
facturers of television and radio re- 
ceivers, New York. Getting ahead in 
business like Mr. Schecter are thou- 
sands of regular Wall Street Journal 
readers throughout the nation—execu- 


Chicago New York ee tives and their aides who make or in- 
oat $. Soate & 15 E 40th St SS: ett — fluence decisions on planning, produc- 
oe 3 tion, selling and buying. What an 


WeEbster 9-0532 


= 


Murray Hill 3-616! 


_ advertising medium! 
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Starting October 21st, the October 26th issue of JUDGE, the new 25¢ weekly 
of satire and humor, will be available only at leading newsstands 
except for a select list of charter (numbered) subscriptions at $10.00 per year. 
There will be no special offers or complimentary subscriptions. 
Distribution 200,000. Advertising rates: Inside 4C page $1,000; B&W page 
$600, 2 col. $400, 1 col. $200, minimum space accepted 1/2 col. $100. 


The story of JUDGE —past, present, and future, is being 
enthusiastically received wherever it is shown. The JUDGE 
presentation is available to interested advertisers and their 
agencies upon request. 
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The Publisher of JUDGE Magazine Takes Pleasure : | 
in Announcing the F ollowing Appointments: 
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CONAWAY AND KLANER 
PACIFIC COAST REPRESENTATIVE 244 CALIFORNIA STREET 
JUDGE MAGAZINE SAN FRANCISCO 4, CALIF. 


JUDGE 
MAGAZINE INC. 9 EAST 46th STREET, NEW YORK 17, N.Y, * TELEPHONE PLAZA $-2070 
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‘Food Topics’ Tells 
$31.3 Billion Sales 


for Grocery Stores 


New York, Sept. 29—Grocery 
store sales during 1952 reached a 
new high of $31.3 billion, Food 
Topics reveals in its issue of 
Sept. 28. The trade paper’s si 
annual study of consumer spend- 


grocery outlets. 

The 1952 total sales volume rep- 
resents a gain of 6.3% above 1951 
figures for all products, with non- 
food items leaping 9.8%. 


Loft Heads Atlas Powder PR 


George Loft, formerly associate 


xth public relations secretary of the 
|American Friends’ Service Com- 
‘mittee, has been appointed public 


ing for grocery store products in- rejations manager. of Atlas Pow- 


cludes only retail establishments | der Co., 


that deal in a complete line of | 
foods, not additional sales through | 
such retail food outlets as delica- | 
tessen stores, dairies, or retail | 
house to house sales groups. 

The report, detailing the trend 
on 123 major food classifications 
and 69 non-food groupings, shows | 
that although the non-foods ac-— 
counted for only one-eighth of the | 
total volume, they are an increas- | 
ingly important factor affecting 
profits. Beauty and health prod- 
ucts, for example, while showing 
an increased over-all sales figure 
of 5.2% over 1951, revealed a gain 


Reach ‘em 
on wheels 
in New England- 


The Dr. Forest L.Whan 
Survey shows how! 


More than half use car radios 
daily. According to the Dr. Forest 
L. Whan Survey of the Boston Trade 
and Distribution Area (the most 
thorough audience survey ever com- 
pleted in New England) New Eng- | 
landers are among the nation’s largest | 
users of car radios, Better than half | 
the motorists there, both men and | 
women, have their radios on daily as | 
they drive. Thus, to reach the biggest 
audience in New England, use radio.. 
the medium that seeks out your cus- 
tomers wherever they are! 


More listeners than any other 
station. According to the same sur- 
vey, WBZ rates first as the station 
“listened to most.” For daytime lis- 
tening, 17.0 percent of those inter- 
viewed named WBZ (compared with 
13.7 percent for the second station, 
10.9 percent for the third). For night- 
time listening, the figures are even 
stronger: 28.6 percent named WBZ, 
9.5 percent named the second station, 
and 8.5 percent the third. 


With the Whan report on your desk, 
you're equipped to get the biggest 
value for your New England radio 
dollar. If you haven't a copy of this 
report, get in touch with WBZ or 
Free & Peters. 


BOSTON 
50,000 WATTS 
NBC AFFILIATE 


i —— 
WESTINGHOUSE} 


RADIO STATIONS Inc 
WBZ - WBZA + KYW+ KDKA 


WOWO + KEX + WBZ-TV + WPTZ 
National Representatives, Free & Peters, 
(Sales ce 


Wilmington. 


‘of 27.2% in their sales through NARTB Mails Education Books 


Information 
National Assn. 


The Television 
Committee of the 
of Radio and 


leading educators two books list- 
ing educational programs carried 


by commercial television stations | 


across the U. S. The first book is 


a reprint of the U. S. Office of ‘on the newsstands Sept. 16. A’ 


Television Broad-_ 
casters, Washington, has mailed to. 


nationally televised programs of 
educational value carried over the 


facilities of the four major net-!| 


works. 


Goodman Issues ‘Film Stars’ 


Film Stars Album, published by 
Martin Goodman _ Publications, 
New York, made its appearance 


Advertising Age, October 5, 1953 


-Mann-Ellis in London Deal 

| Mann-Ellis, New York and To- 
ronto agency, has affiliated with 
Smee’s Advertising Ltd., London, 
'England, in a mutual exchange of 
‘representation for overseas ac- 
‘counts. 

| 


Macbeth Lamp Names O’Brien 


Cornelius A. (Connie) O’Brien, 


Education’s survey of programs | motion picture fan magazine, the formerly commercial sales man- 


staged by local TV stations in con-|new publication 


junction with educational 


insti-|latest news and _ pictures 


will carry the 


from 


ager of Robertson Photo-Mechanix 
Inc., Chicago, has been named 


tutions during the 1952-53 school| Hollywood studios as well as from|sales manager of Macbeth Arc 


year; the second book shows 85) 


Broadway. 


|Lamp Co., Philadelphia. 


en 


Che's in the 


SHE BUYS THE FAMILY TOILETRIES! Your brand? 


69% of supermarkets where Family Circle is sold 


have Health and 


Beauty Aid Departments. And 


82% of Family Circle readers surveyed say the drug 
stores where they also shop are within two blocks 
of the supermarket where they buy Family Circle! 


‘I 
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Advertising Age, Octob>r 5, 195% 


‘Army Times’ Boosts Four 


Allan S. Waldo, advertising di-! 


rector of Army Times Publishing 
Co., Washington, has been elected 
a v.p. and director of the company 
and also has been named general 
manager of European operations. 
He will divide his time between 
London and Washington. William 
H. Parker, western advertising 
manager, has been promoted to 
advertising manager of the com- 
pany. He will headquarter in Chi- 
cago. Roy D. Mitchell has been 
named coordinator of advertising 


|stallations. 


at the home office in Washington. 
Larry l.ynch has been named di- 


Macaroni Maker to 
vector of merchandising services 


and editor of “Cooperator,” the Stress Low Calorie 


company’s trade publication. Content in New Ads 
GM Distributes PR Booklet New York, Sept. 29—An appeal 


A new 32-page guidebook, “GM to the calorie-conscious will be the 
Lives Here,” listing 67 typical ex-| major theme of a new campaign 
amples of things General me ts | to be launched Oct 1 in Middle 


barn the. ragpeet and confidence) Atlantic and New Envland marke 
of their neighbors,” is ae dis- | areas by V. La Rosa & Gane. man- 
tributed to executives of GM in- ufacturer of macaroni products. 

Newspapers and radio and tele- 


vision spot broadcasts in 35 cities | 


‘rating than most similar products. 


will be used throughout the re- | This fact will be stressed in the 


mainder of the year. 


‘mits it has been surprised by the 
extent to which the “less calories” 


theme has been adopted by other. 


advertisers, including distillers. 
Believing that a wave of calorie- 
consciousness is sweeping the 
t country, La Rosa made a dietetic 
study of its products which re- 
|portedly showed that they have a 
higher protein and lower starch 


market to 


SHE BUYS THE FAMILY GROCERIES! Your brand? 
First in pages of food advertising among all month- 
ly magazines for the fourth consecutive year, Fam- 
ily Circle pre-sells customers of 14 supermarket 
chains that do 40% of U.S. chain grocery volume. 


4000000 Family Buyers like her are 


be 


ae 


SHE BUYS THE FAMILY CLOTHES! Your brand? 


Department store merchandise managers and buy- 
ers know how powerfully Family Circle’s fashion 
pages influence 4,000,000 women. In all sections of 
the country, leading retailers promote these fashions. 


SHE BUYS APPLIANCES, FURNISHINGS! Your brand? 


72% of a neighborhood appliance dealer’s custom- 
ers live within 11/, miles of his store! Family Circle | 
readers are concentrated in the same area. Distrib- 
utors and dealers get behind Family Circle Ads. 


in the market for your product, too! 


Family Circle is sold only in supermarkets. Its 
“in the market” to buy it. 

The 4,000,000 home managers who buy 
Family Circle every month are a special kind 
of woman. Not a sit-at-home among them! 
They’re in supermarkets at least twice a week 
—they’re in all kinds of stores! They're the 
purchasing agents of toothpaste and tissue for 
families, rugs and ranges for homes, and cos- 


readers have to be 


metics and clothing for themselves! 


So it’s not surprising that Family Circle is 
going up most rapidly of all major magazines 
in non-grocery advertising—with a 108% in- 


family Cac 


Bought by 4,000,000 housewife-shoppers who spend an estimated 
7 Billion a year for non-food products; and over 5 Billion for food! 


crease in pages of drugs, toiletries, appliances, 
apparel, furnishings and other products dur- 
ing the years in which Family Circle has gained 
and held food leadership! 

Edited specifically for home-managing 
housewives, Family Circle has grown faster in 
circulation than any other leading magazine - 
has the largest single copy sales. 

What does it cost to reach this most selecti 
audience of in-the-market family shoppe 
Lowest cost per-page-per-thousand of all 1 
leading magazines! Have you consider 
Family Circle for your media list? 


NEW YORK 
CHICAGO 

SAN FRANCISCO 
LOS ANGELES 


forthcoming advertising. 
Management of the company ad-| 


In addition, the consumer cam- 
paign will be supplemented and 
supported by business paper pro- 
motion and point of sale material. 

Kiesewetter, Baker, Hagedorn & 
Smith is the agency. 


Business Writers Elect 

Allen Sommers, head of his own 
public relations office in Phila- 
delphia and correspondent for Ap- 
VERTISING AGE in that city, has 
been elected president of the As- 
sociated Business Writers of 
America, an association of free 
lance business writers. Other offi- 
cers elected are Guy Livingston of 
Boston, v.p.; Mildred Waugh of 
Washington, secretary, and Mrs. 
Irene Corpe, San Francisco, treas- 
urer. 


Holz Joins Proctor Electric 

John W. Holz, formerly district 
sales representative of Textile 
Mills Co., Chicago, has joined 
Proctor Electric Co., Philadelphia, 
as national sales representative of 
its Zedalon division. 


: Caparo 
BUYING 
_POWE Re 


MIDWEST | 8 MIDWEST STATES 


UNIT 
SUBSCRIBERS 


216% 


U.S. 
AVERAGE 


40 
STATES 


PER CENT OF FARMERS WITH INCOMES 
OF $10,000 A YEAR MND OVER 


New U.S. Census Bureau 
Facts will sell you... 
and Help you SELL 


Your sales potential is 
highest where farm income 
is highest. In the 8 Mid- 
west states served by the 
Midwest Farin Paper Unit, 
farm incomes are more 
than twice the U. S. aver- 
age. This fact is just one 
of many in the new special 
study by the U. S. Census 
Bureau that will simplify 
your farm sales problem. 
Write us for your copy. 


Sales Offices: 250 Park Ave., New York 17... 
59 East Madison St., Chicago 3 .. . Russ Build- 
ing, Son Francisco 4... 1324 Wilshire Bivd., 
Los Angeles 17... 505 N. Ervay Street, Dallas I. 
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RE YOU planning on 
pretesting a new product, an old 
product in new markets or ways of 
increasing volume in established 
markets this fall or during 1954? 


If you are, we believe you will 
be interested in The World-Herald 
Grocery and Drug Test Market Plan 
which gives you small town-rural 
reaction to your advertising as 
well as that of metropolitan Omaha. 


You pay nothing extra for your adver- 
lising and a one-package small town- 
rural and metropolitan grocery or 
drug check is available. 


Write us today or see your nearest 
O'Mara and Ormsbee office. 


Omaha_World-Herald 


READ IN 3 OUT OF 5 HOMES 
IN NEBRASKA AND WESTERN IOWA — 


with 2 biilion dollars to spend 


250,832 Daily 258,372 Sunday 
. Publisher's Statement for March 31, 1953 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 
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Outdoor Is the Only 
Medium Unaffected 


by Video: Kendrick 


| New York, Sept. 29—In terms of 
circulation exposure, outdoor ad- 
vertising is the only medium that 
has not been affected by televi- 
sion. 

More than 130 producers of food 
and grocery products are using 
outdoor advertising, and outdoor 
food volume has gone up 460% 
in the last 12 years. 

M. B. Kendrick, v.p. of Outdoor 
Advertising Inc., Chicago, stressed 
these points in a talk before the 
national conference here of Qual- 
ity Bakers of America. 

The poster medium matches the 
bekers’ problems in six important 
ways, Mr. Kendrick said: 

“1. It gives complete coverage of 
the market and does not screen out 
any segment or particular class of 
people. 


ws “2. It gives the highest degree 
of repetition, resulting in 22 ex- 
posures per month or 93% of the 
people in a typical market from a 
No. 100 poster showing. 

“3. It is controllable coverage 
that can be concentrated in the ex- 
act area of distribution with no 
waste or spill-over. 

“4. The power to instill package 
identification and brand familiar- 
ity through large, full-color illus- 
trations is a major factor of out- 
door advertising. 

“5. It has the advantage of inter- 
cepting the consumer on the way 
to the point of purchase. 

“6. It has the added advantage 
of low cost—14¢ per thousand.” 

“Never underestimate the power 
of suggestion, frequently’ re- 
peated,” Mr. Kendrick told the 
bakery owners. “Cling firmly to 
the fundamental necessity of the 
repeated suggestion in competitive 
selling.” 


WFIL Appoints Maschmeier 


Howard W. Maschmeier, for- 
merly general manager of WPTR, 
Albany, has been named assistant 
to the general sales manager for 
radio of WFIL, Philadelphia. 


Joins ‘American Druggist' 


Herbert P. Bonesteel, formerly 
with DeVilbiss Co., has joined the 
advertising sales staff of American 
Druggist. He will cover accounts 
in New York and New Jersey. 


NATION'S LARGEST TRADE TERRITORY 


EL PASO 


Key city and distribution center 

of the largest trade territory of 

any city in the Nation — more 

than 600 miles from any other 

city of equal size or larger. 
Covered Exclusively at 
one LOW Cost by — 


Che ZF Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! 
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(ADVERTISEMENT) 


Negro Market 


Survey Shows 87% 
Recall of Negro 
Theatre Advertising 


After 3 years of continuous suc- 
cess in advertising to Negro pa- 
trons in Negro movie theatres, a 
leading advertising agency execut- 
ed a survey to determine the pene- 
tration and recall of their selling 
copy throughout the Negro com- 
munity. 

Personal interviews were made 

with a representative sample of 
the Negro community. The Negro 
interviewees were asked: 
1. ‘Have you ever attended any 
one of the following theatres?” 
(All of the exclusively Negro thea- 
tres in the community were list- 
ed.) 

94% stated that they had attend- 
ed one of the theatres. 

2. “Have you ever seen any (Class 
of product) advertised in the Ne- 
gro theatres?” 

87% replied yes, and named the 
product. 

3. The third question asked was, 
“Do you recall anything that was 
said about the product?” 

81% repeated the exact words of 
the successful selling copy. This 
advertiser won and held leader- 
ship with the Negro community. 


Separate Community 
Life Poses 
Marketing Problem 


In most cities in the East and 
Midwest, as well as the South, 
Negroes have their own residential 
areas and shopping centers. Many 
marketing programs that influence 
the White market do not have the 
same influence with the Negro 
market. Most national advertising 
programs designed to reach a 
homogeneous community produce 
a desired result with the White 
market and fail to reach the Ne- 
gro market. The Southern market 
is made up of two separate com- 
munities—the White community 
and the Negro community. The 
Negro motion picture theatre is 
one of the keystones of Negro 
community life. 


Marketing Expert 
Reveals Pattern 


A Southern marketing expert 
has recently released the case his- 
tory of the rise and fall of sales 
leadership of a popular priced vol- 
ume product in two key Southern 
markets—leadership in the Negro 
community — leadership in the 
White community. 

During the period studied, sales 
leadership at New Orleans in the 
White community shifted seven 
times, and at Miami eight times. 

Leadership at New Orleans in 
the Negro community shifted only 
once, and at Miami only twice. 

The brand that controlled Negro 
motion picture advertising in the 
exclusive all-Negro theatres in 
each market won and held leader- 
ship in the Negro community 
while leadership in the White com- 
munity was constantly changing. 

Overall leadership of the total 
market at both Miami and New 
Orleans was never won by any 
brand without first winning a 
strong position in the Negro com- 
munity. 

Advertising and merchandising 
programs for the products studied 
were well above average, both in 
size and in quality of preparation. 
The advertising programs planned 
primarily for Eastern markets 
were usually successful in reaching 
the White community but often 
failed to influence the Negro com- 
munity. 

Special parallel Negro advertis- 
ing and merchandising programs 
tailored to fit into the Negro com- 
munity life were always necessary 
to create the desired impact with 
the Negro community. 

(Details on request.) 


Negro Spending Power 


Now Over $15,000,000,000 | 


In the purchase of food, bever- | 


ages, and ready-to-wear, the Negro 


community often purchases a high- | 


er percentage of higher priced 
articles than the White community. 


Tailor-Made to Reach the 
Southern Negro Community 


Every Southern City has a stra- 


tegic group of well patronized ex- | 


clusive Negro motion picture thea- 
tres. , 

The audience in these theatres 
is a ready-made audience that re- 
sponds to well prepared reason- 
why advertising copy using sight, 
sound and natural color. 

Recently a baker began to bake 
his products with butter for short- 
ening. A motion picture screen 
broadcast in natural color featured 
the beautiful yellow butter and re- 
minded the all-Negro 
that foods cooked with butter taste 
better than foods cooked with 
ordinary shortening. 

The results were spectacular. 
The baker’s Negro business greatly 


MOTION PICTURE ADVERTISING SERVICE C( 


1032 Carondelet St. 


increased and his margin of over- 
all leadership in the market was 


doubled because the Negro com-'| 


MP.A. Develops Exclusive Format 


munity represented more than half 
of his bakery market. 
(Details on request.) 


| Product Rises from Last 
to First Place in 5 Years 


audience , 


Within 5 years after launching a_ 


promotion in exclusive Negro the- 
atres, a popular priced beverage 
rose from last place to first place 
in the Miami Negro market. This 
advertiser has continued use of the 
Negro motion picture medium and 
has continued to hold leadership 
among the Negro trade while win- 
ning and losing leadership with 
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Negro population in West 
over 500,000 


MPA’s Total weekly circulation 
in White and Negro Motion Pic- 
ture Theatres is now over 40,000,- 
000,000 people per week. The 
above map shows the distribution 
of only the exclusive Negro movie 
theatres. Each circle represents 
one or more Negro movie theatres. 


Distribution of Exclusively 
Theatres Coincides with Distribution of Negro Population 
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Negro population in Midwest 
over 2,100,000 


ed 


over 10, 
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Over 10,200,000 of the 15,000,000 
American Negroes are concentrat- 
ed in the South. 397 of the 568 ex- 
| clusively Negro patron theatres are 
_located in the South, in the heart 
‘of this dense Negro population. 
_These Southern Negro theatres 
/now display MPA film commer- 


for Successful Negro Films 


with 
ing 
Motion 
Com- 
iv of 
ucing 


Through intensive wo! 
Negro motion pictur eru 
films in the past 10 
Picture Advertising 
pany, Ine. has isola 
the factors of succes: 
Negro films. 


r 


the White market. 
(Details on ri 


Inc. 


New C ins, La. 


Producers of America's Finest Film Commercials for Showing on Television and Motion Picture Theatre 
ond Industrial, Educational and Training Films, 


M.P.A.’s trained staff pre-eval- 
uates story boards for advertisers 
in advance of production. 


MAIL THIS CO 


§] Negro population in South Pies 


Southern Marketing 
Expert Releases 
Study of the Rise 
and Fall of 

Sales Leadership. 


Negro pepulation in 
North ond East over 
2,000,000 


200,000 


Negro Patron Movie 


cials to audiences of over 2,000,- 
000 Negroes per week. Advertisers 
can localize their coverage by 
using only the Negro movie thea- 
tres they need for national, sec- 
tional, or local campaigns. 


Don’t Make This 
Error in the South 


An Eastern firm launched an ex- 
cellent advertising and merchan- 
dising program for its product in a 
Southern city. The program fea- 
tured a very large community par- 
ticipation. Complications arose 
because the Negro community and 
the White community could not 
participate together. Eastern man- 
agement decided to side-step Negro 
participation and failed to launch 
a parallel all-Negro participation 
program of equal size and with 
equal prizes. 

The results were disastrous. The 
advertised product suffered a loss 
in total sales because of its sub- 
stantial loss of sales in the Negro 
community. 


For further details on reaching the Negre 
market through motion picture advertising 
in the exclusively all-Negro theatres, fill 
| owt the coupon below and mail today. 
There's no obligotion. 


UPON TODAY! 


1032 Carondelet St. 


| ee ee 


Motion Picture Advertising Service Co., inc. 


Department AA10, New Orleans, La. 


Please send me more information on reaching the Negro market through 
motion picture advertising in exclusively Negro patron theatres. 
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total circulation? «Of 


newsstand sale? 3 
circulation guarantee 7 8 
bonus circulation? 7 
display advertising volume 7 4 


total advertising revenue? 7) 
editorial volume 7 ki 
total pages published? 
cost per thousand b & w page? f 3. 


cost per thousand 4 color page? 4 


no matter | 
UTDOOR LIFE | 


EOURTH AVENUE, NEW YORK 10, NEW YORK 


Outdoor life | 
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Y&R’s Moran Outlines History of 
Radio Selling for Premium Admen 


NEw York, Sept. 29—Radio and 
TV commercials rate a loud cheer 
for their growth and effectiveness 
when compared with publication 
copy, according to Joseph A. Mor- 
an, v.p. handling those media for 
Young & Rubicam. 

Mr. Moran, who reviewed the 
history of broadcast commercials, 
told the Premium Advertising 
Assn. conference last week that 
too many people forget “that the 
three minutes of sales messages 
in a half hour show is the reason 
for putting a program on the air. | 

“Agency planners, sometimes, 
when they budget the talent for a 
radio or TV show for $10,000 or | 
$50,000, allow only a handful of | 
dollars for the commercials. 


s “Or production men, occasional- | 
ly, when the show’s too long at 
rehearsal and they don’t want to 
lose a ‘wonderful’ gag, turn to the | 
poor commercial writer and say, 
if it’s a live one, ‘Try and squeeze | 
15 seconds out of the commercial, 
huh?’” 

Eighteen or 19 years ago, Mr. 
Moran continued, radio commer-_ 
cials aped the complete stories | 
told in magazine ads. 

“It was at this point that Young | 
& Rubicam said: ‘You can’t make 
showmen out of advertising men, | 
we've tried it. So let’s see if we 
can make advertising men out of 
showmen. Let’s get people who 
know about the spoken word, peo- 
ple who've been in the theater and 
in pictures, who’ve written and 
acted, and teach them advertising. 


| 


s “And they did. Thus forming the 
first group of people whose job it 
was to write radio advertising ex- 
clusively—the first radio commer- 
cial department in the history of 
advertising. 

“The kind of commercials we 
were writing in those days went 
like this—and this is the complete, 
actual, as-broadcast sales story on 
the ‘Colgate House Party,’ starring 
Joe Cook: 

*“*Announcer—She is not fair to 
outward view as many maidens be. 
Her loveliness I knew not until 
she smiled at me. 

“Don’t you feel the same way— 
that a warm, brilliant smile can 
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with a 
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Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 | 
variations in size and shapes of letters may 
be produced from one templet, 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 147 
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make even a plain person attrac- 
tive? Then you can understand 
why I urge people so earnestly to 
be careful of the kind of tooth- 
paste they use—because their 
smiles can be no brighter than 
their teeth. If any of you ladies 
and gentlemen have _ discolored 
teeth, don’t give up hope of having 


an attractive smile. Because dis- | 


colored teeth are simply stained 
teeth—stained by things you eat 
and drink and smoke. 


s “‘And these stains can be re- 
moved—but only by a dentifrice 
with two cleansing actions. Most 
toothpastes have only one. That’s 
why your teeth may still be dis- 
colored, even though you brush 
them regularly. But Colgate’s den- 


tal cream, on the other hand, has | 
the two cleansing actions a denti-— 


frice must have to rid your teeth 
of all discolorations—a penetrat- 
ing foam that washes away most 
of the stains... .and a gentle polish- 
ing action which removes all the 
rest of the stains, and, in addition, 
polishes your teeth to a brilliant, 
sparkling luster. If you prefer 
powder, Colgate’s dental powder 
gives the same amazing results. 
“So if you want a brighter 
smile—you want brighter teeth. 
And you'll get brighter teeth if 
you get Colgate’s! Try it! Remem- 
| bering this . . . we back up every 
claim we’ve ever made for Col- 
gate’s with the most startling 
| guarantee ever offered by a tooth- 
_paste manufacturer. Use just one 
‘tube of Colgate’s dental cream, 
then look in your mirror. If it 
|doesn’t reflect a smile made 
brighter and teeth made whiter by 
|Colgate’s than any other tooth- 
paste you ever used, just send the 
empty tube to Colgate’s, Jersey 
City, New Jersey, and we'll send 
/you twice what you paid for the 
toothpaste—plus the postage. Col- 
gate’s dental powder is sold with 


Joseph A. Moran 


the same double-your-money-back 
guarantee. 

“*Remember—you’re the judge. 
Remember, too, that both the pow- 
der and the toothpaste cost only 
20¢ for the large size, or 35¢ for 
the giant size holding more than 
twice as much. And that makes 
Colgate’s the most economical 
beauty treatment in the world.’” 

Mr. Moran’ explained that 


Advertising Age, October 5, 1953 
- 
George Gallup, who had just 
joined Y&R, soon proved there 
were too many ideas in this copy. 

“The next week we still had 
three commercials. But each com- 
mercial covered only one specific 
point about the product,” he said. 

Mr. Gallup’s tests then showed 
these commercials resulted in “al- 
most three times the number of 
people who knew what we were 
talking about. Simplicity. Some- 
thing we are prone to get away 
from so easily—so gradually—so 
unconsciously—so_ detrimentaily.” 


® Further research, said Mr. Mor- 
an, verified “what we’d alwavs 
felt—that the star or featured 
members of the program could 
make the commercial more effec- 
tive and more palatable—if ad- 
roitly used—and used in character. 
Ed Wynn and Jack Benny made 
the first firm steps in that direc- 
tion as early as 1932. 

“Still further findings indicated 
that the phrase, ‘And now a mes- 
sage from our sponsor,’ was an in- 
vitation to make another drink or 
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to tell whoever was listening to 
the radio with you about the funny 
thing that happened to you on your 
way to the office, that commercials 
should be in the mood of the s!iow 
—that they should blend into and 
out of the entertainment, when 
possible, when natural, when in 
good taste, and that the successful 
show elements can be successful 
commercial elements.” 


s Mr. Moran said that about the 
same time “we began reading our 
commercials to clients instead of 
presenting them as we did copy” 
and to have “our commercial writ- 
ers attend client meetings and 
dress rehearsals.” 

These writers had authority to 
make on-the-spot changes neces- 
sary to make the commercial !nore 
a part of the show, or to change 
the position of the sales message 
in the show. 

“Grave mistakes can be avoided 
in this way,” he said. “I remember 
one Sunday night some years ago 
listening to Charles Boyer in a love 
story. It was sponsored by a cos- 


metic firm. As the first half of the 
broadcast reached its romantic cli- 
max, Boyer and the girl were on 
mike, alone. He was making love 
to her. But she wasn’t having any. 
However, gradually she began to 
give in. As Boyer breathed down 
her bodice, she ended the act with 
a weakening ‘No, no, no. And 
without any applause, or musical 
curtain, or anything, the announc- 
er suddenly boomed in with, ‘What 
is it every woman wants to lose?— 
Her heart,’ he said, after a slight 
pause. ‘But it was too late—the 
boat had sailed’.” 


# Mr. Moran advised that if an 
“intelligent, effective, pleasing 
sales job” could be done in two 
minutes, ‘do it in two minutes and 
get off. If it takes the full three 
minutes—that’s o.k., too. But let’s 
be guided by our judgment, our 
ability, our salesmanship and our 
hearts—not by our stop watches. 
For it’s not how much, or how lit- 
tle you say, but how you say what 
you say that counts.” 


Sponsor identification in tele- 


vision, Mr. Moran Said, is about 
doubie that of radio, “even when a 
show has been on radio for seven 
years—and the same show on tele- 
vision only seven weeks. The same 
thing holds true for penetration 
of sales points. The average is 
double for television.” 

As for live or filmed commer- 
cials, he said the selection should 
be determined by the product, all 
other things being equal. He also 
urged avoidance of “too devicey” 
commercials. 


Appoints Robert M. Thomas 
Robert M. Thomas, director of 
community relations for Adamson, 
Buchman & Associates, Salt Lake 
City agency, has been named pub- 


lic relations director of the Com- | 


munity Chest. 


Nathan Leaves Ronson 


Alfred R. Nathan has announced 
his resignation as v.p. in charge of 
advertising and sales promotion for 
Ronson Art Metal Works, Newark. 
His future plans have not been an- 
nounced. 


Plain Unveils New 
Electric Brain to 
Tally Mail Orders 


Cuicaco, Sept. 29—An electronic 
computing machine designed to 
provide instantaneous information 


on mail order house inventory and 
sales was unveiled here last week | 


by John Plain & Co. 


The computer, dubbed the “Dis- 
tributon” by the wholesale mail 


order house, was designed and 
built by Remington Rand’s Engi- 


neering Research Associates divi- 


sion. It is intended to solve the 
common mail order problem of re- 
ordering stock at the proper time. 

Key to the computer is a mag- 


-netized drum upon which orders 
,are tallied. Each order 
|matically registered and added to 


is auto- 


the total sales of that particular 
item. 


® To count incoming orders, pre- 
viously it required 60 clerks to 
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|tally orders in 80 stock books con- 
‘taining 8,000 catalog numbers, add 
the figures in each book and re- 
move old totals, said Harold Lach- 
-man, chairman of the Plain board. 
Reports, however, were from a 
week to 10 days old and frequently 
| were inaccurate. 

Ten operators now can do the 
work of 150 tally clerks with much 
greater accuracy, Mr. Lachman 
said. Company buyers also will 
know immediately when inventory 
is low. 

Incoming orders are fed to the 
Distributon from one of 10 key- 
boards. The order is added to pre- 
vious sales recorded on the mag- 
netic drum and the total flashed 
back to the operator. Lists of all 
sales of each catalog item also can 
be printed by the machine at the 
rate of 75 lines a minute. 
Development cost of the Dis- 
tributon was set at about $500,000 
by Remington Rand engineers. 
Once in production, the computer 
is expected to sell for about $200,- 
000. 


Insurance Firm Expands Ads 
Massachusetts Mutual Life In- 
surance Co. is expanding its 1953- 
54 ad schedule to include full 
pages in Newsweek, The Saturday 
Evening Post and Time. The revi- 
sion gives the company a page ad 
in a magazine every other week of 
the year. J. Walter Thompson Co. 
handles the account. 


Carpenter Joins PR Dept. 

Ray Carpenter, formerly a part- 
ner of Routt & Carpenter, public 
relations consultant, has joined the 
public relations and advertising 
department of Insurance Co. of 
Texas Group, Dallas. 


Clark to McCann-Erickson 


Tom Clark, formerly executive 
on the Safeway Stores account for 
Foote, Cone & Belding in San 
Francisco, has joined McCann- 
Erickson, San Francisco. 


3-D 
PLASTIC & PORCELAIN 
NEON DEALER SIGNS 


make national advertising 
5 times as effective. (Proved 
by audited research.) 


ARTKRAFT* PORCEL-M-BOS'D AND 
PLASTIC STORE FRONT SIGNS 
(Neonized or non-illuminated) 


Artkraft* will design for quan- 
tity buyers, without obligation, 
a distinctively beautiful and ef- 
fective sign in any size, shape 
or color to reproduce faithfully 
any emblem, letter styling, or 
trademark. 
Send today for new free 
brochure. . 


Yi 
LY d ‘ ¢ f- a * 
SIGN COMPANY 


Division of Aceet Manufacturing 


orp 
1133 E. Kibby St. Lima, Ohio 


Please send, without obligation, new 
brochure on Artkraft* Signs. 
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Become Known 


— SOE toed malian foe pata re, as You Want fo 
emia in America’s hospitals. Postwar. construc- : 


850,000 hospital beds to be met in the next — 
reach, easy to sell hospital market buys- 
3,500 operational and maintenance items 
_ in big business volume. Construction, cur- ' 
rently $750 million annually, “means a 
_ tremendous hospital market for : quality — 


in Ads: Divver 


Boston, Sept. 29—‘Advertising 
is no uncharted sea to top execu- 
tives,” Margaret Divver, advertis- 
ing manager of John Hancock Mu- 
tual Life Insurance Co., and the 
AFA’s “Advertising Woman of the 
Year,” told the Boston Advertising | 
Club at its opening fall meeting | 
last week. 

“T have no hesitancy in assert- 
ing that wherever you find adver- | 


tising that has made a solid con- | 


tising because advertising is every- 
body’s business. It is as much the 
concern of the people who pay 
the bills for it and the buyers who 
are influenced by it, as it is of 
those of us who are engaged in its 
practice. 


® “Business men use advertising 
and its sister techniques, publicity 
and public relations, because they 
care about the good opinion of all 
the public and because’ they 
know even the reaction of non- 


|/purchasers reflects on those who 
| buy. 


“If even such modest campaigns, 
expense-wise, as are sponsored by 


life insurance companies are con- 
/sidered worth the attention of top 


management, certainly such tre- 


/mendous sums as the $38,000,000 
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ought to go to the hospital now. Let us 


go tt No obligation, of course 


tribution to a company’s success |SPent by Procter .& Gamble in 
you will find a man at the top who | !952;_ the $20,000,000 chalked up 
believes in advertising—even PY General Motors; the $14,000,- 
though his technical knowledge of 999 by General Mills; Gillette's 
the subject may be non-existent, ©XPenditure of $10,000,000; and 
or at best scanty,” Miss Divver |Campbell Soup’s nearly $9,000,000 


said. 
“Everybody is a critic of adver- 


HocPrT| 


how do you 


slice your pte 


uv 


The consensus of General Advertisers is that 

at least forty percent of the linage to be placed in 
Cincinnati dailies (there are three) must go to the 
Times-Star. We know, because that was the percentage 
for 1952. 


Cincinnati? 


Nor is it a coincidence that Department Stores and 
General Advertisers see eye to eye. The Department 
Store figure in 1952 was forty-two percent. 


These percentages are piled up by many, many 
advertisers who have found that the best way to sell 
Cincinnati is through the Times-Star, and they’ ve 
been going at the job in this sensible manner 

for forty-five consecutive years. 


National Representatives: O'Mara & Ormsbee, Inc., New 
York, Chicago, Detroit, Los Angeles, San Francisco. 
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|are not idly flung into the waiting 
‘hands of advertising media, 
| whether they be magazines, bill- 
_ boards, radio and TV or newspa- 


| pers. 
' “Men who know how to make a 
business prosper have’ always 


known how to put their best foot 
forward, and such men have never 
looked upon advertising as an un- 
predictable, temperamental child 
that one suffers around the house 
because of some sort of premoni- 
tion that he may turn out to be a 
| genius,” she said. 

s “The stake of the consumer in 
|advertising is apparent on every 
/hand. In a sense, we are a nation 
| of tourists. Few of us go through 
‘life without finding ourselves 
strangers amid strange surround- 
‘ings. In those faraway places we 
need toothpaste, aspirin and break- 
fast food as much as we did at 
/home. When we go out in search 
| of them, we look around for famil- 
‘iar names, names which have be- 
come household words through na- 
tional advertising.” 

Miss Divver pointed out: ‘“No- 
body in the advertising business 
can possibly be unaware that we 
are operating in a competitive 
economy, since there is probably 
no institution in the world, not 
excluding the Atlantic City Miss 
America contest, which is more 
| highly competitive. The people we 
‘serve know that fact of life, too, 
‘and through widespread advertis- 


|ing they see to it that they are in 
‘line for their portion of the con- 


sumer dollar when it strays from 
the home site, as well as when it 
is spent at the local supermarket. 

“Advertising in the last analysis 
‘is simply making yourself known 
in the terms you want to be 
known. 

“It is, first, setting the stage for 
an appearance and, second, living 
up to the expectation of the au- 
dience when the curtain is raised.” 

Miss Divver was presented a sil- 
ver bowl! and a gold hat by the 
advertising club. 


Sets ‘Life’ Fashion Spread 


R&M Kaufmann Co., Aurora, IIl., 
dress manufacturer, in the Jan. 4 
issue of Life will run what is said 
to be the first full-color double 
page fashion ad ever scheduled in 
the magazine. The advertisement 
will present the Vicky Vaughn and 
the Toni Todd lines of dresses, 
around which Kaufmann’s annual 
“June in January Jubilee” pro- 
motion for 5,000 retailers is built. 
Kuttner & Kuttner, Chicago, is the 
agency. 


Five Join Brand Names 


Four manufacturing companies 
and a newspaper have been elec- 
ted to membership in Brand 
Names Foundation. The new mem- 
bers are Capezio Inc., New York; 
St. Louis Globe-Democrat; Bar- 
reled Sunlight Paint Co., Provi- 
| dence; Devoe & Raynolds Co., New 
York, and Rosenau Bros., New 
York. 


| 
| 
' 
{ 
} 


ee aan ie tae eS Ne oho Sma eae SS er Fa a a i ne cee Ronee Re, foo) big aeons Vanni. ct ee amg eee La ty itn Sia ee ee ee i a ea ee eer ah Ae ae 
ans eA Loko ehnsgie sate Rah en Seen ei ere emg a ST a Raat s a By Teepe Fh Reg cg ieee a eee MRM a Se ee en FR Ge Nn pee a ene oF (ae ee Ree, ot ease woes Rae et Baa 5 OE Te 21 1S ahem riser escent eS FT Nah eg A sok Cea 
* Pasay, Vip haa Se St ee bn i He bo NCA SRD Chins > ee Fas me ge beso See re rt ON Cla ee Ay oe ee fee ar Bary ie i ams oe, Ne Escln ee ae aie cata pee ones OMe pa a HON Co ae ied Re te ee ateh CP REC 8 15 TS era, ee oe x 
a cee 4 ei 3 ES a8 Pinas a ae as Mies iat bot, ame Sa ee Baers ae So cas eos ais secre a BEGNS. So OTT etal Pec tea a Speier eo cirie ck. ee eae ae Spe gu a, ROR Seem aa a Bahl Se ae sta ie eee Ear 
ee at ee es tae ere eR. ae ae Mia ies RR Sie dent Wet aR ak Sane ae Tippy Gas See epee Mase: ee & eras Cig he pete oo eet oie se : Ore ae ey a oe 5 a ‘ e hier PCS Sean ek nail 
es ee S Aa : 2 he el Rea Soar te 3 tS $ a qe ee ‘ aa % bans : cee eae : coats oe 1 igh get ce eona ke Mey e yc x _ ee po oy Wey Se oa eee se VSS Peake. ets Sk ea 
is oe tk ea: Say: ma Seria Mae aa ee eet ee ped eee é bs Pe oe ate hte Ee eas ah oe alice © avy ns ieee oe Fo Dy Pee ee ae a Tew ‘ 2 Bet Pee ra ee Sg ai eke co) os eee eee S.C aR a ae a 
wan : eiieest Aen ore Sei dee NEESER ay? ik "Oy een iets 2 ee yeeyeg eer ape ose ty rs Sik aap ap eerete Phe Micky meer a ee eS R Oa ROME | Gesg ek aa ea ole aes a Mepis 2 oaks 
besten se S : i Pi \ : as 7st, es he 4 , : 7 0 - % z . ‘ ; 
eee ki \ . — " ? . J . 
aan ; , 2 . 
er. is. Me TPS Be a as , : 
{ 
: fk ; | 
: “Ed oe ! S { 
‘ ‘ eos ts oP Per se 
eb Ee 
fe " ees a } { 
: j 
{ {4 
| 
i J 
tion. of $3.8 billion still leaves a deficit of — Be 
A. 2 . = oe ' 
| | | ee 
~ 
t 
' 
4 
t } 
: ; ; 
: - % 
{ 
Po 
on Fs aa F ve =e 
eee mee ee ea oe ges ae ee ee 5 SN a ea aie 
oe dare ch oes 5 
cae we ee 0) Md , 
See) ark Ket vi / 
se Lith Peete noe j 
ores Renee 
ror. el ob eae 
Sl jas he ee 
ee ee Be 
re 4 sect twie rae Mine aA | 
ries Bots Ona cok ay ee 
cess Saget Bee to cyl ad 
bk 919 N. MICHIGAN AVE. 
ee CHICAGO tI, ILLINOIS 
ates & i 
Pes : 
pane 
[er 
Rate 
ree - 
ee, 
a ‘ Pi 
ae e 
a ae 
oo 
es 
rs 
‘a 
4g 
sales 
ae | 
ee 
soe 
¥ es 
eae Po 
ng & 
whee 
ae 
eS 7 
oy Syria aie 
ings ig) hig 
oy, ae Bh HNN, 
Care Pe woes: 
ea : sok 
ig ; a, Mie oes * 
ae a 4 ae ig tie 
En c ae 
ts cs ee 
ee Sees es 
bps = a 
ates ee 
J f P i ” . nf 9 
a Pee . an Wi jn ‘ 
<a ,. a ae EE ae 
aacop | te iy * © Pi - be z BF 
Sssige ‘ ld mee ; Q  _e.- , in OO lly 
Sak 2a C a ' teh te ’ 
oF ake 4 7 ™ iF tH soe : ng Bd ” a i mee 
t Be re Be tr ee het, | % 
Sloe gat iy cece te , a Bing P ‘ 
3 ol . Sie he aa ' a . a a i , 
pay —_ ' . = te Mie Me : it ae ee. Bee 4 y 
eee rs : ee Mi nsre Ses x 4 < i & . 
4 Teel “ dy coke x Bs ei ’ 
ee” ? ‘ : . Be Ke 5 ‘ es om 
erie ‘ae \ , a. " 
wee sc , / , & 
Senk £9) c* " atl EY i bs 
Say. ; f . ' ‘ 
<a a : j ra 3 “ . ail ; 
igen ¥ s * : 24 OO ay a 
Biagee, 2 & A , fe 
| : P *, — id ’ 
‘ ‘ : ’ * , , ie 
’ : cage ee ; - ee 
’ PA we 43; ’ ny 
ee , 4 ™~ % 4 "= a . 
< r ES _—- 
% # " ’ _— ‘he 7 
all Hine a as — 
si ¥ 
as GP s ey ee. 
; —" gon A 
ie ‘ ~ ‘ tr ie | 
uf ‘ : : : ’ 
de: ” 7 * = > me Ease a 
“ ae oe : _ 
re 
= 
2 un incinnati...tits the 
i 
amen 
$ o ao * ¢ 
x ; eee : }. Ste a : ; 2a a Dee ae ee ape aD hee é a 5a be be ick fs 3 & foe rire A : ane , Sings oe “ ee teeae fae See ; Pee GN Be Rk +. ee % 
: i 5 ¥ a ae 3 a i ‘ Res ; 5 2 , se Ber ney ’ a Bm 
Ha eo igs — : ; . ‘es g x y - r & - eh. ¥ P 2 
lt Me ibs Avr ake : e x Baas Se ne a i = rae “ ke | ace fas ar > 
ae Fi ie get aye igo, é ee : eee See i Be es as Pig Rae Stuy E es a Soa ieee” ! eee Oe a ee a Peele a 


~usortvd 


n>» ti)esn BR Oothwm i 
a 


- 


~~ ae FOS 


s\s \# 


out of every 


wi weer EeO06™S lo 


in the top three markets 


with this 


And, First 3 Markets Group’s total 
“Sunday Punch” Circulation of 6,500,000 
delivers 46%. average Family Coverage in 
294 key Industrial NORTH and EAST 
counties. These key counties account for 
31% of total U.S. Retail Sales, 28° of 
Drug Sales, 33°. of Food Sales, 33° of 
Furniture, Furnishings & Appliance Sales 
and 40°% of Apparel Sales. 

Increase your sales with this 1 great buy: 


New York 17,N.Y.. 
Chicago 11, Ill., Trib 
San Francisco 4, Ca 
Los Angeles 17, Cali; 
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New York Sunday News 


Colorote Magasine 


Chicago Sunday Tribune 
Magasine 


Philadelphia Sunday Inquirer 
“Today” Magasine 


ling, 220 East 42nd Street, VAnderbilt 6-4894 


Monigomery Street, GArfield 1-7946 
iVilshire Boulevard, MIchigan 0259 
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BANKING EXECUTIVES MAKE A GOOD JURY... 

to judge “usefulness” and ‘confidence.’ They’re active in all kinds of business 
and community affairs, and have to know what their important customers are 
thinking and doing (and reading). Here’s how they voted on the six major news 
and management magazines, in a poll of the executive officers of the 

300 largest commercial banks in the U.S. as listed in Polk's Bank Directory: 


“U.S.News & World Report” ranks first in “most confidence” — 
with 43% more votes than any other magazine. 


“U.S.News & World Report” ranks first in “most useful” — 
with twice as many votes as any other magazine. 


Similar surveys (with similar results) have been made among the following 


leaders of American thinking and decision: “‘Who’s Who in Commerce and Industry,” 


“Poor's Register of Directors & Executives,’ ‘Who's Who in America,” 

Officers of all U.S. Life Insurance Companies, heads of all U.S. Class I Railroads, 
Directory of Official Washington, heads of biggest advertising agencies and 
advertisers, editors of all major daily newspapers. 
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Ms News Magazine 


YY ABB NY OTHER NEWS OR MANAGEMENT MAGAZINE 


SUCCESSFUL BUSINESSMEN 
ELECT THEIR FAVORITE MAGAZINE 


Q.-—/n which magazine do you place the most confidence ? 


Q.— Which magazine do you find most useful in your work? 


Study after study among the successful people in all kinds 

and all phases of business show that of the six news and management 
magazines, “U.S.NEWS & WORLD REPORT” consistently receives, by an 
impressively wide margin, the most votes as the magazine “most useful” 


to them, the magazine in which they have the “most confidence.” 


Your advertising in “U.S.NEWS & WORLD REPORT” gets the important 
attention of important people — people who have the responsibilities 

and income that give them a constant stake in the essential news. 

They comprise the 625,000 Very Important Purchasers of the nation — 

the market of approval for whatever you have to say or sell. 

Your advertising gets their thoughtful attention at home, where 80% of our 
subscriptions are mailed (and where family incomes average $14,503 — 


highest of all the news magazines). 


For the research reports on how these important 

groups read and rate the six major news and management 
magazines, call or write our advertising office 

at 30 Rockefeller Plaza, New York 20, N.Y. 

Other offices in Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, San Francisco, 

and Washington. 
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Another “Largest in the World” 
_ That HELPS Make — 
PEORIArea a Major Market! © 


Keystone is the LARGEST Independ- 
ent Steel & Wire Mill in the Entire 
World. Four Open Hearth Furnaces. 
Annual Capacity — 425,000 Tons. 


ots 


a Cascseeed 
60,000 


se io Effective! 
98% ectively Covered ONLY by 


* 


RRO ae 
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COINCIDENCE—When Family Weekly brought out its first issue Sept. 13, its cover 

strangely resembled the cover on This Week Magazine of the same week. Both are 

Sunday newspaper magazines, but with unduplicated coverage. The covers illus- 
trated unrelated feature articles in the magazines. 


ase” THE PEORIA JOURNAL STAR 


REPRESENTED BY 
WARD-GRIFFITH CC., INC. 


Brown Joins Brooke, Smith 


‘has joined the Detroit staff 


William A. Brown, formerly art 
| director of Packard Motor Car Co., 
of 
Brooke, Smith, French & Dorrance, 


Newspaper Linage 
Is Up 5.6% for ‘53 


New York, Sept. 30—Advertis- 


“SURROUND” YOUR CLIENT'S PROSPECT... 


PLUMBING and HEATING BUSINESS WILL HELP YOU DO IT! 


THESE “EXTRA” MARKETING 
SERVICES OF INDUSTRY'S FULL 
SERVICE, LARGEST CIRCULATION 
TRADE PAPER (27,278 every 
month) GIVE YOUR CLIENT'S 
ADVERTISING CAMPAIGN EXTRA 
MILEAGE! 


INVESTIGATE . . 


Change of pace often helps make a sale. That's why many agencies 
like to supplement their client's trade paper campaign with PHB 
extras listed below. They accomplish what space alone cannot... 
fill in the gaps in campaigns . . . follow through on interest created 
by your client’s space . . . and actually aid in closing the sale. 


1. A direct mail service, using the only selective lists in the industry. 


2. 25 unique methods of merchandising your client's space to selected 
trade groups. 


3. Market data and research facilities available nowhere else. 
4. NAPC assistance in your client's sales problems. 
5. Authentic inquiry service on your client's new products. 


Remember, too, in this highest quality circulation there are 23,218 
top-rated plumbing and heating contractors. 


. ASK FOR FURTHER EVIDENCE OF PHB'S ABILITY TO HELP YOU! 


p PLUMBING AND HEATING BUSINESS He 


GRAND CENTRAL TERMINAL BUILDING new YORK ee N. Y. 
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ing in newspapers is still running 
ahead of last year, according to 
Media Records. 

Total advertising linage for the 
first eight months is 5.6% above 
the same period in 1952—89,886,- 
687 lines above last year’s 1,591,- 
209,604. 

The month of August alone was 
6.5% better than the same month 


last year—198,647,497 lines as 
against 186,554,608 lines. Biggest 
gainer in August was the automo- 
tive classification, which went up 
46.7% from 7,781,102 lines to 11,- 
417,233 lines. 

Automotive also has the best 
year-to-date record with a total 
of 91,295,387 lines. This is a gain 
of 30.3% over 70,692.331 lines the 
preceding year. 


12-Page Section in ‘Fortune’ 
Tells ‘The Colorado Story’ 


Colorado’s Department of De- 
velopment and 11 business con- 
cerns are sponsoring a 12'4-page 
advertising section in the October 
Fortune. The section combines edi- 
torial style copy and a series of 


ads to tell ‘“‘The Colorado Story.” 


| Cooperating in the project are 


the Colorado Bankers’ Assn., Colo- 
rado Fuel & Iron Corp., Colorado 
Springs Chamber of Commerce, 
Denver Chamber of Commerce, 
Denver Post, Denver & Rio Grande 
Western Railroad, Ideal Cement 
Co., Precon Co., Public Service 
Co. of Colorado, United Air Lines 
and Van Schaack & Co. 


Greenthal Gets Cinerama 


Effective Oct. 1, Monroe Green- 
thal Co., New York, will handle 
advertising for Cinerama Produc- 

tions Corp., New York. Included 

in the operation will be the pres- 

entation of Cinerama in 20 Amer- 
jican cities before the first of the 
year and a trade paper campaign 
= connection with Cinerama’s an- 
niversary. Greenthal also will take 
over adv ertising for Cinerama’s 
‘play dates in New York, Chicago, 
Detroit and Los Angeles. 


Foundation Names Three 


| Philip L. Graham, publisher of 
ithe Washington Post; Paul C. 
|Smith, v.p. of Crowell-Collier 
Publishing Co., New York, and 
|Bruce Gould, editor of Ladies’ 
Home Journal, Philadelphia, have 
been elected to the board of trus- 
tees of the American Heritage 
Foundation. 


Hurley to Bart Productions 


Lu Hurley, formerly an account 
executive for Vernor Advertising 
Agency, San Francisco, has joined 
Bart Productions, San Francisco 
radio-TV program packager. He 
will produce several daily and 
weekly program series. 


Holme Named Rippey A. E. 


James S. Holme, formerly public 
relations officer of U. S. National 
Bank of Denver, has been named 
an account executive of Arthur G. 
Rippey & Co., Denver agency. 
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Restaurants Going 
After Home Meals 


Business in N. Y. 


NEw York, Sept. 30—TV, babies 
and home-owning are anathema 
to the restaurant business. 

Restaurants that do a sell-out 
volume at noon time are often 
nearly deserted in the evening, be- 
cause potential customers (1) are 
home watching television, (2) at 
home taking care of the kids— 
there are 20% more children 
under ten than in 1947, (3) at 
home because of home-owning re- 
sponsibilities, (4) at home bewail- 
ing the high cost of eating out be- 
cause of baby-sitting fees. 

So the trend in the business to- 
day is to promote the take-home | 
service. The word is that this de- 
vice can boost volume 10% to 30%. 
Take-home is said to be expand- 
ing rapidly among the 50,000 mem- | 
bers of the National Restaurant. 
Assn., which at its convention this 
year featured this trend to greater 
profits without the addition of ex- 
tra facilities, equipment or per- 
sonnel. 


# One restaurant here, the Lob- 
ster, reports that “our only costs 
have been to get a supply of dis- 
posable paper containers, properly 
selected for the job they are to do, 
and increase our promotion ac- 
tivities.” Take-home, the Lobster 
is convinced, will work success- 
fully if it is properly merchan- 
dised. 

In addition to the correct dis- 
posable paper container, planning 
includes the selection of the take- 
home menu and the type of pro-. 
motion the service should get. A 
few key items may be selected 
from the regular menu and tested. 

The Lobster’s owners experi- 
mented with various dishes in their 
own homes, and in the homes of 
friends, for a month or more. Then 
the restaurant expanded its reg- 
ular ad schedule in New York 
newspapers and area magazines, 
playing up take-home virtues. 
Like: ‘“‘No more tedious food prep- 
aration,” “no after-dinner clean 
up,” “fine foods exactly as served 
here.” 

In addition, the restaurant uses 
direct mail, distributes folders to 
patrons at the cashier’s counter, 
and places table tents which tell 
of the take-home services. 


| Jon Basic ; 


87 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 


Refer. Firat to the 
1954 MARKET DATA & 


_ DIRECTORY NUMBER 
_ Industrial Marketing 


_ 200 E. ILLINOIS ST.* CHICAGO 11, ILL 


Two Appoint Smith & Ganz 


Tom Ashbrook Inc., Compton, 
Cal., Dodge-Plymouth dealer, and 
the Kay Jewelry stores in South- 
ern California have appointed 
Smith & Ganz, Hollywood, to han- 
dle their radio and television ad- 
vertising. 


Arn to Citrus Commission 


Frank D. Arn, formerly general 
advertising manager of Kroger 
Co., Cincinnati, has been = ap- 
pointed director of merchandising 
of the Florida Citrus Commission. 


C. Arden Smith Leaves P&éG 


Cc. Arden Smith, copy manager 
for Procter & Gamble, Cincinnati, 
and a member of the company’s 
advertising department since 1941, 
has resigned his position effective 
Oct. 5. Future plans have not been 
announced. 


Levy to Harvey Publications 

Art Levy, formerly assistant to 
the publisher of Jayhawk Publica- 
tions, Wichita, has been named 
circulation representative for Har- 
vey Publications, New York. 


AT LOWEST PRICE 
IN TV HISTORY ! 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


OXFORD PAPER COMPANY, 230 Park Ave.. New ) ) 


\ ~— 


xford Papers 
dp Build Gales — 


OX FORD MIAMI PAPER COMPANY, IS bast Wacker Drive, Chicago 1, 1/1. 


Mills i, Maine, 


Helping men to look their best 


Male wardrobes today are larger and more varied than 
ever before. Clothing makers have styled their apparel 
for each of the seasons and each of the activities men 
pursue. And because seasonal merchandise can be 
brought most graphically to people’s attention through 
colorful booklets and folders, Oxford Papers have had 
a share in building greater sales for the clothing 
industry. 
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Hiram Walker Boosts Kress 


Elliott Kress, New Jersey dis- 
trict manager of Hiram Walker 
Inc., Detroit, has been promoted to 
merchandising manager of the 
company’s eastern division. Mr. 
Kress will supervise display and 
promotion on a!! Hiram Walker 


Not that we’re high hat, ::: 


. «. you can't become a subscriber to The Rotarian unless 
you're invited. And you have to measure up to some stiff 


; ; brands in Massachusetts, Rhode 
requirements. For instance ... you have to be a company Island, Connecticut, upstate New 
official, an owner or partner, or an upper bracket York, New Jersey, Delaware, 


Maryland and the District of Col- 
umbia. Jules Kanter succeeds Mr. 


executive. Advertisers in The Rotarian reach o hand- 
picked audience* of men 
who have what it takes to The 


iaaraas Wado eotarian 


35 € WACKER DOR., CHICAGO 1}, ttt 


ager. 


Keith to Hickey-Murphy 


| Quentin Keith has been named 
|director of Hickey-Murphy, crea- 
tive division of James Gray Inc.,| 
New York direct mail counselor. 
Mr. Keith was released from the) 
Army on Sept. 15. 


301,885 ABC net paid, June 30, 1953 


Kress as New Jersey district man- 


Boy Oh Boy! They’ 
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re Giving Away 


a Space Ship to Sell Ralston Cereal 


St. Louris, Sept. 29—Remember 
that space ship that Ralston Purina 
Co. had touring the country last 
year to promote its breakfast cer- 
eal and its ABC-TV Saturday 
morning “Space Patrol’’? 

Well, if you want it, hustle out 


‘to a store selling International 


Shoe Co.’s Weather Bird shoes and 
pick up a contest entry kit; then 
| buy three Ralston cereal boxes, 
each of which carries a “space | 
credit,” and if you can dream up a. 
| good name for a mysterious Planet. 
|X you may win the space ship. 


IN THE PETROLEUM PROCESSING INDUSTRIES 


Runners don’t score unless they’ve touched first, 
second, third and home... nor will your sales campaign score 
in the petroleum processing industries unless it goes all 
the way to all four divisions! 

No other magazine so effectively covers the interests of 
all four as Petroleum Processing, serving: 

1. Petroleum refining. 

2. Petrochemical manufacturing. 

3. Natural gasoline recovery. 

4. Lube oil blending and compounding. 

Since 1945, refining capacity alone is up from 
5 million to 8 million barrels a day; refining plant 
investments up from $565,000,000 last year 
to $750,000,000 this year. All four groups have 
expanded similarly, and Petroleum Processing 
right with them, as it serves a// of 
these industries. 


Tell your story to the entire petroleum 
processing industries groups. Tag a// the bases 
by advertising in Petroleum Processing. Ask for 
free copy of ‘‘What’s Ahead for Petroleum”’ 
—a forecast to 1967. 


Publication office: 
1213 West Third Street 
Cleveland 13, Ohio 


A McGraw-Hill Publication 


This may well be the prize of 
this or the next century. Accord- 
ing to Gardner Advertising Co., 
Ralston’s agency, the space ship 
has “dual controls, main propul- 
sion engines, space radar, astro- 
Navigation devices, a food cabinet 
full of Ralston cereals and built-in 
bunks and housekeeping equip- 
ment.”’ Along with all this goes the 
‘flat- bed trailer and White truck 
tractor used to haul the rocket ship 
‘between cities on its tour. 


s Of course, Ralston has in mind 
| the kiddy trade, so it is throwing 
in, for the lucky first prize winner, 
' $1,500 in cash—‘to placate the 
| winner’s thunderstruck parents’ — 
and one each of the other prizes 
offered in the contests. 

Other prizes offered are Schwinn 
| Varsity bicycles, space helmets and 

“auto-sonic” rifles. In all, there 
| will be 1,751 prize winners. 

Once the eager contestant has 
extracted three more “space cred- 
'its” or plastic tokens from the en- 
try kit and combined them with 
the three from Ralston cereal box- 
es, he fills in the entry form with 

the name for Planet X. Then he 
_takes it back to the shoe dealer 
| to have it validated. Then he sends 
it in and sits back and waits, until 
| Dec. 7, to see if he is the lucky one. 
| Just to make sure the young ones 
aren’t too idle, the entry kit also 
includes an official space patrol 
‘interplanetary coin album, with 
| spaces for 18 of the 36 different 
/series and denominations of coins 
_Ralston will be packing in its cer- 
eal boxes long after the contest 
closes. 

In case you haven't been follow- 
ing “Space Patrol,’”’ the mysterious 
Planet X is the one that has been 
giving Commander Correy so much 
trouble lately. 


Joins ‘Western Building’ 

L. C. McDowell, for the past 
three years associated with the ad- 
vertising department of Pacific 
Builder & Engineer, Seattle, has 
been appointed advertising mana- 
ger of Western Building, Portland, 
Ore. 


‘Cue’ Promotes Ross 

Herbert Ross, eastern advertis- 
ing manager, has been promoted to 
advertising manager of Cue. 


IMustrates firm 
name imprint 
» for year long 
remembrance 


No obligation . . . it’s 

free . . . a beautiful, 
always useful, GITS 
Sliding Blade Knife to 
acquaint you with GITS 
“Business Getters.” Unique, 
appropriate gift items for 
your customers this Christmas. 


*Free to business firms —attach letterhead 
GITS MOLDING CORPORATION 
4600 W. Huron St., Chicago 44, Ill. 


| 

| 
Send me free GITS KNIFE and name of Adver- | 
tising Jobber to show GITS “Business Getters.” | 
| 

| 

| 

| 


Nome Title 
Company 
Address_ 
i ie 
City Zone State <i 1083 
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30 Nations Have 
Resale Price 


Maintenance 


NEw York, Sept. 29—Resale 
price maintenance is used in 30 
countries. 

This finding is presented in a 
special study covering several se- 
lected countries by the Interna- 
tional Chamber of Commerce, 
through its commission on distri- 
bution. It is reportedly the first 
intensive international study of 
resale price maintenance made. 


In defining resale price main-| 


tenance, the chamber’s_ report 
quotes the definition of John Ry- 
an, vice-chairman of Metal Box 
Co., London, England, one of the 
British members of the commis- 
sion. 

“Resale price maintenance,” Mr. 
Ryan says, ‘should be understood 
as the prescription of final prices 
which aims to insure that, what- 
ever the channels of distribution 
through which a particular article 
has been passed, it shall be sold 
to the retail customer at a price 
which has been fixed in advance 
by the producer.” 


® Retail prices established under 
resale price maintenance, the re- 
port points out, “‘may only be ap- 
plied to articles sold under a 
trademark giving the consumer a 
guarantee of quality that is stand- 
ard, uniform and different from 
that of similar articles, the manu- 
facturer considering that he has 
in a certain sense a ‘right of su- 
pervision,’ which may even go so 
far as the penalization of distribu- 
tors not respecting the price stipu- 
lated. Consequently, there is in 
all countries a close connection 
between branding and resale price 
maintenance.” 

The study stresses that a clear 
distinction should be drawn be- 
tween cartel prices, which are 
fixed horizontally among com- 
petitors, and resale price mainte- 
nance, as established by individual 
contract for the sale of a given 
article, which is fixed vertically. 


s Summarizing business attitudes 
on resale price maintenance found 
in the survey, the report says that 
“a substantial body of opinion 
among manufacturers and traders 
appears to be in favor of the prac- 
tice of price maintenance which, 


in their view, facilitates distribu- | 


tion, avoids sudden shifts in prices 
and prevents price cutting or a 
disastrous price war.” 

The report notes, however, that 
“it seems that manufacturers and 
small retailers in most countries 
are more attached to this prac- 
tice than the large commercial un- 
dertakings.” 

Among the countries reported 
on in the current survey are Ger- 
many, United Kingdom, Belgium, 
France, Italy, Switzerland, Hol- 
land, United States, Austria, Swe- 
den and Denmark. 


Group to Review Sales, Ads 
The Life Insurance Advertisers 

Assn. will hold a 20th anniversary 

meeting at the Hotel Statler, Bos- 


2 Name Willis Advertising 


Metropolitan Institute, Long 
/Beach, Cal., maker of pharmaceu- 
'tical products, has appointed Har- 
iry G. Willis & Associates, Glen- 
‘dale, Cal., to handle its consumer 
advertising program. Fabriform 
|Metal Products, Los Angeles cop- 
‘per furnace brazing specialist, 
‘also has named the Willis agency 
|to handle an advertising and pro- 
‘motion campaign. 
| Rosen Heads Philly Port PR 


A. S. Rosen, formerly associated 
with Adelphia Associates, Phila- 
— has been appointed pub- 

lic relations head of the Bureau of 
|Port Operations of the City of 
Philadelphia. 


McEndree Joins Embry 


, MacCormack McEndree, former- 
ly a member of the Chicago staff 
'of McCann-Erickson, has been ap- 
pointed media director of Tall 
Embry Advertising Agency, Mi- 
ami. 


GARROWAY AND FRIENDS—Dave Garroway (second from left) seems pretty well 
pleased with his new Friday night show on NBC-TV and its sponsors, the nation’s 
Pontiac dealers. Talking over the half-hour guest talent show are (from left) B. B. 
Kimball, ad manager, Pontiac Motor Division of General Motors Corp.; Mr. Garro- 
way; H. E. Crawford, Pontiac general sales manager, and W.A.P. John, chairman of 
MacManus, John & Adams, Bloomfield Hills, Mich., agency for Pontiac. 


Hannan Promoted to A. M. ment of Singer Sewing Machine 

Watson M. Hannan has been Co., New York. He has been as- 
promoted to advertising manager sistant advertising manager for the 
of the manufacturing trade depart- past two years. 


49 
_ABC Ends ‘Tide’ Probation 


| The Audit Bureau of Circula- 

tions, Chicago, has terminated the 
probation period of Tide, New 
| York. Tide, on charges filed by the 
| managing director against Tide 
| Publishing Co., then publisher, was 

placed on probation from March 6, 
| 1953, through the release of the 
publishers statement and audit re- 
/ port for the period ending June 30, 
| 1954. The magazine's present pub- 
‘lisher, Billboard Publishing Co., 
'Cincinnati, became sole owner 
| June 15, 1953. 


Lithofold Names Two Execs 

Alex Pomerantz has been elected 
v.p. in charge of the northern divi- 
sion of American Lithofold Corp., 
Chicago lithographer. Frank Mayr 
has been elected v.p. in charge of 
sales promotion. 


U. S. Gypsum Promotes Belden 

U. S. Gypsum Co., Chicago, has 
promoted V. R. Belden to mer- 
chandising manager of insulation 
products. 
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ton, Oct. 8-10. The meeting will be | 


a 20-year review of advertising 
and sales promotion by life insur- 
ance advertisers. 


Calco Promotes Claude Faw 

Claude T. Faw, district manag- 
er, has been promoted to the new 
post of public relations manager 
of the Calco division of Armco 
Drainage and Metal Products, 
Berkeley, Cal. 


Kruskopf to Olmsted & Foley 


Ray Kruskopf, formerly head of 
his own layout, design and illus- 
tration firm, has joined Olmsted 
& Foley, Minneapolis, as co-direc- 
tor of creative art. 


. * 
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INLAND has just that touch of talent— 
a knack of individual treatment in de- 
sign and production, based on a bounti- 
ful fund of IDEAS—EXPERIENCE— 
FACILITIES, which means good selling. 


For example, here we've turned a pretty- 
girl panel into a two-in-one unit that’s 
as easy on Revere’s budget as on the 
shopper’s eye. Assembled, it’s a dominant 
window piece; separated, Mr. Dealer has 
two attractive units just right in size for 
interior display surfaces. 


Whether you want a new twist for an 
old stand-by, or a completely new con- 


the way we work! 


inherent capacity to pull. Animals, babies, babes still 
that steps up sales—i/ they are handled right. 


3 oe 


But it takes the talented touch somewhere along the 
the old new, and to turn long-tested pulling power 
sales curve with a fresh vigor. 


SG Reales PE 


o, call INLAND in. . you'll like 


INLAND [IT HOGRAPH COMPANY 


EXPERIENS 
LITHOGRAPHED ¢ 


328 So. Jefferson S!. 


Chicago 6 * RAndolph 6-3256 


Certain Point-of-Purchase Display subjects never seem to lose their 


stop the look 


line to make 
loose on the 
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Since the June day when you were solemr 
_ handed a diploma, there have been a lot of | 


" changes in America’s schools. You ought to — 
» know about them. They mean a gigantic | 
_ market for a wide range of products— _ 
SE = obuilding and maintenance products and all 
| val E the new tools of education. In public schools 
the next few years will see millions of pupils 
more than present enrollment —a $17.6 bil- 


/® 


“a 


over the two million mark, will double en 


- facilities. Let us tell you about education’ 


education. Ask for "Education's Two Mar- 
kets’, a booklet of facts about. America’s — 
big business of education, ole 


lion need for new facilities. Colleges, now 


= 


_ rollment in a decade, need $5 billion in new — 


AND UNIVERSITY 


NBC PARLEY—Hashing things over at the recent National Broadcasting Co. radio 
affiliates meeting in Chicago were (left to right) Brig. Gen. David Sarnoff, chairman 


of the boards of Radio Corp. of America and NBC; Frank M. Folsom, president of 
RCA; Robert D. Swezey, executive v.p. of WDSU, New Orleans, and chairman of 
the affiliates committee, and Harry Bannister, NBC v.p. for station relations. 


WASHINGTON, Sept. 29—Median 
net worth of consumers early this 


year was $4,100—$500 to $1,000 


higher than in 1950—the Federal 
Reserve Board has reported. 
The figures come from the “1953 


"Look at the state this girl is in” 


In the state of Washington she’s cooking on 
plenty of burners—electric ones. 


What a state! In Washington there’s one 
electric range for every two electric users—while 
a prosperous state nearby has only one range for 
every 10 electric users. 


Why should one area be a five-to-one better 
market than another? 


Whatever the reason, this much is certain: con- 
sumption habits vary. Region by region. City by 
city. Product by product. Business by business. 


In other words— All Business Is Local. 


The nation is a patchwork market, where it’s 
easy to waste your advertising dollars unless you 
take advantage of the flexibility of newspapers. 


Why not use the ad medium that lets you put 
sales pressure where pressure does the most good? 
Consider the State your business is in—and 
advertise accordingly. 


We may have information that can help you get 
the biggest sales returns from each and every one 
of your markets. Write or phone. 


Bureau of Advertising—American Newspaper 
Publishers Association, 570 Lexington Ave., New 
York 22, PLaza 9-6262—360 N. Michigan Ave., 
Chicago 1, STate 2-8681—240 Montgomery St., 
San Francisco 4, EXbrook 2-8530— 2761 Guardian 
Bldg., Detroit 26, WOodward 2-2691. 


Sponsored by The Spokesman-Review and Spokane Daily Chronicle in the interests of fuller understanding of newspapers 


Consumers Worth $500-$1,000 More in ‘53 
Than in ‘50, Federal Reserve Finds 


Survey of Consumers’ Finances,” 
an annual study made by FRB in 
cooperation with the survey re- 
search center of the University of 
Michigan. 

Net worth estimates have not 


been made since 1950 and while 


figures published then are not 
strictly comparable with those just 
released, FRB stated that the 
comparisons “furnish a better ba- 
sis for judging the financial posi- 
tion of American consumers than is 
otherwise available.” 


s FRB found that most consumers 
owned assets in excess of their 
debts. Nearly half of the 54,000,- 
000 “spending units’ (families) 
were worth $5,000 or more. About 


‘one-tenth were worth $25,000 or 


more. Among occupational groups, 
'self-employed business men and 


‘farm operators were at the top 


/with median net worth of $15,000. 
|Retired persons came next with 
$6,000, followed by salaried work- 
ers with $4,500 and wage earners 
, with $1,900. 

Liquid assets—government se- 
|curities and bank accounts—are 
| held by seven of every ten fam- 
‘ilies, 61% own automobiles and 
'43% own homes. Only 7% own 
| any corporate stock. 
| About four out of every ten 
/consumers were found to be com- 
pletely debt-free. Those owing 
some money on a home, farm or 
other real estate were found most 
| frequently in the $4,000-$7,500 an- 
nual income group and in the 25- 
34 age bracket. 


‘Issues Business Handbook 


| “Business Statistics, 1953 Bien- 
/nial Edition,” a source of historical 
|data and basic business informa- 
| tion for the use of analysts of cur- 
‘rent business conditions, has been 
| published by the office of business 
,economics of the U.S. Department 
‘of Commerce. Containing 320 
| pages, the handbook costs $1.50, 
and may be obtained through the 
field offices of the department or 
\from the Superintendent of Docu- 
ments, U.S. Government Printing 
Office, Washington 25. 


| 


Films ‘TV Kitchen’ Series 


The television division of Elec- 
trical Information Publications 
Inc., Madison, Wis., has completed 
plans for 52 half-hour electrical 
kitchen shows on film for TV, to 


be entitled “TV Kitchen.” The 
series will be filmed specifically 
for use by local TV stations 


throughout the U.S., with primary 
sponsorship by electric light and 
power companies. Additional spon- 
sors are in the electrical appliance 
field. 


Hoffman Erects TV Plant 


Hoffman Radio Corp., Los An- 
geles, in October will complete a 
Kansas City, Mo., plant for manu- 
facturing television sets. The new 
plant will have a maximum capa- 
city of 1,000 sets a day. 


Foley to Reincke, Meyer 


Joseph E. Foley Jr., formerly 
advertising manager of Edward 
Valves Inc., has joined the copy 
staff of Reincke, Meyer & Finn, 
Chicago. 
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Food Producers May Merge 
Coming McCormick & Co., Baltimore 


spice — ae house, plans to 
- acquire e outstanding stock of 
Conventions Ben-Hur Products, Los Angeles, 
which makes, processes and packs 
coffee, spices, extracts, gelatin, 
*Indicates first listing in this column. desserts and puddings. McCormick 
Oct. 4-6. Tenth District, Advertising hopes to exchange its own com- 
Federation of America, Corpus Christi, ™on stock. If approved, the result 
Tex. would be a merger of the compa- 
Oct. 4-8. Advertising Specialty National nies. 
Assn., annual convention and Specialty 


Fair, Palmer House, Chicago. | * 
Oct. 4-10. Produce Prepackaging Assn., Wis. Educational TV to Bow 


po annual exposition, Chase Hotel, St. The Wisconsin u.h.f. educational 
uis. TV station will begin telecastin 
Oct. 5-6. Inland Daily Press Assn., an- jn Madison by Jan. . , transmitting 
nual meeting, Hotel La Salle, Chicago. from the Universit ‘of Wis si 
Oct. 5-8. Printing Industry of America, | y a 
/radio tower. Legislators regard the 


1953 exhibition and awards, annual con- | : : : 
vention, Shoreham Hotel, Washington, Station as a pilot station to deter- 


D. C. /mine the feasibility of educational 


Oct. 6. Associated Business Publica-| TV 
tions, Pacific Coast conference, Ambassa- | 


dor Hotel, Los Angeles. ° 
*Oct. 8. Magazine Publishers Assn., | KING Promotes Two in Sales 
Westchester Country Club, Rye, N. y. | JOhn Eichhorn, for the past 16 


Oct. 8-10. Life Insurance Advertisers | /months sales manager of KING, 


Seattle radio outlet, has been pro- 
moted to station manager. He will 
be succeeded by Roger Rice of 
the station’s sales staff, who took 
over on Oct. 1 when he was 
discharged from the Marine Corps. 
Mr. Rice was recalled to active 
duty two years ago. 


‘Contractor’ to Bow 

Walther Publishing Co., New 
York, a new organization, will 
bring out The Contractor, publi- 


cation covering the plumbing, 


heating and air conditioning in- 
dustry. First issue of the 11x15” 
tabloid, a semi-monthly, is sched- 
uled to make its appearance Jan. 
1, 1954. 


Hurst Named Stuart V.P. 


Peter Hurst, for the past three | 
‘and a half years with Sunset Mag- 
|azine, has been named a v.p. of! 


Charles R. Stuart Advertising, San | 
Francisco, effective Oct. 1. 


Oe 8S yo ee eee Sea 


SET 


You axe tnetled 
lo contact 


Americal AA ugest Producers 
of 


Point of ’ Sele Signs e D tipple eV 


(INTERIOR TYPE) 


WE SERVE LEADING OHIO ADVERTISING 
MANUFACTURERS OF DISPLAY setae 
BRAND NAME PRODUCTS CINCI poll} 
FROM COAST TO COAST 


Representatives in Principal Cities 


Assn., 20th anniversary convention, Hotel | 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper 
Publishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. | 

*Oct. 12-14. Junior Panel Outdoor Ad-_ putitin 
vertising Assn., annual meeting, LaSalle | 
Hotel, Chicago. | 

Oct. 12-15. Financial Public Relations 
Assn., 36th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis-_| 
tribution, 25th anniversary meeting, Hotel | 
Statler, Boston. | 

Oct. 22-23. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- | 
cago. | 

Oct. 23-25. Midwest Intercity Confer- | 
ence of Women's Advertising Clubs of | 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. | 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker | 
House, Boston. | 

Nov. 5-7. Southern Newspaper Publish- | 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fila. 

Nov. 7-8. Fifth District, Advertising 
Federation of America, Louisville, Ky. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 

Nov. 16-18. Public Relations Society of 
America, sixth annual conference, Shera- 
ton-Cadillac Hotel, Detroit. 

Nov. 16-18. Advertising Trades Insti- 
tute, 2nd Advertising Essentials Show, 
Hotel Biltmore, New York. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 


Lane Advertising Moves 


Philip J. Lane Advertising, New 
York, has moved to 1 E. 42nd St. 


GAS HEAT REACHES ONLY THE MEN within 


Commenciat Appcar — Press-Scimirar 


Give Them Both Barrels 


Put it in CAPS—Commercial Appeal and Press-Scimitar—and you sell the 
Memphis market. 


Memphis, commercial capital of the great and growing Mid-South ... 
Memphis, the trading hub of a two and one half billion dollar market... 
Memphis, | Ith in the nation in wholesale volume .. . Memphis, where two 


utilities who aré directly concerned with the sales, great newspapers deliver dominating circulation inside the city and outside 


service and installation of gas heating equipment: 


Customer Service Managers, Sales Managers, in the trading radius a 


Promotion Men, Heating Salesmen, Inspectors, 
etc. Few utilities actually merchandise the equip- 
ment themselves but they are vitally interested 
in helping to promote sales and in assisting the 


. Memphis, on the primary list of advertisers and 
sales executives. And 88°/, of our general advertisers know that the way 


dealers to do a better job. GAS HEAT heips utility to keep getting sales in Memphis is to put it in CAPS. 


heating men with their principal problems; that 
gas heating installations be safely and efficiently 


an onan ate te coir el te eo. CAPS—The Comme:cial Appeal and Memphis Press-Scimitar, offer a vol- 


meet availability of fuel. As evidence of the con- 
fidence utilities have in GAS HEAT, utility men 


sent us many paid subscriptions for good gas untary combi H at n ca 8 . 
heating dealers in their areas who had not pre- Y bination rate that means you can put it in CAPS—economically. 
viously been receiving the magazine. When GAS Give them both berrels in Memphis! 


HEAT surveyed the utilities to obtain a list of the 
names and titles of the heating men on their staffs, 
utilities responded with a ph 1 1800 name 
response to the first questionnaire mailing. 

When the June Issue, 1953, was made the FIRST 
ANNUAL CONVENTION-IN-PRINT ISSUE, 50 
leading gas companies bought a total of 5,000 
copies of that issue, for distribution to their local 
dealers, to help educate and stimulate them in 
their gas heating activities. This was a “bonus” for 
advertisers with no increase in rates. 


GAS HEAT 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 


Two dailies and The South's Greatest Sunday Newspaper. 
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Firm Hardware to Kamp Co. 


Firm Hardware Co., Lancaster, 
Pa., maker of cast gift items and 
home decorators articles, has ap- 
pointed William B. Kamp Co., 
Lancaster, to handle its advertis- 
ing. 


Names Everett-McKinney 
Everett-McKinney has been ap- 
pointed national representative for 
WTAO-TYV, Boston. This u.h.f. sta- 
tion began telecasting Sept. 28. 


Rickles to ‘Florida Speaks’ 


Ray Rickles, formerly on the 
sales staff of Hal Winter Co., Mia- 
mi Beach newspaper representa- 
tive, has joined Florida Speaks, as 
southeastern Florida representa- 
tive. 


Agency Joins Ad League 


Steiner, Towers, Dobrin & Kraus, 
New York, has been elected to 
membership in the League of Ad- 
vertising Agencies. 


Fifty Years in Business: 


Advertising Age, October 5, 1953 


Publisher B.C. Forbes Is Honored 


PUZZLED... 


Fe 


Nobod 
Puzzles A Good 


Not with @ meéfe jumble of letters, anyway. He'll find out soon 
enough that those letters spell out Chicago Engravers, the brand 
new name for Stearns & Company. 

And when it €omes to high fidelity reproduction, nobody puzzles 
a good préduétion man cither. He knows that fine printing starts 
with the photoengraver. That's why more and more smart produc- 
tion men aré buying photoengravings with high fidelity performance 
built right im... at... 


ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It's a brand mew mame and trademark and a grand new experience for 
buyers whoa demand unusually fine engraving at reasonable prices. 
Chicago Engravers is your starting point for fine printing results. 


% meang QUALITY photoengraving down to the smallest detail 
. . . highlighting, color corrections, tooling, proofing . . . that’s 
quality wherg it counts, where pride makes the difference. 


€ means KNOW-HOW with a complete staff of skilled tech- 
nicians, authorities in their field, and all of them anxious to discuss 
your problems now. 


€ means SERVICE, too, and always on a friendly, competent 
basis, by a seasoned staff of sales personnel . . . 


Including people like Bob Ryan. In 1950 Bob joined 
Stearns & Company, now called Chicago Engravers. 
Before that, Bob spent four years in the engraving 
business, having worked in sales, production and 
purchasing. 

“My customers,” Bob says, “expect to be kept in- 
formed about new methods and techniques. That's why 
1 like working for a progressive organization that keeps 
informed, and one that keeps current on equipment. 
That's the only way I can serve the best interests of 
my customers.” 


ROBERT RYAN 


at N.Y.Sales Executives Club Lunch 


Execs’ lunch. 


| Seanad J. Gimbel and Thomas J. Watson Sr. paid tribute to 


B. C. Forbes grins thanks to well-wisher at party before Sales 


Confab brings Forbes together with Lou Cates of Phelps Dodge, 


and Publisher Roy Howard. 


Forbes Magazine’s publisher. 


Two-fisted eater told diners he enjoyed free food, drinks, 


being a Scotsman. 


| Gimbel, C&O’s Bob Young, were among speakers who praised 


Forbes’ career 


CS le: état 


Gimbel expounds a thesis for Watson and John L. Collyer of 


Goodrich Rubber. 


Smile appears with quip from Joe Wood, SEC head. Over 909 


attended lunch. 


SEC prexy Wood presents Club’s Applause Award to 50-year 
business man. 


Form Rockwell Spring Co. 


Timken-Detroit Axle Co., De- 
troit, and Standard Steel Spring 
Co., Coraopolis, Pa., have consoli- 
dated to form Rockwell Spring & 
Axle Co., with authorized capital 
of 6,000,000 shares of $5 par com- 
mon stock. Holders of outstanding 
common stock of the two com- 
panies will exchange their hold- 
ings on a share for share basis for 
stock in the new corporation, 
which will have 24 plants in 19 
cities. 


Quinn Named Dellar Exec 


. a eh ‘ 
HOTOENGRAVINGS | io 
WITH HIGH FIDELITY 


ENGRAVERS “gesuits suit IN 


‘417 NORTH STATE “STREET 
CHICAGO 10, ILLINOIS) 


Don Quinn, manager of KXOC, 
Chico, Cal., has been promoted to 
v.p. in charge of national sales for 
the Lincoln Dellar Radio Stations 
(KXOA, Sacramento, and KDB, 
Santa Barbara). Jack Powell, pre- 
viously commercial manager of 
KVEN, Ventura, Cal., succeeds Mr. 
Quinn. 


Wilson to James Industries 


John F. Wilson, formerly region- 
al sales manager of Adam Scheidt 
Brewing Co., Norristown, Pa., has 
been appointed general sales man- 
ager for both the consumer and 
the industrial divisions of James 
Industries Inc., Clifton Heights, 
Pa. Mr. Wilson will supervise sales 
and advertising for the company’s 
Slinky walking spring toys and its 
precision industrial springs. 


La Primadora Starts Drive 


La Primadora .Cigar Corp., New 
York, broke a_ three-and-a-half 
month campaign at the end of Sep- 
tember in five newspapers in the 
New York metropolitan area for 
La Primadora cigars. Ads will be 
used weekly in the New York Post, 
Times, World-Telegram & Sun, 
Newark Evening News and New- 
ark Star-Ledger. Monroe Green- 
thal Co., New York, is the agency. 


Scott Heads Chicago Firm 


William W. Scott, executive v.p. 
of Federal Enterprises Inc., Chi- 
cago maker of electrical advertis- 
ing displays, fluorescent lighting 
and signaling devices, has been 
elected president. Mr. Scott suc- 
ceeds the late Linwood A. Miller. 
Dean Gothwaite, a v.p., has been 
elected a director. 


Joins Student Market Unit 

Jack I. Moss has been named 
planning and promotion director 
for the college market division of 
the Student Marketing Institute, 
New York. He was formerly with 
J. J. Auerbach Co. 


‘Herald’ Promotes Bradt 

Joseph R. Bradt, assistant ad- 
vertising director of the Herald, 
Portsmouth, N.H., has been pro- 
moted to advertising director. He 
succeeds C. Andrew Bartlett. 
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Atlantic Refining 
Opens Introductory 
Drive, Its Biggest 


PHILADELPHIA, Oct. 1—One of 
the biggest regional advertising 
campaigns ever used to introduce a 
new product was launched during 
the last week of September by 
Atlantic Refining Co. to introduce 
its new Atlantic Premium motor 
oil. 

The campaign blankets Atlan- 
tic’s sales territory, which runs 
from Miami up through New Eng- 
land and west into parts of Ohio. 

The first week of the drive saw 
this blast of advertising: com- 
mercials on Atlantic’s regional net- 
works of radio and television sta- 
tions for major league baseball and 


“NOW! 


—1 an ANTIKNOCK 


Motor Oil as 


Atlantic Premium 


Attoren research develops © heavy-duty oF to fight “knock 


seaeetetetetels ATLANTIC 


major league football games; com- 
mercials on 55 radio stations in 
southern states which present a 
year-around program of Atlantic 
newscasts; spots on Atlantic TV 
weather shows in Baltimore, Mia- 
mi, Cleveland and Charlotte; 2,500 
outdoor posters; full-page news- 
paper ads, in two colors where 
available, in 240 daily papers; plus 
a big program of direct mail and 
point of sale displays. 


® The newspaper schedule alone 
is the biggest Atlantic has ever 
used to announce a new product. 
It began on Sept. 23. 

A closed circuit TV show was 
used on Sept. 10 to carry the story 
of the new oil and the ad cam- 
paign to the entire sales organiza- 
tion. This was a 45-minute pro- 
gram, originating from WFIL-TV 
here, and going by lines to receiv- 
ers set up in hotels throughout the 
company’s marketing area. Du- 
Mont helped provide the facilities. 
This was kept a strict secret, at 
least until the ad campaign broke 
through N. W. Ayer & Son, Atlan- 
tic’s agency. 

Atlantic’s scientists set out some 
time ago to develop a motor oil de- 
signed for the increasing number 
of new high-compression auto en- 
gines. They wanted a perfect motor 
oil that would prevent the de- 
posits that cause engine knock and 
pre-ignition. They claim not only 
to have reached this anti-knock 
goal but also to have produced a 
multi-viscosity oil that gives quick 


starting when an engine is cold, | 
and low oil consumption even on| 


long drives at high speeds. 

Also, the new Atlantic Premium 
motor oil is a heavy-duty, high- 
detergent oil that offers maximum 


protection against rust and cor-| 


rosion and keeps engines clean. 


e An important angle of the cam-| 
paign is the program of Atlantic) 


newscasts in southern states, since 
these will continue on a year- 
around basis to support all of the 
company’s products. The company 
began experimenting with these 
radio programs two years ago, 
lining up 17 radio stations in 12 


important southern markets. The 


programs filled in gaps left by At-. 
lantic broadcasts of major league 
baseball and football. Their suc- | 
cess led to a big expansion this 
year, with 38 additional radio sta- 
tions put on the schedule. Most of 
these added newscasts came on 
the air early in September just in 
time to help promote the new mo- 
tor oil. 

Football games of the Philadel-_ 
phia Eagles, New York Giants, 
Pittsburgh Steelers and Cleveland | 
Browns will be heard under At-. 
lantic’s sponsorship on about 25 
television stations and more than 
50 radio stations. 


‘Mechanics’ Circulation Up | 

Popular Mechanics Magazine, 
announces its current circulation | 
averages over 1,350,000 copies 
monthly, a bonus of 200,000 copies 
over the guaranteed monthly cir-| 
culation of 1,150,000. Because of. 
higher circulation and increased 
publishing costs, the magazine will | 
increase its advertising rates, ef-| 


(iin fe spitin. 


But every headache in our shop means one 
less in yours. And the color process plates we deliver 
will make us both feel good. 


TINT GUIDE FREE. A really handy gadget with full 
gray scale and corresponding tone values in standard 
red, yellow and blue. Write or phone for yours. 


ELECTRO-MATIC 


~ 


tote - Latyraveng 


; : 
Ss 


fective February, 1954. New rates 
have not been announced as yet. 


10 W. KINZIE ST., CHICAGO * DELAWARE 7-1277 


Case Study Shows: MORE SPACE IN FEWER, =% 
MORE CAREFULLY SELECTED, BUSINESS PUB- 
LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: 18 leading industrial 


RESULTS: The figures in this compos- 


paratively few new contacts to those 


advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively . .. and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
Each made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
Response—42,878 (a return of 21.6%). 


100 


ite chart are based on averages of pub- 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. As a matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi- 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com- 


provided by the Ist and 2nd pub- 
lications, 

These results do point upand establish 
this general principle: On the average, 
the Ist and 2nd publications provide 
84 % coverage of the individuals reached 
by all five publications—at 46% of the 
total cost of the five publications. Be- 
yond this point, the law of diminishing 
returns—i.e.: the high cost of buying 
relatively little additional coverage— 
takes over. 


97¢ 


84+ 


92+ HOW ADVERTISING VALUES DIMINISH 


LEADING 
PUBLICATION 


COVERAGE —> 


Based on the Cooperative Readership Study, 1951 


i 


Ps COVERAGE NOT PROVIDED BY 
wd ~=ANY PREVIOUS PUBLICATION 


DUPLICATION WITH ALL 
PRECEDING PUBLICATIONS 


TOTAL UNDUPLICATED COVERAGE OF 
ALL FIVE PUBLICATIONS = 100% 


TOTAL COST OF ALL FIVE 
PUBLICATIONS == 100% 


1 


COST —> 26 
CONCLUSIONS High coverage—and 
maximum impact—can be obtained 
most economically by concentration, 


rather than scatteration, of advertising 
dollars. 


McGRAW-HILL PUBLISH 'G COMPANY, INC. 


@ 330 WEST 42nd STREET, 


46 86 100 
Th | for this advertisement was securea ,rom our Research Department's 
Lai of Advertising Performance, LAP #1121. A complete report of the study 
is | oklet, “New Yardsticks of Media Value.” If you would like a copy of the 
boo! ced other facts on subjects related to business paper advertising, ask your 
McG Hill man. 


YORK 36, N. Y. & 


M-GRAW HILL 
Ser ow 
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California Ripe 
Olives Will Get 
Extensive Ad Push 


San FRANcIsco, Sept. 29—Rec- 
ipe-hunting, economy-minded 


housewives will learn about a new | 


dish for weekday family meals 
through the courtesy of the Olive 
Advisory Board of California. The 
board’s objective is to stimulate 
the sale of California ripe olives. 

The October issues of several 
women’s and homemaking maga- 
zines will carry ads suggesting the 


Story. 
| 


appearing in the October issues of 
Sunset, Today’s Woman, and True 


# This drive is to be supported | 
with point of purchase material to 
tie in with the program. Price ban- | 
ners, recipe pads, price cards and 
shelf strips are being distributed, 
with additional newspaper mats 
for local support advertising. 
Grocery trade publications are | 
also receiving two-third page ads 
advising food store owners of the | 
“high profit...fast turnover” in_ 
promoting ripe olives. The trade 
journals include Chain Store Age, 
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Issues ‘Teaching Tools’ 


Ver Halen Publishing Co., 1159 
N. Highland Ave., Hollywood, Cal., 
has issued a new monthly maga- 
|zine, Teaching Tools, with an in- 
itial circulation of 45,000. Articles 
on charts, slides, film strips, col- 
_ored drawings, motion pictures and 
‘other audio-visual materials will 
be featured. The magazine has an 
81x11%4” format. 


| Deepfreeze Boosts Fellmann 


John Fellmann, manager of field 
sales of Deepfreeze Appliance di- 
|vision of Motor Products Corp., 
|Chicago, has been promoted to 
|/manager of appliance sales, a new 


Ac 


mouth-watering qualities of ripe| Food Topics, Progressive Grocer post. L. R. Walker, formerly south- 
olive macaroni surprise, “the new-|and Super Market Merchandising. ern regional sales manager of Avco 
est of new recipes...a dish that The San Francisco branch of Mfg. Corp., succeeds Mr. Fellmann 
truly sings with California flavor.” J. Walter Thompson Co. is the as manager of field sales. 
Magazines carrying full-color | agency. RIP VES MACARONI ; a 
ads including a photograph of the {| 7 Doyne Appoints Daniels P 
dish as it comes from the sauce i u _H. C. Daniels, formerly adver- 
pan, include American Home, Bet- Flint Appoints Gould tising manager of the Methodist MC 
ter H d Gardens, Good| Gerald Gould, formerly an ac- Publishing House, Nashville, has aa 
ry Ee pacer lage pes count executive of Norman D. Wa- os ; , joined Doyne Advertising Agency = 
Housekeeping and Ladies’ Home |tere & Associates, New York, has FOR THE STORES—This is one of the point of sale pieces J. Walter Thompson Co. Nashville ° caetive ahamniat mf Hil 
Journal. In addition, b&w ads are joined the staff of Flint Advertis- has prepared for the Olive Advisory Board’s recipe promotion. le Ort. L eUve DP 3) > 
—Jin iam ; 
, * . . . sty 
When you Broil-Quik Plans United Advertising Formed Printers in St. Louis Meet 50 
y Remember MacPhail to Rhoades & Davis Q " _ United Advertising Co. Louis-| The Midwest Technical Forum ins 
need WM. F. RUPERT George E. MacPhail, formerly Heaviest Campaign ville, has obtained a charter from| sponsored by the Associated Print- as 
RECENT Compiler of NATIONAL |assistant to George S. McGinniss | the secretary of state. Incorpora-| ers and Lithographers of St. Louis 
BIRTH LISTS EXCLUSIVELY |of McGinniss & Sloman, has been| New York, Sept. 29—Broil-Quik | tors are Clem H. Block, Sam Man-| will be held Oct. 16-17 at the Ran- ia 
BIRTH for over 55 years named v.p. of new projects for|Co., manufacturer of automatic ly MI and Lucille Reddington. ken Trade School. 
LISTS 90 Fifth Ave., New York 11 Rhoades & Davis, Los Angeles broiler-fryers, will launch the | en A 
OR 5-3523 agency. largest advertising campaign in its | $ 
m history with a color page in the. ! 
can I ger Oct. 3 issue of The Saturday Eve- | B 
n really good ning Post. | 
on” Other media scheduled include | 
7 six business papers in the elec- | Br 
trical and department store fields; | sp 
e- car cards in New York subdways;| ur 
oe Ele \" an evening television newscast | sti 
ineSs + over WABC at 11 p.m.; the Susan 
vest in the ust Adams daytime show twice week- ; ; ; no 
ne. vw ly on WABC; color pages, October Our business is photo engravings... our a 
through December issues, of Good h 3 ch 
Housekeeping, Ladies’ Home Jour- methods are mod te 
nal, and Sunset Magazine; ads in ern... our crafts- eet 
early December issues of New men are tops : 
York newspapers, and a variety of P i ye 
dealer helps. | our determination “ 
Most of the ads will be devoted | to please is un- Al 
to the company’s new automatic : tse 
Broil-Quik fryer-cooker. swerving. Result: ry 
Zlowe Co. is the agency. | Engravings of out- pe 
. , Fi 
‘ S ° 
KNXT Raises its Rates | tanding quality 
KNXT, Los Angeles, has in-| Color and black- . 
creased its Class A rates from $1,-| : su 
500 to $1,750. Most other rates will | and-white. ul 
show similar advances, with Class | th 
A, Group 1 one-minute film an-| th 
. nouncements and 20-second station pi 
- breaks moving from $375 to $450. Be 
Present advertisers will be pro-. ? 
TYPE DIV. | tected for six months on contracts Thomas f McGrath yee 
WORE ELECTRO ‘In effect Sept. 15. e 
puic CORPORATION 2 AND ASSOCIATES Ww 
ELECTROGR ATT wicago 7° Sésley © Briggs to Kal, Ehrlich tee LIMOS ST, cANCAGD ML, MLINOIS. . 
1224 W. VAN BUREN 9% Briggs & Co., Washington meat "Telephone Delaware 7-5142 he 
packer, has appointed Kal, Ehr-| . ' “i 


‘lich & Merrick, Washington, os 
|handle its advertising. 


PUBLISHED BY CAPPER PUBLICATIONS LARGEST AGRICULTURAL PRESS IN THE WORLD 
Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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Gantner Names Two Execs 


59 
a Arnold McClay, engaged in ad- | 
2- vertising, market research and THE 
n- promotion for eight years, has & 
es been appointed advertising man- tie 
i ager of Gantner of California, San ki 
id Francisco swimwear and _ sports- And Yours FREE for the Asking . . . 
il wear maker, effective Oct. 1. Mr. Accurate, Detailed and Current Facts about 
McClay succeeds Edith Skemp, : : 
r who has been promoted to special Appleton, Wisconsin 
assistant to the president, a new - 
ne The Largest City Zone Market In 
| = Wisconsin, North of Milwaukee . . . 
’ Play Sculptures to Harrington : 83 413 POPULATION 
4 | Play Sculptures, newly formed ‘ wt “ ‘ (A.B.C.) 
to ‘ ‘division of Creative Playthings SURVEY INCLUDES: 1 (ot \ 150,2 RETAIL TRADE ZONE 
wW |Inc., New York, has appointed | Conbwetiatne cot NNEC! ’ POPULATION (A.8.C.) 
od Don Harrington Associates, New = dace "~ city © \ 
=| York, to handle its advertising. . \orot 4 ‘> AND * 
— sume The division will design and man- Ss Lager’ 199 Poon =, sow A METROPOLITAN MARKET 
= fang Me a cot 'ufacture playground equipment * pn / 4 cat r arn, : oy * Sales Management Survey of Buying Power 1953 
hs Sigeeaeg (@ based on a new concept. o Som gS yah eae - : ‘ 
a> | SEES ' press ) orn Over 32,000 Circulation Daily 
Moasioes © Shopping Habits \  * 
" = Chosen V. P. of ‘R.N. @ Automobiles a ica 2nd In State In Advertising Lineage. 
st Gladys Huss has _ been elected @ Home Owneship | 95% City Zone Coverage, 93% Carrier Delivered 


ne MONEY SAVER—This color page in the Sun- \v.p. of Nightingale Press, Ruther-| 


/ 


as day Sept. 20 Chicago Tribune for Kimball ford, N.J., publisher of R.N., a : 
y, Hill & Associates, Chicago home builder, | Journal for see ’ WRITE — WIRE — OR PHONE COLLECT—KENNETH E. DAVIS, Mgr., General Advertising 
f- served to promote the company’s Rolling | 

Meadows project. A b&w page in editorial 

style backed the comic-technique ad. About 

50,000 preprints of the ad were used as_ pao "i St ani 6 re 
m inserts in seven suburban newspapers and 
t- as direct mail and handouts. Burnett & | , : 
lis Logan is the agency. 
n= 


ABC-TV Schedules 
$750,000 Campaign 
Boosting TV Stars 


NEw York, Sept. 29—American 


Kinstein's theory says 


Jack McElroy has 


Broadcasting Co. says it will! 
spend $750,000 to get its new line- | 
| up of TV stars off to a flying 
start. 
Most of this budget, which does | 
not include on-the-air advertising, | 
will go to newspapers in the five | 
cities where ABC owns and oper- | 
ates stations. Batten, Barton, Dur- | 
stine & Osborn is the agency. 
The intensive campaign has al-| 
ready started and will continue | 
fcr the next nine weeks as the fall | 
lineup is being assemb'ed. The | 
ABC-TV shows will be advertised | 
in six New York papers, five Los | 
\ Angeles papers, four Chicago pa-| 
| pers and two in De-roit and San) 
Francisco. 


~~, 


® In New York and Chicago side 
subway posters have been sched- 
uled. If one begins at one end of 
the subway and walks all the way 
through the train, he would see 
pictures of Danny Thomas, Ray 
Bolger, George Jessel, Arlene Dah] 
and Paul Hartman—all newcom- 
ers to the network—and returnees 
Walter Winchell, Stu Erwin and 
Ozzie and Harriet Nelson. 

The theme of the drive, which 
has been set to music for radio and 
TV jingles, is “Everybody’s Talk- 
ing 7,” seven being the channel 
number for ABC’s owned-and- 
operated stations. The jingle will 
get heavy play, and ABC stars will 
be featured in special station 
identification spots. 

In addition, there will be a $10,- 
000 campaign in business papers. 

A grea] deal of money has gone 
im into the production of special film 

trailers for television, and radio 
and TV stations are receiving elab- 
orate promotion kits covering 
1953-54 attractions. 


Jean Patou Boosts Perfume 


Jean Patou Inc., New York, in 
October will begin an extensive 
consumer campaign to promote its 
new fragrance, Joy eau de toilette. 
Ads will run in Cue, Esquire, 
Glamour, Harper’s Bazaar, Junior 
League, The New Yorker, The 
Playbill, Promenade, Town & 
Country and the Metropolitan Op- 
era House programs. Al Paul Lef- 


The JACK McELK'') ~ 
Noon-1 pM. MON. | 


For details contact 


ton Co. is the agency; Ann R. y 
Silvers Associates, New York, Hollywood, or consult 


Z s blic lations. 
handles public relations wae aout Sales 
Seeks Grass Valley Radio 

Charles R. Halstead Jr.. Grass 
Valley, Cal., has petitioned the 
Federal Communications Commis- 
sion for allocation of a radio sta- 
tion, in the name of Grass Valley- 
Nevada City Broadcasting Co. 


> of TV impact! 


“ 


4% Trillion Tons 


This 300 pound one man 

sales force covers Southern 

California with the speed of light. 

Stars helping him are song stylist 

Ginny Jackson, western warbler Carrot-top 
Anderson, and music master Eddie Baxter. 
Jack McElroy sells to 53,000 TV homes each 
day... and how he sells! Says TAPPAN STOVE 
COMPANY: “Direct sales results were so definitely 
felt that we extended our campaign from 

13 weeks to 39.” SUNKIST extended a 

2 week introductory campaign for their bottled 
lemon juice to 13 weeks. Both of these extensions 
were across the board! Other sponsors 
have shown similar enthusiasm over sales! 
Jack McElroy has the formula 

to convert theory into solid 


sales results for you, too! 


NBC HOLLYWOOD 


‘ Channel 4 
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hree Big Sections in 
One Great ions 
Magazine! A oso 


Picture Section—The world 
in pictures—the important 
news and those who make 
it, the curious, the amusing 
and significant presented in 
solo and sequence photos 
that heighten and sustain the 

roved high reader interest 
in pictures that pay off for 
advertising. 


-ATIWYa 


Feature Section— Articles on 
loca! and regional affairs, 
recreation, art and science, 
real life stories and fiction— SHE PLANNED IT HERSELF! | 


all the richly varied subjects L. b — 
oe! 


ml 
< 
2 
o 


that reflect the facets of mod- 
ern life, provide absorbing 
reading and a stimulating 
setting for advertising. 


Family Living Section— 
Cookery, home building 
and furnishing, hobbies, 
gardening, home entertain- 
ment—these and kindred 
content provide effective 
stimulus to advertising on 
a day when family and 
home are paramount and 
family discussions shape 
buying decisions. 


> ae 


IN THIS ISSUE 
Our Cover Girl 
JOANNE GILBERT 

Hollywood's Cinderella 
By Hedda Hopper 


We're NOT Losing 
Our Minds! 
Startling Hopeful Truth About 
Nation's Mental Health. by 
Norma Lee Browning 
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Keyed to the 
pattern of 
Sunday 
living! 


Sunday is a day with its own different 
pattern of living, a day of leisurely 
activity and recreation. Because Sun- 
day reading habits are different, 
readers want a specific kind of maga- 
zine content. The new Chicago Trib- 
une Magazine is designed for Sunday 
living and reading. 


In tune 
with social 
and economic 
changes! 


The great advances in standards of 
living have changed not only material 
values but people. More important 
than the narrowed gap in income is 
the leveling of differences in ways of 
living. The new Chicago Tribune Mag- 
azine will mirror the changes which 
characterize American life today, 


Edited for 
participation 


by 
readers! 


It is a fundamental of human nature 
for people to personalize situations 
and to project themselves into the 
activities they see and read about. 
The new Chicago Tribune Magazine 
is edited to help readers live every 
experience presented and to partic- 
ipate fully in it. 


Midwest 
in appeal 
and 
character! 


People are primarily interested in 
their own corner of the world and 
those who have the same basic inter- 
ests. Pictures, articles and features in 
the new Chicago Tribune Magazine 
will be selected because of their in- 
herent midwest nature or importance 
to midwest readers. 


The largest single audience in the multibillion dollar midwest market! 


New in format, printed in monotone and color rotogravure, 


the new Chicago Tribune Magazine shares in the dynamic 
appeal which has brought the Sunday Tribune 1,500,000 in 
circulation and made it the most powerful advertising medium 
in the midwest. With 64% coverage of all families in Chicago, 
it reaches 48% of all those in 840 cities and towns of 1,000 


or more population. 


No other medium penetrates so deeply all levels of buying 


power because none is so closely allied with the lives of 
readers. None is so uniquely equipped to help the advertiser 


get high volume sales and build the strongest consumer 


franchise for his brand. 


Black and white and color rates are less than those of any 
leading magazine and lower than those of any Chicago Sunday 


Chicago 

A. W. Dreier 

1333 Tribune Tow 
SUperior 7-0100 


supplement. You can buy 52 full pages for only 14 cents per 
family. Why not get the full story? A Tribune representative 
will be giad to show you how you can put this new selling 


force to work for you. Ask him to call. 


Ss pot ace are 


WORLD'S GREATEST NEWSPAPER 


ADVERTISING SALES REPRESENTATIVES 


Detroit 
W. E. Bates 


Penobscot Bidg. 
WOodward 2-842? 


» York City 
Struhsacker 
42nd St 

y Hill 2-3033 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd. 
Michigan 0°59 

San Francisco 

Fitzpatrick & Chamberlin 

155 Montgomery St, 

GArfield 1-7946 


: First 3 Markets.Group and Metropolitan Sunday Newspapers, Inc. 


Chicago Tribune 
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Airline Names PR Counsel 

Canadian Pacific Air Lines 
Ltd., a subsidiary of the Canadian 
Pacific Railway, has named Walk- 
er & Crenshaw, New York, to di- 
rect its public relations. 


‘Weekly’ Increases Rates 
The American Weekly, which 

added the Houston Chronicle to its 

distribution on Sept. 20, will raise 


| Ad 
New Sales Opportunities 
for Fishing Tackle and 


Equipment Manufacturers 


Reaching more than 10,000 key dealers 
(total circulation 12,700) who serve the 
20,000,000 sport fishermen. 
Write for facts 


Fieking Ma ws 


needs of 


, 


Wilmette, Illinois @ Phone: Wilmette 4714. 


its rates with the first issue in 
January, 1954. Monotone pages 
will be $23,500, an increase from 
| $23,000, and four-color pages will 
cost $30,380, up from $28,250. 


| Organizes Te-Vee Films 


Larry Barrett and Les Davis, 
formerly doing movie shooting and 


processing for the Navy, have or-| 


ganized a new Seattle company, 
Te-Vee Films, with complete facil- 
ities for the taking of sound movies 
for television and for editing and 


processing them. Headquarters has 


been established at 221342 Queen 
'Anne Ave. The company will pro- 
duce programs for stations in 
Washington, Oregon, Idaho and 
Montana. 


Mintit to Byrde, Richard 


| Rye Oldfarms Co., Rye, N. Y., 
producer of Mintit, a mint concen- 
itrate for flavoring and seasoning 
foods and drinks, has appointed 
Byrde, Richard & Pound, New 
York, to handle its advertising. 


Plans for a campaign are being 


prepared. 


RETAIL OUTLETS 
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~> 9 Every set of 


both flatted and final 
on modern four color 
proofing presses. 


DOT Eng 


plates intended for four 
color wet edition printing is 


proofed 
‘wet’ 


VAUOCHSs In Cf 
Beautiful Color Work + Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


3.2 


=... 
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2.6 


“ 
INCLUDING #Oan STANDS) 


1.2 


ALL OTH 
UNCLUOING Me QUTLETS 
OWNED Ouriers) a 


14.6 


WHERE CANDY WAS SOLD—This chart shows how each type of retail outlet fared in 


candy sales last year. Figures are based on the annual NATD survey (AA, Sept. 28). 


Las Vegas Finds 
Publicity Funds 
Bring Big Return 


Los ANGELES, Sept. 29—Adver- 
tising and publicity, not gambling, 
have been responsible for the phe- 
|/nomenal growth of Las Vegas in 
recent years, Maxwell Kelch, own- 
er of KENO and promotion direc- 
tor of Las Vegas’ chamber of 
'commerce, told members of the 
Advertising Club of Los Angeles 
last week. 

He said the principal ingredient 
|in the Las Vegas “bonanza” has 
‘been constant work and sound 
| public relations by a hard-hitting 
staff of advertising executives, 
“newsmen and photographers who 
| have had the job of publicizing the 
‘Las Vegas story. 


requesting it. 


If you have never made use 
of the largest file of quality photographs you'll 
want to see the catalog we offer free to those 


The Photography of 


H. ARMSTRONG ROBERTS 


4203 Locust Street © Philadelphia 4, Pennsylvania 


Branches 


NEW YORK 


420 LEXINGTON AVE. 
LExington 2.6076 


MINNEAPOLIS 


756 BUILDERS EXCHANGE 


Fillmore 1941 


DETROIT 


2241 BOOK TO 


WER 
WOodward 1-0746 


CHICAGO BOSTON 


205 W. WACKER DRIVE244 WASHINGTON ST. 


RAndolph 6-0880 CApitol 7-3634 


LOS ANGELES 


1627 S. a a 


CANADA 


MILLER 
SERVICES 
McKINNON BUILDING, TORONTO 
EMpire 42722 


Mr. Kelch asserted that adver- 
tising is a salesman “asking for the 
order” after publicity has softened 
up the customer. “Advertising is 
our selling weapon, used to create 
desire and to actually move people 
to action, and sell the market.” 


s “The tourist business is big bus- 
iness and sound business, and the 
sooner all western communities 
realize it and do something about 
it, the more prosperity all of us 
will enjoy. In its wake come perm- 
anent residents and augmented 
population, increased sales, real es- 
tate developments, building ex- 


growing community.” 

He reported the Las Vegas an- 
nual expenditure for publicity and 
advertising is $100,000, which 
amounts to about $4 per capita. 
In 1952, $122,000,000—a return of 
1,220 to 1—was brought to Las 
Vegas by tourists. 


Pontiac Promotes Holmes 

L. H. Holmes, zone manager in 
the Buffalo area for the Pontiac 
-division of General Motors Corp., 
has been promoted to Pacific Coast 
regional manager, with headquar- 
ters in San Francisco. Mr. Holmes 
succeeds John C. Jamieson, who 


sales manager. 


Nettleton Co. to Gumbinner 

A. E. Nettleton Co., Syracuse, 
maker of shoes for men, has 
named Lawrence C. Gumbinner 
Advertising Agency, New York, to 
handle its advertising. The ac- 
count was formerly with the Bar- 
low Advertising Agency, Syracuse. 


pansion and all of the good things | 
that make for a prosperous and 


has been made assistant general | 
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Trademark Is Most 
Important Part of 
Package, Nash Says 


HERSHEY, Pa., Sept. 29—Designer 
Jim Nash may have started some- 
thing with his statement last week 
that the brand name or the trade- 
mark is the single most important 
sales building element on any 
package. 

He told the National Flexible 
Packaging Assn. that the current 
temptation is to over-glorify ap- 
|petite appeal at the expense of 
brand identification. When the 
appetite appeal element is so 
powerful that it overshadows 
brand identification, Mr. Nash 
said, the sales punch of the pack- 
|age is weakened. 
| Other designers, he said, have 
| in the past warned that shoppers 
‘care little about the trademark, 
since they’re seeking product in- 
| formation on the package. These 
designers insist the trademark 
should be small. 


@ Mr. Nash said cake flour and 
cake mix packages today compete 
with one another “to feature the 
largest piece of cake with the rich- 
| est, most delicious looking frosting 
in the most beautiful color.” This, 
he went on, has turned the store 
shelf into a gallery of beautiful 
pictures in which “few names 
|stand out boldly.” 

| “The consequence,” he said, “is 
|that some upstarts, taking advan- 
tage of the picture craze, have had 
good pictures taken and are thus 
able to compete on equal terms 
with established companies which 
have forfeited their consumer 
franchise by diminishing the im- 
portance of their brand names or 
trademarks in favor of too strong 
an accent on appetite-appeal pic- 
tures.” 


e Mr. Nash listed the following 
package design elements that help 
sell the product, in this order: (1) 
a dominating trademark or brand 
identification, (2) a bold, easily- 
read product name or attention- 
getting illustration, (3) an orderly 
arrangement of all elements so the 
design directs the order in which 
| the package is read, and (4) good 
‘utilization of space on sides and 
' back of the package. 


KSAN Owner Manages Outlet 

S. H. Patterson, owner of KSAN, 
San Francisco radio station, has 
‘taken over the post of general 
/manager, succeeding Lee Mikesell, 
'who has resigned. Richard P. Bott, 
‘sales executive, has been promoted 
to commercial manager, a new 
post. Ralph Sachs succeeds Mr. 
Bott. Susan Alex has been named 
program director, to succeed Clint 
Sherwood, who has joined the Jim 
Diamond Advertising Agency, San 
Francisco. 


O'Connor Handles Circulation 

Charles J. O’Connor, formerly 
on the staff of the American Mu- 
seum of Natural History as assist- 
ant director in charge of business 
activities, has been named business 
and circulation manager of The 
| American Girl and The Girl Scout 
Leader, New York. 


Automatic silk-screen equipment for 
and economy. Specialists 


1570 S$. FIRST ST., MILWAUKEE, WIS. 
OFFICES IN: New York © Boston 
Pittsburgh © Detroit * Chicago 
St. Lovis * Dallas * San Francisco 

Seottie * Portland 
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Kinescopes Help TV | 
Networks Cope with — 
East-West Time Lag © 


New York, Sept. 29—The prob-| 
lem of the three-hour differential | 
between the East and West coasts | 
is getting the priority treatment 
from the television networks. 

The National Broadcasting Co. 
has announced that all its telecasts 
carried by Pacific Coast stations 
will henceforth be scheduled on 
local time. The only exceptions 
will be news, sports, special events, | 
etc.—shows “which by nature re-| 
quire simultaneous transcontinen-_ 
tal release.” 

This scheduling change was ef- | 
fective with the switch from day-| 
light to standard time on Sunday, | 
Sept. 27. In effect, it means that a 
program which originates in New 
York at 10 p.m., EST, will be seen 
on the West Coast at 10 p.m., PST 
—instead of 7 p.m., PST, as fre- 
quently has been the case in the 
past. Central and mountain time | 
zones will not be affected by the 
changes. 


@ The time change will be achieved 
through the use of the quick kine- 
scope recordings. Shows transmit- 
ted live from New York will be 
kinescoped in Los Angeles, and 
three hours later they will be fed 
via cable to West Coast stations 
ordering the show. 

Quick kinescope charges to ad- 
vertisers will be $645 an _ hour, 
$345 for a half hour and $245 a| 
quarter hour. 

CBS Television also has devised 
a way of circumventing the three- 
hour time difference, which gets 
nighttime “live” shows from New 
York into Hollywood late in the 
afternoon, but its plans are some- 
what more complicated. 


s CBS’ schedule changes, also ef- | 
fective Sept. 27, apply only to! 
shows originating from New York | 
between 7 and 11 p.m., EST. 

For programs between 7 and 10) 
p.m., “hot kinescopes” will be 
used to service West Coast stations. 
A program telecast from New York 
from 7 to 8 p.m. will be seen on 
the Pacific Coast from 6 to 7, PST. 
If aired from New York between 
8 and 10 p.m., EST, it will be car- 
ried on the Pacific Coast from 8 
to 10 p.m., PST. 

If telecast live from New York 
from 10 to 11 p.m., EST, the show’s 
sponsor can order it live on the 
Pacific stations from 7 to 8 p.m., 
PST (which is to say they will get 
the show direct from New York 
via cable and not three hours la- 
ter via quick recordings), or they 
can book the program later by 
means of TV recording. 


Roy Rogers Brand Sales Rise 


Retail sales for merchandise 
bearing the Roy Rogers name 
totaled $22,000,000 in 1952, accord- 
ing to a report by Osborne & Ward, 
financial consultant for Roy Rog- 
ers Enterprises, Hollywood. Sales 
for the first seven months of 1953 
were 36.5% ahead of the compar- 
able period last year. Television, 
which the company entered in 
January, 1952, is credited with 


ALTRUISTIC CITIZEN—Joseph H. Epstein (right), a partner in Fitzgerald Advertising 

Agency, New Orleans, admires the silver bowl which he received from John F. 

Tims, president of Times-Picayune Publishing Co., for “altruistic community service.” 

The award, established by the publishing company in 1901, was given to Mr. Epstein 
for his work as chairman of the United Fund for Greater New Orleans. 


Pick-N-Pay Appoints Execs 

Stanley Arnold has been named 
a v.p. of Pick-N-Pay Super Mar- 
kets Inc., Cleveland food chain. 
Mr. Arnold, who has returned to 
the company from Young & Rubi- 
cam, New York, will direct ad- 
vertising, promotion, sales and 
personnel. 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 
8x 10's. Post Cards . Tip.ons 


Minvatures Portfolios~ Business Cards 


THE GROGAN PHOTO COMPANY 
z No Babis St. Danville, Hiinots 
 * CHICAGO OFFICE. ares 

Hoan Awe Phom WEtst 1 $3219 


bringing sales to the highest point 
since the merchandise was intro-| 
duced in 1944. 


Maier Blankets L. A. TV Outlets 


Maier Brewing Co., Los Angeles, | 
has signed to sponsor a total of 11) 
haif-hour programs on all seven) 
Los Angeles television § stations.' 
The programs are scattered over 
seven nights of the week. KNBH, 
KECA-TV, KTLA and KTTV will 
carry two, and KHJ-TV, KNXT_ 
and KLAC-TV will each carry one 
program. Enterprise Advertising 
Agency, Los Angeles, is the agency. 


‘Gazette’ to Increase Rates 
Effective Jan. 1, 1954, the Sche- 
nectady Gazette will increase its 
flat agate-line rate from 16¢ to 
18¢. | 
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WBAL’s sister statio: 


WBAL 


salutes 


on the completion of 
eighteen consecutive years of 


“Your Esso Reporter” 
on Maryland's only 50,000 watt station. 


> Greetings, too, to Marschalk and Pratt who during 


all these years have quarterbacked this powerful 


. for Esso dealers in this area. 


of helpi» :f 


\L-TV is equally proud of its selection to 
ter—TV’, now completing its second year 


rease Esso sales in this area. 


3AL—Baltimore, Maryland 
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EX-PRESIDENTS AT JUBILEE—When the Industrial Marketers Club 
of St. Louis held its reunion jubilee dinner Sept. 22, one table 
consisted wholly of past presidents. From left to right they are 
C. C. Tapscott, v.p., McQuay Norris Co.; Anthony Neher, ad 
manager, Century Electric Co.; Oakleigh R. French of Oakleigh 


ing; R. S. Bayer, O. R. French & Associates; L. C. Dobrunz, ad 
manager, Wagner Electric; Roland Sturhahn, St. Louis Labora- 
tories; Oliver Life, Oliver Life Advertising Agency; John Gilbert, 
Gilbert Hardware Co., and George Sears, McGraw-Hill Publish- 
ing Co. More than 40 out-of-town members and former mem- 


R. French & Associates; C. W. Bolan of Chas. A. Bolan Advertis- 


bers also attended. 


FAR AFIELD—Draped in leis, Sterling Peacock, v.p. of N. W. Ayer & Son, Phila- 

delphia, was greeted at the Honolulu airport by Clyde Doran (left), Honolulu dis- 

trict sales manager for United Air Lines, and Jim Smith, Ayer’s Hawaiian representa- 

tive. Mr. Peacock flew to Hawaii for an advertising conference for air and ocean 
carriers serving the islands. 


ABILITY—Cindy Wood, Philadelphia, has 


_—>, 
COCKTAIL KICK-OFF—Meeting at a Beverly Hills Hotel gathering for all personnel esd 
of the Colgate Comedy Hour show on NBC-TV are (left to right) Joseph McConnell, 


; : ns ver“ : : : LOW MAN WINS—Accepting the big golfing trophy at right is Orrin Eames, Hay- won the Miss Sweater Girl title for her 
cao ‘ted te ‘tn ae, Oconee aa i a “ p cagph co pow wood Publishing Co., Chicago, who was low man for Chicago's t.f. Club at the “ability to wear a wool sweater as all 
Rolland Taylor advertising ‘eae for Colgate ; advertising agency golf outing. Handing over the prize is William S. Wade, women of taste and fashion discrimination 


would like to look.’ The Wool Bureau and 
National Knitted Outerwear Assn. spon- 
sored the queen. 


Traffic Service Corp., who is president of the Chicago t.f. group. 


Nalher) 
Peli 


Mpitdy oa 


PACKAGING TREND—With the holiday season fast approaching, shaker type decanter for James B. Beam Distilling Co.’s bonded 
distillers are going all out for decanter gift packaging. Among whisky, and cut glass decanters for American Distilling Co.'s 
the entrants are (left to right) a “Hospitclity Decanter’ for Bourbon Supreme, a straight whisky, and Guckenheimer, one of 
Hiram Walker Inc.'s Deluxe straight bourbon whisky; a cocktail American's best selling blends. 


AWARD FOR PAEPCKE—Scene: Luncheon of Artists Guild of Chicago. Occasion: 

An award of a gold brush for outstanding achievement for service in the cause of 

arts. Star: Walter Paepcke, chairman of the board and chief executive officer of 

Container Corp. of America, shown making his acceptance remarks. Onlookers in- 

clude (from left) artists Joe Ibe, Cal Dunn and James Lentine, the latter president 
of the Chicago Artists Guild. 


~ | , ee oe ; f 
FROM ALL OVER—Representatives from all parts of the country Ralph G. Hemming, Columbus Dispatch; Robert Jobson, O&O, ‘ al eer ar is | as. _ 
and even Hawaii were on hand for the 7th annual O'Mara & Detroit, and A. J. Flanagan, Newark News. Seated (left to right) 5 . oh is Sees oe Yu ee 


Ormsbee national managers meeting in Chicago. Standing (left are Philip Cottrell, Cincinnati Times-Star; Raymond H. Rhodes, 
to right) are J. T. Ritter, O&O, Chicago; Kenneth Dennett, mana- director of research, McClatchy Newspapers; A. B. Wallace, a ~ , 

ger of the Chicago office; John Eggers, sales manager, New Oregon Journal; Wesley Hanford, Washington Star; E. C. Smith, WITH CLIENT AND STAR—Partners George Stern (dark suit) and Leon Lewis (right) 
York office; R. A. Bates, O&O, Chicago; F. W. Noble, los Ange- Montreal Star; J. R. Beemiller, Wichita Eogle; A. F. Hall, Mil- of Cruttenden & Eger, Chicago, held an open house for their clients and friends 

les Mirror; J. W. Zally, O&O, Chicago; D. E. Nichols Jr, O20. waukee Journal; J. R. Doig, president of O&O; David A. Lindsey, @ week ago in new offices at 180 W. Washington St. Among the agency's guests 
Chicago; Nerman Saukerson, Milwavkee Journal; Richard Me Omaha World Herald; Preston Roberts, manager of the O&O were Seymour Mintz (left), advertising v.p. of Admiral Corp., and Carmelita Pope, 
lean, 0&0, New Yerk; Ned Phillips, Honelulu Star-Bulletin; Detroit office, and A. O. Windell, Seattle Times. star of the “Dewn You Go” TV network show. 
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look at the opposite page? 


Because, as Advertising Age knows: Nothing interests people like themselves! 


O DOUBT, again this week, you scanned 

the opposite page with interest. Looking 
for names you know. Looking, maybe, for men- 
tion of yourself. 

Names —especially in your advertising frater- 
nity—make up the “best-read” page in almost 
any book of the trade. 

And nobody knows it better than Mighty 
METRO. 

Nothing interests people like themselves is the 
big basic truth that makes Mighty METRO your 
biggest basic buy in Sunday magazines today. 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 


CLEVELAND Plain Dealer Pictorial Magazine 
DES MOINES Register Picture Magazine MINNEAPC 


Metro’s set-up, remember, is based on this 
local, close-to-home interest. 

Unlike other Sunday media, Mighty METRO 
is not a nationally-syndicated, centrally-edited, 


single magazine issued coast-to-coast. 


Rather, it is 27 different magazines; each 
a locally-edited “key to the city”, each with 
“home-town” stories—as well as those of uni- 
versal interest, each part and parcel of a top 
newspaper. 

Result is Metro Sunday rnagazines rate “best 
read”. Retail ads and national ads get tremen- 


MILWAUKE >urnal 


Picture Roto Magazine 


dous attention... get unbeatable action for all 
advertisers. 

Put this network all together and you have 
the most sensational Sunday magazine circula- 
tion in the world—over 14,000,000 every week 
and 35,000,000 readers! 

It’s all right there in your major markets — 
giving you advertising dominance where domi- 
nance pays off. 

Look into Mighty METRO and you'll see 
nothing sells people like METRO because 
nothing interests people like themselves. 


35,000,000 
READERS 
EVERY SUNDAY 


; ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch — Pictures 


and/or Herald Rotogravure Section DETROIT News Pictorial NEW ORLE’ cayune é States — Dixie ST. PAUL Pioneer Pictorial 
BUFFALO Courier-Express Pictorial and/or Free Press Roto Magazine NEW YOR? roto Section SEATTLE Times Pictorial Section 
CHICAGO Tribune Picture Section HOUSTON Chronicle Rotogravure Magazine PHILADELP + Magazine — Today SPRINGFIELD Republican Rotogravure Section 


CINCINNATI Pictorial Enquirer 


Metro Group Editorial Bureau (t 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 + SAN 


INDIANAPOLIS Star Magazine PITTSBURG 
LOS ANGELES Times Home Magazine PROVIDEN: 


-to Magazine 


* Sales Offices for Metro 


SYRACUSE Post-Standard Pictorial Gravure Magazine 


Magazine — The Rhode Islander WASHINGTON Star Pictorial Magazine 
MUrray Hill 9-8200 


sines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
'SCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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Marshall Field Sells Mills 
Marshall Field & Co., Chicago 
department store, has sold its tex- 
tile manufacturing division, Field- 
crest Mills, for an undisclosed 
price. The property was purchased 
by a group of eastern financiers 
headed by John P. McGuire and E. 
Stanley Klein of John P. Maguire 


& Co., New York factoring firm. 
The new owner took over Oct. 1. 


F&S&R Appoints Gibbs 

William Gibbs, formerly of the 
Jam Handy Organization, has 
joined Fuller & Smith & Ross, New 
York, as assistant production su- 
pervisor for television films. 


WHBF 
+ CBS 


| i \ 


Adds up to — 3 
STRONGEST RADIO 
COMBINATION IN 
THE QUAD-CITIES 


etc? rp 


“Ttco BUILDING, ROCK ISLAND, 1LLINOIS 
Represented by Avery: Knodel, Inc. : 


Frigidinnzr Opens Campaign in Baltimore 


PHILADELPHI’, Sept. 29—Frigi- 
dinner Inc., maker of pre-cooked 
and pre-frozen dinners, will break 
into the Baltin ore market on Oct. 
12 with an intensive radio, televi- 
Sion and newspaper campaign. 

This will mark the company’s 
first regional entry into the retail 
field. Original!y, Frigidinner had 
decided on testing the retail field 
in Philadelphia but later changed 
to Baltimore. 

The company will introduce its 
full-color packages of spaghetti 
and meat balls and its beef stew 


casserole packages in aluminum) 
platters, and its frozen minute 


steaks. 


® Distribution has been arranged 
through all supermarket chains 
and about 1,100 independent groc- 
ers, Jack Fisher, president, told 
AA. He said Frigidinner plans its 
advertising budget on the basis of 
5% of anticipated sales, or about 


$40,000 a year. Initial advertising 


contracts will run for 13 weeks, 
with options for renewal. 

Spots have been taken on 
WFBR, WCAO, WBAL and 
WMAL-TV. A 1,500-line ad also 
has been prepared by the agency, 
Albert Frank-Guenther Law. The 
ad, however, is being held for re- 
lease later in the campaign. 

Mr. Fisher told AA the company 
will move into other markets when 
Baltimore is 
up.” 


Caloric Pushes Gas Ranges 


Caloric Stove Corp., Topton, Pa., 
in the Sept. 28 issue of Time 
‘ran a four-color spread supple- 


|menting its new promotion of Bas | 


ranges and clothes dryers. Addi- 


tional insertions are planned for 


the remainder of 1953. Headline in 
the first Time ad was “Only 
Gas Does So Many Things Well. * 


The some spreed will appear aS | Saturday Evening Post and U. S. News & 


| World Report, plus insertions in Automo- 
| tive News, Motor, Motor Age and Oil & 


part of a four-color insert in Elec- 


trical Merchandising. Geare-Mars- 


‘ton, Philadelphia, is the agency. 


“completely sewed 


ARTHUR D. TILTON 
New England Sales 
Manager for the 
Quaker Oats Co. 


“WHOLESALE Sales Figures Can Lead You Astray 
when you're figuring WHERE and HOW MUCH to advertise, 


UNLESS... 


_ unless you know the distribution varia- 


“So, as not to overlook the full, 


sales potential of the 


retail 


Worcester market 


A new era in beerings is taking shape 
new 
wvatTtT 
BARREL 
BEARING 
now ovaitabte in volume! 


a, ROLLER GEAaeNee 


EXPANDED CAMPAIGN—In an expanded 
campaign in both consumer and trade 
publications, the Hyatt bearings division of 
General Motors Corp. has scheduled ads 
like this in Business News, Fortune, The 


Gas Journa!. D. P. Brother & Co., Detroit, 
is the agency. 


‘American Builder’ 
to Publish Three 


Regional Editions 


CuicaGo, Sept. 29—C. J. Wage- 
man, publisher of American Build- 
er, announced today that begin- 
ning with the January, 1954, issue, 
the magazine will be published in 
three regional editions, Northern, 
Southern and Western. 

Each edition will carry a 32- 
page section featuring light con- 
struction in its own area, with lo- 
cal news, weather reports and re- 


gional homes given the spotlight. 

The regional editions will not be 
sold separately to advertisers at 
this time, but users of space will 
be offered an opportunity to use 
split-run copy testing. 


® Mr. Wageman said that because 
of geographic variations in resi- 
dential and other light construction 
projects, the addition of the re- 
gional sections is expected greatly 
to stimulate interest among build- 
ers in these areas. He forecasts a 


tions of your local markets. And yeu can 
appraise those variations to give the true 
picture of any single market”, says Arthur 
D. Tilton. 


“For example: the Worcester, Massachu- 
setts market ranks 26th in the United States 
in Retail Grocery Sales . . . yet, because two 
of the leading grocery chains (First National 
and A & P) with over 70 stores in the 
Worcester market, have their warehouse and 
distribution centers outside of the key 
Worcester area, the wholesale volume of these 
major chains does not show up in Worcester’s 
wholesale figures. 


when we are planning newspaper advertising 
campaigns, we always add a proper percent- 
age to our actual wholesale figures to com- 
pensate for what the figures don’t show.” 


Local Level Knowledge Is A Must For Top 
Level Advertising Decisions 


@ This advertisement is published in the 
interests of fuller understanding of the 
WORCESTER, Massachusetts market, by 
the Worcester Telegram, the Evening Gazette 
and the Sunday Telegram. George F. Booth, 
publisher. Circulation daily, 154,490; Sun- 
day, 104,308. 


substantial increase in circulation 
asa result. 
| Another important development 
|is that the April issue, devoted to 
/catalog and directory information, 
will carry dealer listings for the 
first time, enabling contractors to 
locate nearby sources of supply for 
branded products. The dealer di- 
rectory section is expected to in- 
clude many thousand names. 
Beginning with the March issue 
| the “Light Construction Merchan- 
| diser,” which has been sent to 
dealers and distributors in the 
‘building field for the past year, 
will have an increase in circula- 
tion to 33,000, including every 
| lumber and building material deal- 
'er in the country. This publication 
digests advertisements in Ameri- 
can Builder, and offers informa- 
tion on other merchandising aids 
| available in the field. 
' A new rate card is being an- 
'/nounced by American Builder, ef- 
fective with the March, 1954, is- 
sue. The new minimum page rate 
is $850. 


Stewart-Warner Plans Ads 


Stewart-Warner Electric, radio, 
television and electronic products 
division of Stewart-Warner Corp., 
Chicago, has scheduled a heavy 
consumer magazine advertising 
schedule for the fourth quarter of 
1953. Consisting of a series of 38 
reverse plate ads of varying sizes 
to appear over an 18-week period, 
the ads will run in Collier’s, Life, 
Newsweek, The Saturday Evening 
| Post and Time. Each ad will illus- 
| trate, in scratchboard technique, a 
current TV model in the Stewart- 
Warner line, centering around an 
‘outstanding feature of the chassis. 
_O’Grady-Andersen-Gray, Chicago, 
iis the agency. 
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' Cleveland district, 14% in the Bos- 


Advertising Age, October 5, 1953 


Department Store Sales... 


Volume Gains 6% in Mid-September 


WASHINGTON, Sept. 29—FEastern | 
and midwestern cities showed sub- | 
stantial gains in department store 
sales for the week ended Sept. 19, 
while sales in the West and South- 
west declined. 

Reports to the Federal Reserve | 
Board showed gains in the East | 
ranging as high as 33% from the | 
same week of September last year, 
and some losses of more than 20% 
in the West. For the country as a 


DEPARTMENT STORE 


> SARES INDEX... 


1947-49 equals 100 


Week to Sept. 19, ’53*p120 


Week to Sept. 20, °52*..112 
Week to Sept. 12, 53*..102 4 
Week to Sept. 13, °52*..114 [a 


Week to Sept. 5, ’53*..101 
Week to Sept. 6, ’52*.. 


pPreliminary. 
*Not adjusted seasonally. 


whole, however, there was a gain 
of 6%, considerably better than 
in recent weeks. 

Among the 12 districts, a 17% 
sales gain was registered for the 
latest week in the Philadelphia 
area, and sales were up 16% in the 


ton district and 10% in the New 
York and Minneapolis areas. Sales 
were down 3% in the Far West 
and the Southwest, and 5% in the 
Kansas City district. 


% Change from ‘52 


Metropolitan Areas 


po . , —l —10 0 
. ae 31 —!0 —27 
Fort Worth ................. _ _ 
Houston ......... oad 12 —15 3 
San Antonio .......... as 19 —1§ «9 
San Francisco District 2-18 = 3 
Metropolitan Areas 
Los Angeles ..... 32 —17 —3 
Downtown Los Ange- 
ae ; ; 8 —l1 —2 
Westside Los Ange- 
2 ae ae ae inves 62 —28 4 
San Diego .............. - 28 —25 
San Francisco-Oak- 
SOIT. cesinicasichins . 12 —15 5 
San Francisco City 14 —14 11 
Oakland City .... 7 —1 —8 
POTIOIG ocecesescesees: 3 «3 — 
Salt Lake City . 8 —23 —23 
0 eee 21 —22 —1 
BPGKENE ....600<.:.0 10 —26 —3 
r—Revised. 
*—Data not available. 
Reed Named Howard Rep 


Howard Publishing Co., Chicago, 
has named Richard L. Reed New 
England representative for its 
three publications—American Pa- 


per Merchant, Paper Film & Foil 
Converter and The American Box- 
maker. Formerly, he was New 
England representative for Leb- 
har-Friedman Publications, New 
York, publisher of Chain Store 
Age. 


Two Open Dayton Agency 


W. James Bridges, formerly in 
charge of the Dayton office of 
Guenther, Brown & Berne, and 
Jack C. Sharp, formerly operator 
of his own Cincinnati agency, have 
established a new agency in the 
Callahan Bldg., Dayton. 


‘News-Press’ Names Sullivan 


Charles F. Sullivan, formerly 
classified advertising manager of 
the Free Press, Colorado Springs, 
Colo., has been appointed classi- 
fied advertising manager of the 
News-Press, St. Joseph, Mo. 


Joins Sherman & Marquette 

George Finley, previously with 
Young & Rubicam, has joined 
Sherman & Marquette, New York, 
as an account executive on Col- 
gate-Palmolive-Peet’s Halo sham- 
poo. 


Booth Joins Sauer Co. writer of Cronin & Co., Hartford 
James J. Booth, formerly ac-|48ency. 


count supervisor of Rhoades & 

Davis, Los Angeles, has been} 4 
named general sales manager of YONNE 
the C. F. Sauer Co., Richmond, Va., 1s 


importer and manufacturer of food 
specialties. He was at one time 
director of merchandising for the 
Tea Bureau, New York. 


Ward Joins Collins & Aikman | ele 

Craig Ward has been appointed | i 
assistant to the advertising and) 
sales promotion manager of Collins 
& Aikman Corp., New York maker elele 
of automobile and furniture up-| = 
holstery fabric. He was formerly | | 


with Kudner Agency. 


Rector Joins Harry Packer 

Kenneth B. Rector, formerly in 
the sales and operations division of “ : : 
Central Outdoor Advertising Co., tabulations of grocery store inventories. 
Cleveland, has been named man- | Ask about your product in the No. 1 Tes! 
ager of the Utah division, Harry H. | Tw" for “Metropolitan NEW YORK. 
Packer Co., Salt Lake City outdoor! BAYONNE CANNOT BE SOLD 
plant operator. | FROM THE OUTSIDE 


Suis tides Chetek At ‘THE BAYONNE TIMES 


| BAYONNE, NEW JERSEY 
Robert P. Evans, formerly on} NATIONALLY REPRESENTED BY 
the editorial staff of the Hartford | 


He's out on another survey, making weekly 


Week Ended 
Federal Reserve Sept. Sept. Sept. 
District, Area, and City 5 12 19 
UNITED STATES ............ 1 —ll 6 
Boston District ................. —i9 —6 4 
Metropolitan Area 
Lowell-Lawrence ... —12 16 10 
Cities 
Downtown Boston . —22 —9 14 
BOCIBTIGIS oecsccssccssens 0 9 30 
Providence ...................5 —38 7 17 
New York District ..... —l7 r—i2 10 
Metropolitan Areas 
SS eee ne 10 r—10 17 
Rochester ......... ww. 13 15 16 
Syracuse . , ri 2 vi 33 
Cities 
New York ..... —21 —14 6 
POINTE ocisicecicsiscerrmiersins —24 —9 14 
Philadelphia District .. —1l —22 17 
City 
Philadelphia ............. . —14 —25 20 
Cleveland District 4-7 16 
Metropolitan Areas 
Akron 6 —19 13 
Cincinnati , 4 -—6 9 
Columbus a 10 4 19 | 
Toledo ... cht a . . * | 
Erie . ‘ —3 —9 8 | 
Cities 
Cleveland ‘ —3 —7 14 
Pittsburgh 10 —13 12 
Richmond District .... —Tt r—13 9 | 
Metropolitan Areas | 
Washington 8 6 9 
Downtown Washing- 
ton ‘ 14 —13 9! 
Baltimore —10 —23 12 
Richmond .... 3 —ll 6 
Atlanta District ........ 7 r—ii 2) 
Metropolitan Areas 
Birmingham —6 -11 -2 
Jacksonville 3 —19 7 
Miami 25 —20 7 | 
Atlanta 3 1 5 
Augusta 11 —31 17 
New Orleans 16 14 7 
Nashville 2 133 —3 
Chicago District —2 r—6 6 | 
Metropolitan Areas 
Chicago a 5 —H 5 
Indianapolis —4 4 4 
Detroit 2 13 8 
Milwaukee —h 0 12 
St. Louis District —i —tll 1 
Metropolitan Areas 
Little Rock 3 —3 —28 
Louisville 2 —12 0 
St. Louis 3 —9 + 
Memphis 8 —27 6 
Minneapolis District 5 = 10 
Metropolitan Areas 
Minneapolis-St. Paul . . ° 
Minneapolis Cits pj 3 14 
St. Paul City . ° a 
Cities 
Duluth-Superior 18 —3 4 
Kansas City District 9eo —5 
Metropolitan Areas 
Denver 15 —ll —8 
Topeka 4-3-8 
Wichita oi 14—ll -2 
St. Joseph .... , 5 —3 —1 
Oklahoma City .. , 1—19 —7 
Tulsa 1 —7I —5 
City 
Kansas City ‘ 7 —8 —3 
Dallas District janie 1-13 —3 


Courant, has been named a copy- & MARTIN 


|BOGNER 


YOUR GIFT! AN ACTUAL $10 VALUE! 


AMAZING PRE- 


CLIP B 


GIMMICKS « G 


Gip Book of Ready-To-Use Art 


REORDER BY NUMBER @ No 123 © $2.90 


OCCUPATIONS - O 


Clip Boek of Ready-To-Use Art 
COoPvelemr 1952 
MARRY VOLK JR. ART STUDIO 
CENTRAL BUTLOING, ATLANTIC ClTY N 4 
Reproduction lor Resyndiation js Prohibited 
Re@RDER BYNwMAER + No (jl!) + $750 


AK OOAD 


Save Time and Money! Just Clip and Paste! 


That's right! You get all four 
of the “Clip Books” illustrated 
in reduced size above—total 
value, $10—to clip and paste- 
up for offset or line engravings 
.. . for your direct mail, cir- 


|culars, folders, house organs, 


newspaper and trade paper 
advertisements. 

Each book is in handy 5 x 8 
size, has twelve one-side pages 


‘and dozens of sharp black- 


and-white drawings. There 


7\ are a total of 500 art proofs in 
jet black ink on slick ‘‘Krome- 
3| kote”’ stock. All drawn to put 


snap and sparkle in your “low 
budget” jobs. 

Now, even a novice can turn 
out slick paste-ups with this 
free collection of ready-to-use 
art! You merely select the 
drawing you need to dress up 
an ad, then clip it and paste it 
in position. The original art is 
in several convenient sizes! 


NO “EXTRA’’ REPRODUCTION FEES 


Best of all there are no re- 
production fees! You may use 
whatever you wish, wherever 
you wish, whenever you wish. 
No ifs...noands...no buts! 

As a matter of fact, this gift 
collection of spot drawings is 
so useful and thrifty that you’ll 
want to start a regular library 
of ready-to-use art. And that’s 
where our new monthly serv- 
ice comes in! 

Each month we’re drawing 
two new Clip Books of Ready- 


To-Use Art. Each and every 
month this new service brings 
you two brand new Clip Book 

with dozens of smart new il- 
lustrations. Yes, these book 

are also 5 x 8 to help you com- 
plete your desk-top library o! 
pre-drawn art. 


FRESH, NEW ART EVERY MONTH 


Each and every montii you'!! 
receive two of these wonderful 
Clip Books, each ona different 
classification. They’re easily 
worth $15 a month. They'd be 
a bargain at $10. But thes 

Only $4.95 a month. And 
ship postpaid. Yes, a litt)> mor 
than a dollar a week is i 
thrifty library of read ‘ 
art. Use just a single ! 
and you’ve more thar 
a month’s subscriptio: 

You'll want to tes? 
service in your own « f 
so you may enter a lim. ted ti ia i 
subscription with the 
of cancelling at the e 
first month or any s' 
month. 

That’s right! You ge 
gift books—The Men 
Gimmicks and Occu 
without cost with y 
subscription to the C 
of Ready-To-Use . 
may cancel anytime- 
ately, if you wish. 

Simply clip, fill in 
the coupon at lower 
day! It will save you 
money! 


useful 
spotlights, etc. 


DRAWN 
OOKS 


y 


THE MEN 
Clip Book of Ready-To-Use Art 


REORDER GY NUMBER @ Ho 184 @ 6450 


48 One-Side Pages, 500 Art Proofs FREE! 


The four Clip Books, pictured above in re- 
duced size, contain 500 time-and-money-saving art 
proofs. Printed on slick Kromekote, in handy 5 x 8 
size, each book has 12 pages, printed one side. 
Here’s what you get as a gift: 
THE MEN — 163 black and white proofs of men 
running, walking, pointing, etc. Realistic, decora- 
tive, humorous techniques. 


WOMEN — 135 black and white art 


ilar in content to The Men. 
GIMMICKS — 142 black and white art proofs of 
Cartouches, 


advertising gadgets. 


OCCUPATIONS - 


HARRY VOLK JR. ART STUDIO 
600 CENTRAL BUILDING, ATLANTIC CITY, 


Please rush my Gift copies of The Men, Women, 
Gimmicks and Occupations free of extra cost in con- 


junction with a trial subscription to 


of Ready-To-Use Art” at $4.95 a month, postpaid. 
We reserve the right to cancel at the end of the first 


month or any succeeding month. 
Firm .. 

Attention of .. 

Address 


60 black and white art proofs 
of doctors, nurses, teachers, policemen, firemen, etc. 
All four of these books—valued at $2.50 each or 
$10 in all—are yours as a gift just for trying a 
single issue of our monthly service of pre-drawn 
art. Send for your free set today! Send no money- 

just use coupon below. 
UNCONDITIONALLY GUARANTEED —-to save 
you time and money! If you are not completely 
satisied at any time, merely return the books and 
we'll cancel the charges or issue a prompt refund. 


Now Used 
Successfully 
By Many Top 
Advertisers! 


Abbott Kimball 
Advertising Publications 
Aluminum Goods Mfg. 
American Family 
Arizona Public Service 
Bogell and Jacobs 
Brown & Bigelow 
Chicago Tribune 
Colgate, Palmolive Peet 
Congoleum-Nairn 
Continental Casualty 
Curtiss Candy Co. 
Reuben H. Donnelly Co. 
G-E Appliances 
Georgia Power Co. 
Gestetner Duplicator 
Gibson Art Company 
Kansas Power & Light 
KLAC.-TV 

Lennox Furnace Co. 
Match Corporation 
National Safety Council 
Osborne Company 
Pan-American Life Ins. 
Paper Mote Company 
Pitney-Bowes 

Popular Mechanics 
Postal Life Insurance 
Revion Products 

Thor Corporation 
Underwood Typewriter 
United Cigar-Whelan 
Universal-int, Pictures 
Badillo, Puerto Rico 
Borman, Turkey 
Chavonnes, Switzerland 
Regiomontana, Mexico 


WANTED: 


Representatives 
and Artists 


Salesmen now 
calling on agen- 
cies, national ac- 
counts, lithog- 
raphers, etc., 
write for details, 
advising territory 
covered. Always 
looking for fresh, 
new talent, we 
invite samples 
from Artists who 
free-lance in 
b & w 


proofs. Sim- 


frames, 


: SEND NO MONEY! MAIL THIS COUPON NOW! ! 


NO-RISK 
GUARANTEE 
If not delighted 
return all books 
within 10 days 


N. J. 


“The Clip Book 
Subscription and 
charges will be 
cancelled 
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ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
CAN YOU WRITE FOR MUSICIANS? 
We don’t mean jive lingo, or program 
notes for the Philharmonic—just clear, 
straight-forward, imaginative prose to 
help merchandise America’s most up-and- 
coming line of wind instruments. Prefer 
young man or woman well versed in 
wholesale and retail merchandising—ad 
layout, production experience helpful but 
not essential. Location one hour from 
Chicago, good starting salary, unlimited 
opportunity for advancement with young, 
aggressive firm. Write giving full back- 
ground and salary: required. 
Box 5954, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ARTIST for TENNESSEE AGENCY 
$6000-$8000. Must do comps and finish. 
Several other artists on staff. Good chance 
for permanent connection, pleasant sur- 
roundings, advancement. Must see your 
samples and past experience listing. Write 

Box 5955, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Ill. 


PROMOTION MANAGER... . 1 br 


with broad 
experience, fresh ideas, outstanding abil- 
ity desired by WFMY-TV, Greensboro. 
This well established station needs a 
person who can plan and execute overall 
promotion of programs, station and mar- 
ket on local and national level. Good 
salary for right person... . opportunity 
to build department. Apply by letter only, 
giving full details about training and ex- 
perience, references and a small photo. 
AGENCY ACCOUNTANT 
Must be experienced in advertising agency 
bookkeeping and billing. Chicago office 
of large national agency. Job will grow 
with expansion of this office. Write stat- 
ing experience, age, and family situation. 
Box 5964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 
SUBSCRIPTION FULFILLMENT MANA- 
GER for national publisher located Chi- 
cago. Thorough knowledge ABC and all 
phases of fulfillment work. Salary open. 
Write fully, outlining business experience. 
References. 
Box 5958, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


| farm 


HELP WANTED 


ADVERTISING COPYWRITER AND 
IDEA MAN wanted by progressive, me- 
dium-sized St. Louis agency with sub- 
urban offices. Must be experienced in 
writing trade paper ads and folders. Good 
opportunity. Secure future. Congenial at- 
mosphere. State experience and starting 
salary. 

Box 5961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-442 
BANKERS BLDG. 
ADVERTISING SALESMAN WANTED. 
Good opening experienced business or 
paper salesman mid-west states— 
work out of Chicago. Give full particulars 
and references in letter—held in strict 

confidence. 

Box 5959, ADVERTISING AGE 
200 ©. Illinois St., Chicago 11, Ill. 
POSITIONS WANTED 
ADVERTISING & PUBLIC RELATIONS 
Executive with extensive background pro- 
moting consumer and industrial products. 
Can visually present ideas through fin- 
ished layouts and coordinate effective 
advertising. Returning from Europe by 
mid-October. Interested in bonafide op- 
portunity requiring ability and integrity. 
Box 5963, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


DIRECT MAIL - COLLATERAL 
Can write & art-direct your booklets, 
folders, etc. with “sell” & imagination. 
In charge $400,000 budget for top Chicago 
firm past 6 yrs. Desire connection with 
agency or mfr. Exceptional samples, 

Box 5952, ADVERTISING AGE 

200 F.. Illinois St., Chicago 11, Ill. 


4 
CHICAGO 11, ILL. | 


WANTED 
ACE, top retail, cor- 

experience, first- 
illiy adept at hard 
ht whimsical touch, 
ection that requires 
talent and craft- 
v, or copy/contact. 
including approxi- 
si such, replies guar- 


Box 5965, Al) VERTISING AGE 
200 E. Illinois , Chicago 11, Il. 
EASTERN KI PRESENTATIVE 
For Busines:-Paper Publisher _— 
Experienced form:: advertising executive 
of institutional bu ness paper in the East 
available for adve:'tising coverage of the 
territory on suita! basis. Arrangements 
can be made for office and telephone 
service if desired. *miliar with East from 
Boston to Washington, especially New 
York and vicinity 
| Box 5966, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


POSITIC .- 
CONSUMER COP 
porate and news 
class idea man, 
selling punch ani 
wants agency c 
and rewards sta: t 
manship. Creativ: 
Please give full dad 
mate salary range 
anteed a responsi 


INDUSTRIAL COPYWRITER 
With extensive successful experience in 
all phases of industrial advertising. Ads, 


brochures, catalogs. direct mail, publicity, 
| displays, planning, ,esearch. Available for 
progressive Chicago agency. Age 29, 
| family. 
Box 5956, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL. = 
ADVERTISING - SALES PROMOTION 
| Young, aggressive Advertising and Sales 
| Promotion Manager seeks greater respon- 
| sibility, more promising future. Persona- 


| ble, versatile, a real producer. Present 
|6-figure budget includes national, trade 
paper, cooperative dealer advertising. 


Solid experience in direct mail, catalogs, 
| house organs, sales bulletins, distributor- 
ealer sales helps. Age 33, college grad, 
married. Now in Ohio, but willing to 
relocate. 
Box 5953, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 


EDITOR AND PUBLISHER'S AGENT cov- 
ering New York area. Wide experience on 
both trade and consumer papers. Handle 
news events and special features. Service 
advertisers if requird. Fee basis. 
Box 5957, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


NO ORDINARY WRITER! Retired (but 
not retiring) copy chief and v.p. of 4A 
Chicago agency seeks new Chicago con- 
nection or special assignments. Versatile, 
creative planner-writer of many import- 
ant national campaigns—now an excep- 
tional “buy” for some agency or adv. dept. 
Box 5962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WRITER, eyes 
RELATIONS M ; : 
Solid record for top-level production in 
both informative-article and promotional- 
copy areas, and executive-level selling. 
Possess resource of top contacts in several 
industries. Education includes engineer- 
ing.Prefer Chicago or Midwest. Available 
10-31. 
Box 5960, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


and salary requirements to 


Box 651 
200 E. Illinois St. 


OPPORTUNITY IN TEXAS 


for 


INDUSTRIAL 
ADVERTISING MAN 


Unusual opportunity in Great Southwest for completely 
dependable man with experience in industrial advertis- 
ing. Must have ability and willingness to work on a wide 
variety of jobs: space ads, catalogs, direct mail displays, 
manuals, movies, etc. Must know how to gather and 
organize sound selling information, and present in clear, 
concise copy. Engineering background is an asset, but 
not required. Heavy equipment experience preferred. 
Age 28-40. Position offers responsibility and opportunity 
to grow with a new, expanding advertising department 
in a large, growing company. Good starting salary and 
benefits. Please send résumé of education, experience, 


ADVERTISING AGE 


Chicago 11, IIl. 


MISCELLANEOUS 
CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 


“Never Underestimate,” etc. 
A WOMAN ADV. MANAGER! 


13. years advertising experience with 
agency, mfr., and retail operations. Com- 
plete knowledge mech. production and 
costs. Admin. of sales prom., publicity 
and direct mail. 

Box 654 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


EDITORIAL DIRECTOR 


We are looking for man to take active 
editing of our lead magazine and direct 
our other editorial operations. Besides ex- 
perience and editing ability, we need man 
who has initiative, ideas and follow thru. 
Position involves direction of what is now 
seven person department. Located in mid- 
west. Job now available. Box 655 ADVER- 
TISING AGE, 200 E. Illinois St., Chicago 
11, Ml. 


SALES 
REPRESENTATIVE 


Large direct maii advertising house 
desires to place a high-calibre rep- 
resentative in the Chicago market. 
Established territory. Applicant's 


background should include varied 
experience in direct mail advertis- 
ing, food merchandising and selling 
to executive personnel. Contacts to 
be made principally to industry 
concerned with food and drug prod- 
ucts. Earning potential in excess of 
$10,000.00 per year. Liberal draw- 
ing plus commission. Furnish chron- 
ology of experience, references. 
Principal of this firm will interview 
in Chicago week of October 19. 


Box 656 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Write telling us about yourself 


Unusual opportunity in a growing, ageressive Chicago 
design studio with a wide range of endeavor. 

The position requires a thinker with a solid background 
in art and typography, excellent taste, and 

broad experience in advertising production and product 
merchandising. Responsibilities will include the creation, 
direction, and production of thinking. An ability to 


train and inspire younger people is important. 


where you've worked 


and what you've done and why you want to come 
and grow with us. No phone calls or samples please. 


Warren Wetherell and Associates 
iE ® CHICAGO 11, ILLINOIS 


"19 NORTH MICHIGAN AVENL 


or Tobe’s - Niagara on the Lake, Canada | 


| 
| 


PUBLICITY MAN 
AVAILABLE 


Seasoned writer with strong sales pro- 
motion ability and technical background 
in chemistry, radio, electronics, gasoline 
engines. This successful PR man also 
an experienced industrial motion picture 
scripier. Box 648, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Il. 


COPY @¢ ART © TV @ RADIO 


Top creative men in these fields want 
free lance work. For estimates write: 
“Creative Clearing House," Box 649, 
801 Second Ave., New York 17, N. Y. 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 
Clem 


DRAKE PERSONNEL 


Suite 1009 
7 W. Madison + Financial 6-2100 - Chicago 2, III. 


1 to 100 
TYPISTS — STENOS 
SURVEY WORKERS 
AVAILABLE TODAY 


If you need typists, stenos or surve 
workers for 4 hours, a day, a week 
or longer, call Manpower, Inc. Use 
our employees in your office or ours. 
We operate on a quick call basis at 
low hourly rates. Manpower, Inc., 
the nation’s largest temporary help 
service. operates in Boston, Chicago, 
Clevelaiid, Cincinnati, Detroit, Mil- 
waukee, Minneapolis, New York, 
Philadelphia, Pittsburgh, Seattle, 
San Francisco and affiliated cities 
coast to coast. 

Call your nearest Manpower, Inc. 
office today for full details. 


COPY - CONTACT 


Wonderful opportunity for far- 
sighted young man with experi- 
ence who believes industrial copy 
can be fun, interesting and chock- 
full of the persuasion that beats 
“hard sell”; to work in an agency 
that believes in the same thing 
and enjoys profitable fun in prov- 
ing it. Should be under 30 and 
must provide evidence of ability 
to match his salary requirement. 


WESLEY AVES & ASSOCIATES, INC. 


Federal Square Building 
Grand Rapids, Michigan 


Wanted 
COPY WRITER 


Publisher of established and 
growing national magazine with 
headquarters in the East (not in 
New York) wants to add to the 
promotion staff of advertising 
department a man with a back- 
ground of successful experience 
in advertising or publishing. Re- 
sponsibilities would include 
preparation of all forms of pro- 
motion: sales letters and bro- 
chures, merchandising, trade ads, 
presentations. Preference for 
someone who knows selective 
marketing. Salary commensurate 
with ability. 
Box 653 ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


—"™— 


Carrying a Banner 
With a 
Strange Device? 


If “Excelsior” means more 
hay to you... and if you 
want to make more of it, this 
is to remind you that the sun 
is shining in Advertising 
Age’s classified columns. A 
“position wanted” ad may 
rake in plenty of excellent 
job offers for you. Try it 
and see. 


Advertising Age, October 5, 1953 


41 Stations Added 
to AT&T TV Cable 


for ‘Live’ Shows 


New York, Sept. 30—Forty-one 

additional video stations in 35 cities 
can now get “live” television pro- 
gramming. 
| These are the stations connected 
‘this month to the network TV 
facilities furnished by American 
Telephone & Telegraph Co., bring- 
ing to 199 the number of outlets 
served by AT&T’s coaxial cable 
and radio relay hookups, which 
now service 127 cities. Three Cana- 
dian stations are connected to the 
network via Buffalo. 

The expansion of the “live” 

facilities was made in time to en- 
able many additional stations to 
| carry the Gillette-sponsored World 
Series over NBC-TV. 
8 “We know from the number of 
inquiries we’ve received that the 
requirements for further extension 
of network service will continue,” 
A. F. Jacobson, director of opera- 
tions for AT&T’s long lines depart- 
ment, said. 

“In addition we are carrying out 
another big job in the television 
field—that of providing facilities 
to transmit programs in color. 
Tests conducted in cooperation 
with the television industry during 
|past months have indicated the 
Bell System’s ability to meet the 
requirements for color transmis- 
sion as they develop. But again, 
it will take lots of work and more 
plant.” 


| 
| 
| 


# Stations joining the “live” net- 
work. are WAKR-TV, Akron; 
WBES-TV, Buffalo; WTAO-TV, 
Cambridge, Mass.; WMT-TV, Ce- 
_dar Rapids, Ia.; WNOK-TV, Co- 
'lumbia, S. C.; WTVP, Decatur, III; 
KROD-TV and KTSM-TV, El 
Paso; WVEC-TV, Hampton, Va.; 


WARD-TV, Johnstown, and 
WILK-TV, Wilkes-Barre, Pa.; 
KCMO-TV, Kansas City, and 


KFEQ-TV, St. Joseph, Mo.; WILS- 
|TV, Lansing, Mich.; WLOK-TV, 
|Lima, O.; WRTV, Little Rock: 
WKLO-TV, Louisville; WKOW- 
|TV, WMTV, Madison, and WOKY- 
TV and WCAN-TV, Milwaukee, 
and WHBQ-TV, Memphis. 

| WTOK-TV, Meridian, Miss.: 
| WTCN-TV, Minneapolis; WMIN- 
| TV, St. Paul; KNOE-TV, Monroe, 
|La.; KOIN-TV, Portland, Ore.; 
| WNAO-TV, Raleigh; WREX-TV 
}and WTVO, Rockford, Ill.; WFSD- 
|TV, San Diego; KCCC-TV, Sacra- 
|mento; WSUN-TV, St. Petersburg; 
WICS, Springfield, Ill.; KVOA-TV 
}and KOPO-TV, Tucson; WMAZ- 
TV, Warner Robins, Ga.; WATR- 
| TV, Waterbury, Conn.; WTOB- 
|TV and WSJS-TV, Winston Salem, 
'N.C., and KIMA-TV, Yakima, 
' Wash. 


THIS WOMAN CAN 
FILL A MAN-SIZE JOB 


In top-ten agency, she’s been asst. 
and account exec. on two multi- 
million $ package goods accounts 
Originally headed research dept. A 
capable coordinator who likes people, 
she wants to be: (1) An account 
exec. in a good agency, (2) Assist- 
ant om a big account (with em- 
phasis on TV and radio), or (3) Ad- 
ministrative assistant to top agency 
executive or advertiser. 


Box 652, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y 


EX-MODEL WITH BRAINS 


Exp. in Research— 
TV Production and 
Group Coordination. 
Will trade enthusiasm 
and initiative for 

| worthwhile job 
opportunity. 


7 


Box 602, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 
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Advertising Age, October 5, 1953 


MEET MINNIE—Lillian Farmer of Los An- 
gees poses prettily in her role as Minnie 


the Mermaid, the living trademark for 
Woolsey Marine Paints, New York. She 
will serve as mermaid at the National 
Motorboat Show in New York next January. 


Bolling Names Three 


James M. McCann, manager of 
the Boston office of the radio-TV | 
station representative, has been | 
shifted to the New York office of 
Bolling Co. as an account execu- 
tive. He will be succeeded in Bos- 
ton by Richard O. Koenig, former- 
ly salesman for the New York 
Daily News. Coincidentally, Arthur 
J. Miller Jr., previously head of 
Bolling’s research department, has 
been added to the New York sales 
staff. 


Six Stations Join CBS-TV 

Six more stations have affiliated 
with CBS Television. They are, 
KGGM-TV, Albuquerque, N. M..,| 
which replaces KOB-TV as the 
CBS primary affiliate in that area; 
WPFA-TV, Pensacola, as a sec- 
ondary station; KZTV, Reno; 
WTSK-TV, Knoxville, as a sec- 
ondary affiliate, effective Oct. 1; 
KTAG-TV, Lake Charles, La., ef- 
fective Nov. 15, and WSTV-TV, 
Steubenville, O., effective Dec. 1. 


Los Angeles Agency Opens 

A new agency, Stromberger, La 
Vene & McKenzie, has opened 
temporary offices at 650 S. Grand 
Ave., Los Angeles. All three of the 
principals formerly were associ- 
ated with West-Marquis, Los An- 
geles. Ted Stromberger was a vV.p., 
and Norv La Vene and Don Mc- 
Kenzie were senior account execu- 
tives. 


has to be Geen 
to be used 


With display space ot a minimum in 


competitive markets, there's room 
for only the best display pieces. 
Point-of-sale material created and 
produced by The Chartmakers is 
your guarantee of getting premium 
display space for your products. 


@ counter cards @ shelf markers 
@ window streamers @ cord danglers 


@ package design @ posters, tags 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N_Y. 
MUrroy Hill 8.2760 


. Ekco-Foil 
/ packages of aluminum foil to the 


2 Join ‘Bottling Industry’ 


Jerry E. Stevens, formerly staff 
editor of the National Bottlers’ 
Gazette, has been named editor of 
Bottling Industry, New York, bi- 
weekly trade publication of the 
soft drink industry. Arthur E. Yo- 
halem, formerly automatic mer- 
chandising editor of the Bottlers’ 
Gazette, has been appointed execu- 


: tive editor of Bottling Industry. 


' Pushes Ecko-Foil to Trade 


Ekco Products Co., Chicago 
maker of housewares and com- 
mercial baking pans, between Oc- 
tober and December will use 12 
trade publications to push _ its 
pre-shaped pans and 


bakery, restaurant and food proc- 
essing industries. Dancer-Fitzger- 
ald-Sample, Chicago, is the agency. 


Lieblich Appointed S.M. 


Norman Lieblich has been pro- 
moted from assistant sales mana- 
ger to general sales manager of 
Kieley & Mueller Inc., Middletown, 
N. Y., maker of control valves and 
steam specialties. 


Brian Fabrics Names Agency 


Brian Fabrics Corp., New York 
maker of Brico scarves, has ap- 
pointed Tracy, Kent & Co., New 
York, to handle its advertising. A 
promotion this fall for Smokey 
Bear franchised items is planned 
(AA, Sept. 28). Magazines, trade 
publications and direct mail will 
be used. 


Agency Opens Branch Office 


Modesto Advertising Agency, 
Modesto, Cal., has opened a branch 
in Stockton, Cal., at 31 S. San 
Joaquin St. The Stockton opera- 
tion is in charge of Royer D. Sem- 
ple, who recently sold his own 
agency, Semple Advertising Agen- 
cy, Easton, Pa., and moved to 
Stockton. 


Stoddard Buys KATO, Reno 


KATO, Reno, has been sold by 
Ralph Wittenberg and Dr. Dana 
Little, both of Reno, to Robert L. 
Stoddard, station manager, subject 
to approval of the Federal Com- 
munications Commission. The sta- 
tion is affiliated with the Don 


‘Lee-Mutual network. 


Woodmasters Names Bayard 
Woodmasters of California, Bur- 
bank maker of Carv-All hard 
maple carving boards, chopping 
blocks and other woodenware ac- 
cessories for the home, has named 
Jere Bayard Advertising, Los An- 
geles, to handle its advertising, 
publicity and sales promotion. 
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TRADE-MARK 


YMBOL OF QUALITY 


The Champion Pape 


WHATEVER \« 


HAMILTC 


@ PAPER PROBLEM...!ITS A CHALLENGE TO CHAMPION! 


id Fibre Company srermier SaLes ornces 
OHIO 


New York * Chicago * Philadelphia * Detroit 
St. Lovis * Cincinnati * Atlanta * Dallas 
San Francisco * Distributors in every major city 
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Counsel for Duane Jones and Opponents 
Square Off for Appeals Hearing Oct. 9 


|(1) Mr. Jones repudiated a “sol- 
emn and unconditional covenant to 
'sell his stock to defendants.” (2) 
“consistently robbed the corporate 
till,” (3) “bribed clients’ agents in 
violation of Section 489 of the Pen- 
al Law” and attempted to pass this 
off as “finder’s fees for obtaining 
unspecified business,” (4) 
“charged his personal living ex- 
penses at the Ritz Towers to the 
company,” (5) committed “rank 
perjury” when he testified at the 
jury trial that he did not replace 
any of the nine executives who left 
him to form SB&W. 


(Continued from Page 1) 

a conspiracy aimed at ruining his 
agency business. Ten of 12 defend- 
ants were found to be involved, 
the jury clearing Don Gill, former 
v.p. at the Jones Co. who is now 
with Geyer Advertising, and Man- 
hattan Soap Co. 

The appellate division on May 11 
voted three-to-two to affirm the 
jury verdict, which awarded $300,- 
167 to Mr. Jones. The appellate 
bench declared that SB&W would 
be “primarily liable for the pay- 
ment of the judgment” and that 
“the individual defendants are en- 
titled to be reimbursed by it for 
any portions of the judgment 
which they personally may be 
compelled to pay.” 


a Mr. Cullom asserted that no 
conspiracy was proved against his 
clients and that since Mr. Jones 
“voluntarily resigned each and 
every account” in his shop as of 
Sept. 1, 1951, “he thereby aban- 
doned the eight accounts involved 
in this suit to the public domain, 
and every agency in America, in- 
cluding defendants, was free there- 
after to compete for the business.” 

Mr. Scheideler and the others, 
according to the brief, “entered 
into no agreement, understanding 
or conspiracy to injure plaintiff 
or to do any of the acts enumer- 
ated in the complaint. This testi- 
mony (offered by the defendants) 
is not contradicted.” 

The appellate division erred in 
reversing the jury trial decision 
|as to Mr. Burke and Mr. Hayes, 
while affirming it as to the other 
defendants, the brief continued. 
“The liability of the defendants is 
not several but joint...The com- 
plaint does not allege different 
wrongs by different defendants or 
groups of defendants, but rather 
the commission of a single tort by 
all defendants, acting in concert— 
a single conspiracy ‘master- 
minded’ by Burke...the appellate 
division was without power to re- 
verse as to some and to affirm as 
to others.” 


s It was expected that the Free- 
hill brief on behalf of Mr. Burke 
and Mr. Hayes will be filed before 
arguments are heard by the court 
of appeals as will reply briefs by 
both Mr. Pollack and Mr. Cullom. 

Following are the highlights of 
the main briefs already filed by) 
the latter two lawyers. Mr. Cul- 
lom’s brief runs to 113 pages, while 
Mr. Pollack’s is 96 pages. 


MR. CULLOM’S BRIEF 

A major point made by Neil P. 
Cullom, attorney for Scheideler, 
Beck & Werner, is that the appel- 
late division made two “incon- 
sistent” judgments: first, that 
Frank G. Burke Jr. and his com- | 
pany, Manhattan Soap Co., “en-| 
tered into no conspiracy with the 
Scheideler defendants and that in| 
transferring their business from) 
plaintiff [Jones] they committed | 
no wrong,” and “that the Scheidel- 
er defendants damaged plaintiff 
in the sum of $300,000 because 
they conspired with defendants 
Burke and Manhattan.” 

Mr. Cullom’s comment on this 
is that “these two irreconcilable 
judgments in one and the same | 
case cannot stand and the judg-| 
ment must be reversed.” 


® The Scheideler lawyer also told 
'the court of appeals that the defen- 
dants’ fiduciary relationship with 
the Duane Jones Co. ended on July 


s Actually, said Mr. Cullom, the 
Jones-Scheideler split resulted 5, 1951, “or at the very latest Aug. 
from Mr. Jones’ “habitual drunk- | 7, when the resignations of all de- 
enness,” which had “wrecked and fendants as officers and directors 
ruined the plaintiff's business and were tendered and accepted by 
doomed appellants’ hopes for the plaintiff.” After that time, he add- 
future.” ‘ed, Mr. Scheideler and the other 
What happened, he continued, | defendants were “free to compete 
was that after the Scheideler group with” the Jones agency. 
had seen their “recurrent hopes for, Mr. Cullom disputed the opinion 
reform” by Mr. Jones proved vain, of Justice Breitel of the appellate 
they found they “had nothing to division, “who apparently believes 
lose but their chains,” so finally on that once a fiduciary, always a fid- 
July 5, 1951, “they resolved to re- uciary. His position proceeds upon 
volt against their oppressor, re- the assumption that no change took 
sign and go their several ways.” place in the relation between 
Mr. Cullom also pictured Mr. plaintiff and defendants on July 5 
Scheideler and the other defen- and Aug. 7...Neither advertising 
dants as enduring “with patience nor any other business can be con- 
and long suffering, exploitation ducted on any such theory.” 
and oppression” at the hands of | 
Mr. Jones. “In lawless disregard of | 
their rights, they saw Jones take 
the money which they had earned | yersed because of Mr. Jones’ fail- 
for the corporation and which ure to prove the allegations of his 
rightfully belonged, in part, to complaint, because he failed to 
them as stockholders, and hand it prove he was “damaged at all by 
over to members of his family and 'defendants’ conduct,” because he 
to his drinking companions. He | failed to prove “fraudulent means” 
was a dictator who brooked no op- were used in the employment of 
position.” \former Jones Co. employes by 
SB&W, because the trial judge 
e Mr. Cullom declared that his| erred in the charge on the question 
clients were victimized at the trial| of damages, and because of the 
and the appeal to the appellate! conduct of Milton Pollack, trial 
division by the Jones lawyer, who |awyer for Mr. Jones, during the 
made “highly skilled and effective jury trial. 
use of invective and abuse—‘we | He accused Mr. Pollack of “an- 
were gutted’—plundered’—‘pil- | gry outbursts,” “studied disobedi- 
laged’—‘they rolled the drunk in | ence of the court's directions,” and 
the subway’—‘we are victims of a “provocative attitude toward the 
perfidy’—‘gross betrayal of trust.’| court and his adversary” which 
“Add to that,” continued Mr. “had the courtroom in an uproar” 
Cullom, “ ‘we believe in the Sev- and “prevented any calm and dis- 
enth Commandment’—and it be- passionate consideration of the 
came extremely difficult for court case on the merits.” 
or jury to deny plaintiff every- | 
thing it wanted.” |s Contending that the Jones Co. 
Mr. Cullom also asserted that failed to prove it was damaged by 


es Mr. Cullom further contends 
that the judgment should be re- 


its president’ 


the conduct of the defendants, 
Mr. Cullom -<sid Mr. Jones lost 
his accounts because (a) he re- 
signed then. voluntarily about 
Sept. 1, 1951. (b) he arbitrarily 


discharged ‘ve key executives 
without noti: 
(c) there wz 
at the Jones agency because of 
“habitual drunken- 
ention to business’; 
(d) “uncertainty and doubt of the 
future of the agency” was caused 
by Mr. Jones’ announcement on 
July 6, 1951, that he had retired 
from his agency. 

The brief said the trial judge 
made an error when he picked 
$98,000 as the figure in assessing 
damages against his clients. “The 
selection of the figure of $98,060 
was entirely arbitrary and finds 
no support in the evidence.” 


ness and ina 


® The lawyer also contended that 
no conspiracy by any two of the 
defendants was proved. “The court 
on ten different occasions charged. 
in effect, that the jury might find 
against all 12 defendants if it 
found that there had been a con- 
spiracy between any two. It was 
virtually the first and the last 
thing said by the court and its re- 
iteration undoubtedly had a con- 
trolling influence upon the jury. 
Under this charge none of the 12 
defendants had any real chance to 
escape...” 

He called the result “a ‘shot- 
gun’ verdict making no distinction 
between defendants who were 
attempted to be implicated and 
those who clearly were not.” 

Mr. Cullom asserted the com- 
plaint against his clients was ‘a 
skillfully contrived device which 
so commingles and confuses par- 
ties and causes of action that a 
fair trial was impossible.” 


THE POLLACK BRIEF 


In arguing that the court of ap- 
peals affirm the decision of the 
lower courts (and that it should 
bring Frank G. Burke Jr. and 
Robert Hayes back into the case) 
Milton Pollack, trial lawyer for 
the Duane Jones Co., declared that 
the defendants “got together to 
steal the business.” 

Mr. Burke, he said, “encouraged, 
facilitated and aided the employe- 
defendants in the diversion of the 
business, the enticement of the 
skilled staff—in short, the destruc- 
tion of the Jones Co.” 

“The defendants,” he said, ‘“‘con- 
tended that their appropriation of 
the business and facilities of the 
corporate plaintiff was justified 
because the business of the Jones 
Co. was being harmed by the be- 
havior of Duane Jones and because 
the company’s money was being 
misspent by Jones...The jury 
failed to credit the defenses...” 


s “No new principle of law,” Mr. 
Pollack said later, “is set by this 
case. The liability imposed follows 
an unbroken line of authority dic- 
tated by sound considerations of 
reason and policy. No substantial 
right of the appellants was preju- 
diced either on the issue of lia- 
bility or on damages—there is no 
error of law which would warrant 
retrial on the issue of liability or 
damages and the recovery is just.” 

Mr. Pollack declared that Mr. 
Scheideler and the other onetime 
Jones Co. employes organized 
SB&W “secretly, during their em- 
ployment with the Jones Co.” 
SB&W, he added, “commenced 
operations before the period of ap- 
pellants’ service to plaintiff had 
terminated and while the appel- 
lants were vested with trust and 
confidence by the plaintiff corpo- 
ration and while they were still 
collecting pay as employes” of the 
Jones Co. 


s “It was respondent Burke who 
more than anyone else provided 
the other defendants with the bas- 
ic encouragement needed by them 


to go forward in faithless disregard 


on Aug. 17, 1951; 
“intolerable chaos” | 


JOSEPH T. SLOANE has been appointed 
advertising and sales promotion manager 
of Davidson Corp., Chicago, a subsidiary 
of Mergenthaler Linotype Co. Before join- 
ing Davidson, Mr. Sloan was advertising 


and sales promotion manager and director | 


of public relations for Tel-Autograph Corp. 


of existing trust and confidence re- 
posed. It was respondent Burke 
who exerted the coercive force of 
Manhattan’s $3,000,000 a year ac- 
count as an inducement and prize 


for betrayal of the trust and confi- | 


dence” of the Jones Co. 
“Burke induced, aided, advised 
and abetted the conspiratorial and 


faithless acts of the appellants with | 


full knowledge of their fiduciary 
status as officers, directors or em- 
ployes of the plaintiff. Burke dic- 
tated that 28 to 30 key employes of 
the Jones agency must be pried 
away and shifted to the new agen- 


cy... Hayes was an integral part | 
of the conspiracy—he was a leader | 


as well as spokesman for the nine 
during June, July and into Aug- 
ust, 1951... Hayes undermined the 
company with its clients, Mennen 
Co. and Pharmaco, and succeeded 
thereby in removing to his new 
and present affiliation (Doherty, 
Clifford, Steers & Shenfield) one 


of the major clients—the Pharmaco | 


account. He was exonerated from 
the jury’s verdict against him 
simply because he is not now with 
the others under the roof of Schei- 
deler, Beck & Werner.” 


# Mr. Pollack asserted that the 
nine former Jones Co. employes 
“secretly approached the custom- 
ers” of that agency in June, 1951 
“to decoy them away from the 
company” and that Mr. Scheideler 
“undermined the Jones Co. with) 
its customers.” 

He said that the Jones’ roster of 
employes was “secretly raided” to 
furnish employes for the then new | 
Scheideler, Beck & Werner agency. 

Mr. Pollack said that Mr. Hayes, 
“a ringleader and spokesman for 
the nine throughout July and Au- 
gust of 1951,’ apparently came to 
a parting of the ways with the 
others later on, “and the spoils 
of the breaches of trust had to be 
divided. Hayes’ share was Phar- 
maco and he took his share of the 
spoils to his present connection 
where he is a v.p. and one of the 
principals.” 


® On the question of damages, Mr. 
Pollack took the following stand: 
“The defendants’ answer to the 
amended complaint expressly 
pleads that the nine were willing 
and offered to pay a sum totaling 
$1,037,500 for the control of the 
customérs’ accounts and for the 
cash assets of the [Jones] agency. | 
The cash assets attributable to the | 
corporate stock of Jones were ap- 
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centages, according to the defend- 
ants, would yield $45,000 a year 
during the first five years and 
$22,500 a year during the second 
five years or approximately $337,- 
500 for Jones. The total offer, by 
the nine to Jones, was thus the 
sum of $150,000, $337,500 and 
$550,000, or $1,037,500. . . 


= “Jones demanded $100,000 on 
account of the purchase price from 
the nine, to be paid from their 
own resources on the closing. This 
they refused; they were willing to 
put $125,000 into the business but 
were unwilling to pay out any of 
their money to Jones; their pur- 


| pose was to buy but not to pay for 


their purchase with their own 
funds. The nine wanted to buy 
| with the assets and profits of the 
Jones Co... 

| “As a guide for fixing the dam- 
ages the following facts and cir- 
cumstances were adduced. 

| “Plaintiff's business was a flour- 
ishing enterprise with nine years 
of successful business behind it... 
|Plaintiff’s advertising accounts 
during the five-year period pre- 
ceding the events complained of 
vielded the following annual aver- 
age figures: 

Gross billings ................ $10,081,613 
Gross commissions $1,478,851 
Costs & expenses ............ $1,308,115 


Net before taxes ............ $173,621 
% Net to billings ............ 1.722% 


|@ “Scheideler, Beck & Werner ob- 
itained the major part of plain- 
tiff’s accounts. From September, 
1951, to September, 1952, the plain- 
tiff’s accounts which SB&W ob- 


jtained yielded gross billings to 
ithe latter of $5,103,102. At the 
istandard 15% commission, this 


| corporate appellant realized there- 
'on, in this single year prior to the 
| trial, upwards of $765,000 of gross 
commissions. At the average per- 
centage of net income of gross 
| billings, this meant profits before 
taxes lost to the plaintiff on this 
business of $87,775. 

“|. .The billings on the Pharmaco 
account of $650,000 a year meant 
a loss to plaintiff in commissions 
of $97,500 or net earnings before 


'taxes of $11,800... Thus... the di- 


rect loss to plaintiff was definite 
and certain at $98,000. In addition, 
the plaintiff was deprived of its 
key personnel facilities and the 
net income on the accounts which 
were dispersed, for which it was 
entitled to damages. 


e “Another yardstick available 
for estimating fairly the damage to 
plaintiff was the informed offer by 
appellants for ownership of the 
plaintiff... Underlying their offer 
of commissions of 142% and %4% 
payable to Jones on gross business 
over ten years in the future, which 
the appellants calculated would 


| yield to Jones $45,000 per year for 


five years and $22,500 for the sec- 


ond five years, were two informed 


valuations and estimates: 

“(a) that gross annual billings 
of the accounts would average 
$9,000,000 a year; and (b) that 
such average billings could reason- 
ably be expected for ten years in 
the future. These necessary as- 
sumptions and estimates support 
the bona fides of the offer and the 
figures named by the nine.” 


s Mr. Pollack contended that fair 
compensation to the Jones Co. 


ithis amount, Jones was to be paid 


would have been a five-year aver- 
age of annual earnings, or a total 
the amount of capital gains tax to | of $880,000. “The verdict of $300,- 
be incurred by him on the sale of |000 is scarcely a two-year purchase 
his interest—approximately $150,- | price for the accounts and facilities 
000—plus %% of the annual bill- |at the proven average rate of 
ings of the plaintiff for five years $173,600 net per year earnings—an 
and 44% of the annual billings for | extraordinarily short period of 
the succeeding five years. ‘future expectancy for such long- 
“These percentage payments to- lived, satisfied accounts.” 

gether with the tax payment were| Mr. Pollack termed Mr. Cul- 
the value fixed and offered by }lom’s remarks about his trial be- 
the nine for the advertising busi-| havior a “snide attack” woven 
ness of the plaintiff, exclusive of |from “quotations out of context 
the $550,000 of present cash equity and sequence and without any re- 
also to be paid to Jones. These per- | gard for the merits.” 


proximately $550,000. On top of, 
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Calls Double Billing One 
of Greatest Evils 

To the Editor: I want to com- 
mend ADVERTISING AGE for the 
lead editorial in the Sept. 14 issue, 
“When What Ought to Be Isn’t.” 
I believe that everything which 
was stated in your fine editorial 
is absolutely true, and I am afraid 
that it is quite a bit truer than 
most people think. 

I don’t believe that the practice 
of double billing is confined to 


_NOW READ THIS— 
Publicity Specialists concen- 
trating exclusively on news- 
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close coordination with’ Ad- 
vertising Agencies as well as 
any’ Commercial: client direct 
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any extent to weekly publishers, 
and I don’t believe that many 
other people think it is confined 
to weekly publishers either. From 
what I can gather and hear by 
grapevine, it isn’t confined just to 
newspapers. 

You would be surprised to know 
that there have been certain cases, 
practically wide open, in which 
distributors and/or direct agents 
of the manufacturer have asked 
newspapers “to help them out a 


‘little by double billing advertis- 


ing to certain of their favored re- 
tail accounts.” 

Incidentally, one such request 
which came to my personal knowl- 
edge not so long ago was met 
with this answer on the part of 
the newspaper representative: “We 
will be glad to do exactly as you 
say, and we will double bill this 
advertising to your retailer if you 
will just give us a letter on your 
stationery telling us that this is 
done with your full knowledge and 
at your specific request.” Natural- 
ly, the guy was too smart to write 
such a letter. 

I am glad that your editorial 
referred to a discussion of double 
billing at “a twin-state advertis- 
ing managers’ session a couple of 
years ago.” I believe that the dis- 
cussion at that particular meeting 
two years ago did help to break 


|up the practice somewhat in the 
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Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
301,686 SUNDAY 


' 


states concerned. 


necessary to know something about 
his social and psychological con- 
stitution. 

Articles have told of motivation 
studies in which projective tests 


| such as the Thematic Apperception 


Test and the Szondi Test have 


On the other been used to determine the reasons 


hand, several small newspapers, | why people smoke, chew gum and 


which had never heard of double | drink liquor. There have been ac- 


billing until that particular meet- | 
ing, came up with the thought that | 
it was a fine idea for increasing 
their revenue and getting more 


business. You can guess at the re-| 


sults. 


Incidentally, some of the news-_| 


papers in this part of the country 
started the ball rolling when it 
came to an open discussion of 
double billing. An address by Wil- 
liam C. Lassiter, an attorney of 
this city, made before the North 
Carolina Press Assn. and before 
the Carolinas Advertising Execu- 
tives Assn. several years ago 
brought this subject into the open 
and labeled it as pure fraud, which 
of course it is. 

Thanks for the continued sup- 
port from ADVERTISING AGE in 
fighting what many of us believe 
to be one of the greatest evils in 
the advertising business. 

R. H. CARSON, 

Advertising Manager, Raleigh 

News & Observer. 

* - e 
Three-Way Pariay 

To the Editor: There are some 
interesting wheels within wheels 
aspects of the Monsanto advertise- 
ment attached. This advertisement 
appeared in Newsweek and is in 
the September Fortune. Roland 
Rodegast, a St. Louis artist, has 
done a lot of work for Monsanto, 
including advertisements and 


booklets on our wood preservative, 
Penta. When he built his house he 


counts of how psychiatry, psycho- 
analysis, depth interviews, galva- 
nic-skin-response, eye cameras 


and other things have been utilized | 


in behavior studies for advertis- 
(ers. We read that one agency is 
‘engaged in a 
tion,’ another 


has undertaken 


“pre-natal research” and one ad-| 
vertiser believes that the future) 


will see a lot of “unconscious re- 


has already been reached. 
After reading some of these 


psychology and research in the 
social sciences, is likely to get the 
impression that much scholarly re- 
search is taking place in the adver- 
tising business these days and that 
many important facts of human 
behavior are being discovered. 
That, however, is not the case. 
Psychology and the other social 
sciences have not progressed to the 
point where accurate explanation 
and prediction of human behavior 
is possible. There are various the- 
ories of behavior and techniques 
‘are constantly being devised to 
test the theories but there is no 
general agreement among psychol- 
ogists on either the theories or the 


for cxample, do not accept the the- 
ories of Freud. As regards moti- 
vation psychology, there is no 
proof that would indicate that mo- 
tives can be determined by the use 
of projective techniques. An au- 
thority in the field of motivation 
stated quite recently, “In this im- 
mensely complex area we have 
virtually no soundly established 
knowledge.” This statement is 
quite a contrast to the statements 
on motivation that have been made 
by some people in the advertising 


» 


specified that it be treated with |' 


Penta. We tell the story of this 
installation in the advertisement, 
get Roland to design the adver- 
tisement and then mention that in 
the advertisement. You don’t often 
see a three-way parlay like this. 
It occurred to me that you might 
find it interesting. 

WILLIAM A. ROONEY, 
Advertising Manager, Organ- 
ic Chemicals Division, Mon- 
santo Chemical Co., St. Louis. 

» s & 


= | nection 
‘|the same situation prevails. The| 


business 

In regard to some of the other 
fields and tests mentioned in con- 
with advertising studies 


significance of galvanic-skin-re- 
sponse is not understood by psy- 


'chologists. The Szondi test is part 
:/of the Szondi theory and consists 


“trepannic opera- | 


search.” Perhaps this latter stage. 


articles, a person unfamiliar with | 


tests. The majority of psychologists | 


| 
| 
} 
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|A NEW BREED—In the speech made by 
John H. Tinker Jr. of McCann-Erickson at 
| the Four A’s meeting in May and at the 
| ANA meeting in September, ha spoke of 
“a new breed of creative animal. . .the man 
who draws with his right hand, writes with 
his left and sells with his other.” This is 
what the new breed looks like, according 
to Armand A. Assante, advertising assist- 
ant at American Machine & Foundry Co., 
New York. 


of 48 pictures of people afflicted 
with various types of mental dis- 
orders. The theory is that every- 
one has characteristics correspond- 
‘ing to latent tendencies to mental 
diseases and that in responding to 
the test the subject reveals these 
characteristics in himself. This test 
has never been validated and its 
use in an advertising study would 
seem to be absurd, to say the 
least. 

It would be interesting to know 
the names of some of the social 
scientists that have been engaged 
in these studies for advertisers. It 
is obvious that most of this re- 
search in the social sciences that 
has been sponsored by advertising 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet . . . 
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Airs His Views on Research 

To the Editor: The big thing in| 
the advertising agency business | 
these days is research. It would! 
seem that in some agencies the in-| 
dividual who looks up telephone 
numbers and does the filing has| 
been given the title of Director of | 
Research and as such he qualifies 
as a “researcher.” 

Reflecting this interest in re- 
search are the numerous articles 
on this subject that have appeared 
in advertising journals. Lately, 
much has been written about the 
research in psychology and other | 
of the social sciences that has been | 
sponsored by agencies and adver- 
tisers. The assumption underlying 
this research is that in order to 
influence a person’s actions it is 


and appreciate the 
that are “good enough” and those that are 


superlatively fine. 


quently tellus, thatengravings from CM &H 


invariably print well in the magazine. 


MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENGE, CHICAGS 


WHO PRINT America’s leading magazines think, 
by necessity, in hairlines of quality. They know 


difference between plates 


They also know, and fre- 
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Advertising Age. October 5, 1953 
agencies is of a very low order 
and to our knowledge it has not 
produced as much as one fact or 
theory of human behavior that 
could be scientifically verified. 
Many of the statements made by 
advertisers and others concerning 
this research are absurd and show 
a complete ignorance of the social 
sciences. 

In our opinion, much of this ac- 
tivity that goes on in the adver- 
tising business under the name of 
research has the effect of lower- 
ing and cheapening research to the 
level at which it becomes just an- 
ether shabby publicity gadget de- 
signed more to attract attention to 
itself and impress _ prospective 
clients than to fulfill the purpose 
of scientifically sound research. 


H. GARNER, 
Chicago. 


Doffs Hat to Texas & Pacific 


To the Editor: I think your Cre- | 


ative Man should go to church this 
week and fan himself (before con- 
demning the ad on the back of the! 
fan) into new inspiration about 
ads such as the Texas & Pacific ad 
he doesn’t like (AA, Aug. 24). If 
he is not a member of a church, 
he can turn to the Saturday issue 
of many fine newspapers across 
this nation and find most denomi- 
nations listed there along with 
inspirational copy (the page paid 
for by the businesses or business 
men named below). 

The acute discomfort he feels 
when men take paid space to talk 
about the deity may be the dis- 
comfort of infamiliarity. I person- 
ally feel that we see too little faith 
promoting public relations by our 
nation’s businesses. 

As far as getting the “same re- 
action ... (as if my) minister in- 
terrupted his service on Sunday 
to announce some of the bargains 

. (1) could get at the local A&P 

. .’, I think he is unfair to Texas 
& Pacific in the extreme. I wonder 
if he would get the same “reac- 
tion” if the minister gave his ser- 
mon over a public address system 
and expressed his appreciation to 
“XYZ Sound Co.” for the loan of 
the equipment. 

I suppose, as his meaning is un- 
clear, that he thinks the Texas & 
Pacific should charge for the book- 
lets it has to offer. On the other 
hand, I congratulate them for their 
willingness to spread the spirit of 
brotherhood. 

As I saw nothing in the ad to 
lead me to believe that the Texas 
& Pacific was insincere, I suppose 
I am in 100% disagreement with 
the Creative Man’s Corner this 
week. 

Hats off to the Texas & Pacific. 

BYRON L. Pope, 
Kansas City, Mo. 

The Creative Man felt that T&P’s 
message might have been more ef- 
fective without the sell—“Go T& 
P.” A letter from a v.p. of the 
road’s agency (AA, Sept. 21) 
poirts out that “Go” has been eli- 
minated from the logo in T&P’s 
inspirational folders. 


‘Missed Major Concepts’ 

To the Editor: Reference: T. F. 
Eccleston’s comments on the Las- 
ker series (AA, Sept. 14). 

Perhaps these points will “let 
Mr. Eccleston in on it,” but I have 
my doubts that he’ll ever “get in 
on it.” 

1. The articles or “chapters” in 
ADVERTISING AGE were from the 
stenographic notes of Mr. Lasker’s 
long conversation to the executives 
of his company. In extemporaneous 
discourse of several hours, it would 
be a miracle indeed for a man to 
speak in perfect sentences from 
beginning to end. Try it some time, 
Mr. Eccleston. 

2. Mr. Eccleston can’t see the 
forest for the trees. He has let, 
some minor flaws distract his at-| 
tention, and he has failed to see 


major concepts and fundamentals 
in advertising. 
ERNEST A. SHARPE, 

Associate Professor of Adver- 

tising, The University of Tex- 

as, Austin. 

P.S. Mr. Eccleston’s comments 
apply more appropriately to the 
first two sentences of nis own let- 
ter than to the Lasker series. 


Surprised by Agency Change 
To the Editor: I was surprised 
to note in your Aug. 4 issue a 
news item to the effect that Lead- 
ing Lady Brassiere Co., Cleveland, 
had switched agencies, transfer- 
ring their account from Bracy & 
Bracy to Carr Liggett Advertising. 
Surely, if there’s anything in a 
name, the former outfit should 


have proved a natural for brassiere 


advertising. 

Mark K. PINKERMAN, 
Advertising Manager, Reich- 
hold Chemicals Inc., New 
York. 


Your Advertising Agency 
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In Utah, Outdoor Advertising Is As Local As Your Drug Store 


ae, OUTDOORS —_ 
_ The most people in UTAH most often at the lowest cost. 


(Packer 


has all the facts 


BECAUSE THE OREGONIAN PAYS 
OFF BIGGEST with more women at the 
cash register, 277 advertising grocery 
stores use The Oregonian every week 
against the 2nd paper's 229. 
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IN TODAY'S 
ADVERTISING 


| REACHES 


eS Marry AH. Pucker 
Buiphang CCnlexfrae 


UTAH DIVISION 


than any other 
selling medium in the 
Oregon M Market! 


\ 


\ We 


| 


| 
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A) 


FIRST 


FIRS 


229,004 Daily 


Retail Advertisin« 
General Advertisin« 
Classified Advertising 


Portland City Zon: 


City & Retail BoTH DAILY 
Trading Zor ano SUNDAY 
Total Oregon Nv. 
289,542 


the Oregonian 


REPRESENTED NATIONAL(Y BY MOLONEY, REGAN & SCHMITT, INC, 


PORTLAND, OREGON 


Lorgest Circulation in the Pacific Northwest? 
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ABP Publishers, Space Reps Pay Tribute 
to Editors in Group's First Western Meet 


(Continued from Page 1) 
Dusenbury in which he described 
several suggested plans for good 
layout of editorial copy. Pictures 
and copy must be related to each 
other to attract attention and de- 
velop interest, Mr. Dusenbury said 
in his paper. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00—it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Discussing editorial 
Mr. Haire, who is also board chair- 
man of ABP, told of surveys on 


research, 


readership interest conducted by | 


editors on his staff. One postcard 


survey produced as high as 60% | 


returns, he 
have value 
know too much about reader reac- 
tion to editorial content.” 


said. These surveys 


8 Robert F. 
Engineering 
York, said he had found that sub- 
scribers read what is interesting 
whether it is long, short, in the 
front or in the back of the book. 
Position has little correlation to 
readership, he had discovered. 
The space salesman can also 
draw upon the circulation depart- 


Boger, publisher of 


“because we can’t. 


News-Record, New| 


ment for information to help him | 


|sell business papers to advertisers, 


|Joseph H. Ailen, division manager 
|}of McGraw-Hill, Los Angeles, said 


WANT A 


CLOSE-UP. YOUR 


CLIENT'S PRODUCT OR SERVICE? 


MAKING A SURVEY ? 


We'll bet you a median to a norm that you can get it done 
faster, better, more economically through Western Union’s 
Market Opinion and Survey Service. It’s flexible, it can 
be tailored to your job. Here’s why it’s so efficient: 


Western Union has offices in 2,200 cities all over the 
country, staffed with people who serve their communities, 
know the people, enjoy their confidence. The survey 
facilities of the entire Western Union organization 


are behind them, to speed their 
the results—often overnight! 


findings and give you 


Years of experience lie behind Western Union’s Market 
Opinion and Survey Service. It has proved effective 
for advertising agencies and their clients from coast 

to coast. It is ready to go to work for you at a 
moment’s notice—on a local, regional or nationwide 


scale. For complete details, just 
Western Union office. 


call your local 


WESTERN UN/O 


'their magazines 


|partner of J. K. Lasser & Co., 


Associated Business Publications in Seattle 


manager, Pacific Fisherman, and W. 


during another panel on the sub- 
ject, “Today’s Selling for Better 
Business Papers.’ The circulation 
manager knows why readers buy 
the publication, when it is read 
and where, and what sections of 
the magazine are most popular. He 
can also learn tastes of the readers, 
and with this information the ad- 
vertising man has something to 
talk about with the space buyer. 


s By making use of these tools, 
publishers are then able to build 
with increased 
sales and aggressive promotional 
programs. J. K. Lasser, senior 


New York, told participants of the 
conference that promotion of busi- 
ness publications is entirely inade- 
quate. The business press has an) 
important service to sell adver- 
tisers since these journals cater to 
specialized fields of interest and 
can sell to specialized interests, 
which neither newspapers nor 
magazines of general circulation 
can do. 

Rate structures, Mr. Lasser said, | 


| ing 


are far too low. Rates have risen 
only 36% during the years when 
paper, printing and other publish- 
costs more than doubled. 
Higher rates would enable devel- 
oping intelligent promotional pro- 
grams and would permit spending 
money to understand the elements 
that make for a strong paper. 


e Mr. Lasser also cited the need 
for research. “The American peo- 
ple want new things,” and the 
way the people will learn about 
new things as they are developed 
is through advertising. Research 
and advertising together can make 
our economy strong, he said. It 


He urged that Congress consider a 


would be a mistake to cut costs. 


‘plan to encourage companies to 
set up funded reserves for research 
and advertising, by allowing tax 
deductions for a certain percent- 
_age of their sales dollars. 

| ABP services to its member 
publications were outlined by Mr. 
Beard, who said that the informa- 
tion services were being widely | 
expanded. An ABP division of 
business paper information has) 
been organized to formalize the 
fact collection, analyzing and dis- 
tributing functions of the associa- 
tion. 


s The same kind of fact-finding 
will continue, Mr. Beard said, but 
‘more areas can be studied and 
‘more helpful data can be made 
‘available to publishers, agencies, 


business and industry. The four 


ijnitial projects to be conducted in| 


ABP IN SEATTLE—Notables at the recent Pacific Coast conference sponsored by 


included (op, from left) Miller Freeman, 


president, Miller Freeman Publications; J. K. Lasser, well known C.P.A. and chairman, 
Institute of Federal Taxation, New York University, and Walter A. Averill, v.p. and 
publisher, Pacific Builder & Engineer. Bottom: William B. Freeman, v.p., Miller 
Freeman Publications; William K. Beard Jr., ABP president; C. L. Hillyard, advertising 


E. Crosby, editor, The Lumberman. 


the new service are the expansion 
of ABP’s annual studies of leading 
business paper advertisers, a census 
of business publications, continu- 
ing studies of publishing practices 
and tabulations of ABC statistics. 
These activities “should enable 
a more accurate evaluation of 
business papers within the over- 
all advertising picture,” he said. 
Upon closing the day’s sessions, 
Mr. Beard expressed the hope 
that the conferences will become 
annual because the interchange of 
information was mutually benefi- 
cial and the West represents a 
growing source of activity for 
business papers and advertising. 
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CHARLES J. DUKE 

PorTsMouTH, VA., Sept. 30— 
Charles J. Duke Jr., 55, president 
of Portsmouth Radio Corp., op- 
erator of WAVY, died after a heart 
attack Sept. 26. 
_ Mr. Duke had only recently en- 
‘tered the radio field when he 
|headed a group which purchased 
-WSAP from Tom E. Gilman & 
| Associates. The station’s call let- 
|ters were subsequently changed to 
WAVY (AA, Sept. 28). 


WALTER R. BARRY 

New York, Sept. 29—Walter 
Russell Barry, 53, a member of 
Coudert Bros. law firm, died Sept. 
27 after a heart attack. 

Mr. Barry, who received his law 
degree from New York University 
in 1925, was a specialist in radio 
and television law. At the time of 
his death he was representing 
Walter Winchell in a libel action 
brought by the New York Post and 
James A. Wechsler, its editor. He 
was also representing American 
|Broadceasting Co. and Gruen 
| Watch Co., co-defendants in the 
$1,525,000 suit. 


MAX STOEHR 

New York, Sept. 30—Max W. 
Stoehr, 70, former board chairman 
of Botany Mills, wool textile man- 
ufacturer, Passaic, N. J., died 
|Sept. 27 in Baden-Baden, Ger- 
;many. Mr. Stoehr had been ill for 
a year and left six months ago for 
Germany, where he was born and 
lived until 18. 

Mr. Stoehr resigned last October, 
|and was succeeded by Charles F. 
H. Johnson Jr. 


| PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo- 
Reporters provides effective wey te obtain on- 
location photos, reports, and releases fer adver- 
tising, editorial and research purposes. 

For more infermation write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


and 
for 


TAXIPOSTERS 


Colorful, attractive Taxiposters are always 
in the center of crowds. No waiting for 
persons to gather. . . 
periods. Taxiposters travel 24 hours a day 


no lull or slow 


cost as little as a penny per poster 
five to seven miles. Write us for 


details and availabilities. 


The Outdoor Aduertising Easiest to See 
WM. E. WHALEY COMPANY 


136 So. Fourth Ave. 


5 ee a | ‘ 


Louisville, Ky. 
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An exquisite wouman (wearing an Exquisite Porn 
Brassicre) in just coming inte stew, 


ets < cele - - 


FIRST OF 3—Exquisite Form Brassiere Co. 

will run three ads featuring goggle-eyed 

males in 19 magazines this fall, via Grey 
Advertising. 


Exquisite Form 
Bra Ads Stress 
Men‘s Reaction 


NEw York, Sept. 29—After all 
these years, it’s finally been de- 
cided—women dress not for other 
women, but to please men. 

Exquisite Form Brassiere Co. 
has reached that decision, at any 
rate, and is sufficiently convinced 
of its correctness to have launched 
a 19-magazine advertising cam- 
paign showing no women at all, 
but dramatically revealing the re- 
action of men when “An exquisite 
woman (wearing an Exquisite 
Form Brassiere) is just coming in- 
to view.” 

Development of the new cam- 
paign, which is reportedly causing 
a Stir in the trade, began in June, 
when Advertising Manager Her- 
bert Leeds called in Grey Ad- 
vertising Agency to discuss a new 
approach. The agency set up sev- 
eral teams, with a copy man and a 
layout artist in each, and in- 
structed them to work indepen- 
dently on creative ideas. 


s When the unique “man-theme” 
was selected by Exquisite’s exec- 
utives, it was tested on a cross- 
section of women consumers. Re- 
actions prompted the company to 
authorize an additional appropria- 
tion to cover insertions in the na- 
tional publications that make up 
Exquisite’s schedule. 

Three ads have been designed, 
the first of which appears this 
week. It highlights a pop-eyed 
young man, standing outside a 
football stadium, but obviously 
not concerned with anything re- 
motely resembling a_- gridiron. 
Later in the season, the preoccu- 
pied football fan will be replaced 
by a dashing fellow at the wheel of 
a sports car, somewhere in Flori- 
da. He’ll be reaching out of the 
ad to open the right-hand door, 
and it’s clear that he, too, has 
something on his mind other than 
piston displacement. 


® The third ad, to run some time 
after the first of the new year, 
shows a formally attired young 
man at a dance. Like his predeces- 
sors, he will be ogling something 
on the facing page. Could be he’s 
really thinking about dancing. 

“We're sure these ads will prove 
real stoppers,” Mr. Leeds told 
ADVERTISING AGE. “When a woman 
has leafed over many pages of her 
favorite magazine showing dress 
and lingerie models, she’s certain 
to be brought up sharply by the 
admiring glance of a good-looking 
man. And we hope that she'll tend 
to identify herself with the object 
of his approving look.” 

To tie in with this campaign, Ex- 


quisite Form has prepared 5’ full- yesterday in St. John’s Long Is- 
color blowups of the young fellows ‘land City Hospital. He was taken 
and the headline copy, to be at- ill Sunday at the close of a two- 
tached to the inside of department day meeting of the executive com- 
store windows featuring the com- mittee of the Workman's Circle, 
pany’s line of bras. Streamers, mo- | Jewish labor, fraternal and insur- 
biles and statement enclosures, all| ance organization, of which he was 


round out the merchandising sup- | 


port. 


# For more conventional market- 


|ing purposes, the ads will be al- 
| ternated in the 
with standard ads of lush young) 


19 publications 


ladies wearing you-know-what. 
Mr. Leeds estimates that, through- 
out the year, an Exquisite Form 
ad will make its appearance some- 
where every four days. 

The company, in existence only 
14 years, now claims the second 


highest advertising expenditure 
among 13 leading brands. 
LEON ARKIN 


NEw York, Oct. 1—Leon Arkin, 
65, national advertising manager 
of the Jewish Daily Forward, died 


|featuring the “man-theme,” will | president. 


Born in Russia, Mr. Arkin came 


ito the U.S. as a young man. After 
, ; 7 b m . . 
| Varsous jobs, he became manager 


of the Boston office of the Daily 
Forward in 1926, and was named 


' national advertising manager, with 


headquarters here, in 1948. 

Active in philanthropic work, he 
had served as a trustee of the As- 
sociated Jewish Philanthropies of 
Boston, and was one of the foun- 
ders of Dorchester Labor Forum, 
whose moderator he had been for 
20 years. 


JOHN D. ROBERTS SR. 

PALATINE, ILL., Sept. 29—John 
D. Roberts Sr., 44, head of K-R-T 
Advertising here, died yesterday 
at his home. 


Kaiser Promotes Moss 

Cruse W. Moss, formerly ad- 
ministrative director of sales for 
Kaiser-Frazer and Kaiser Motors, 
has been promoted to executive 
assistant to Roy Abernethy, v.p. 
and general sales manager of the 


new Kaiser-Willys division of Wil- | 


lys Motors Inc., Toledo. 


71 


Trix Stix to Greenthal 

Trix Stix Inc., New York manu- 
facturer of new construction toys, 
has appointed Monroe Greenthal 
Co., New York, to handle its ad- 
vertising. Plans call for a_ test 
/campaign over WABC-TV and 
WNBT, New York, as part of an 
| October promotion. 


t 57% 


OF QUAD-CITIANS 


é live on the 
Illinois Side in 


i ROCK ISLAND 
MOLINE 
q EAST MOLINE 


They read these newspapers: 
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The MOLINE Zhzeatid 
The ROCK ISLAND 70 igus 
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GAIR 
FOLDING 


CARTON 


solves 


NEW PACKAGING 
GIVES FULL PROTECTION TO HATS 


For well over a century, hatmakers packed and shipped in 
round or oval set-up boxes, made by hand. Though giving fair 


couldn't keep the hats from shifting about. 
Result: Damaged hats and dealer complaints. 


jointly developed a 3-piece 
structure which anchors the hats in place —a safeguard 
against shifting. 


damage-in-transit problem 


protection from external shocks, this traditional type of box 


Working with the Hat a of America, Gair technicians 
olding carton with an interior 


Now Dobbs, Knox and Cavanaugh hats — to name just three = 
travel to the buyer unaffected by rough handling. 


nase Paci Bee bee 
cl 5 orig et 


Another plus for this Gair carton: 
18 knocked-down cartons, ready for 
instant assembly, take up no more 
storage space than one traditional 
set-up box. 


: qs, TR 


ROBERT GAIR COMPANY, in 


In addition, this new carton — striking in design, sparkling 
in color —is speedily set up by machine, eliminating slow, 
costly hand labor. 

(,air is good at solving all sorts of packaging problems. 


\\\ not let us tackle yours? Check with your nearest Gair plant 
rite to our New York office. 


‘a copy of our brochure on folding 
os? Write to Department 17. 


FOLDING CARTONS 
SHIPPING CONTAINERS » 
PAPERBOARD 


155 EAST 44TH STREET*® NEW YORK 17 
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No pot luck in this package. 

You know what you're getting when you buy into Rapio & 
TELEVISION News. History-making circulation, sure. But 
more important, bulls-eye circulation, right on your sales 
target! 230,918 readers with electronics on their minds. . . 
money in their pockets... and plenty of reason to buy! 


Look at this Partial Breakdown 
of Radio & TV News Readership... 
© 85,522 servicemen (63% own their own business) 
© 18,042 dealers (74% own their own business) 
@ 53,153 men in communications (51.4% make recom- 
mendations as to equipment purchased) 
© 104,203 audio enthusiasts (will each spend $113 on new 
equipment in the next 12 months) 
And that’s just a part of the profitable audience Rapio & 
TELEVISION NEws wraps up for you! 


No Wonder—129.6 Pages of Paid Advertising! 


Is this massive circulation paying off for others? Just look 

at this: in October RADIO & TELEVISION News will carry... 
the greatest amount of paid advertising space in six years 
. ++ 129.6 pages! 

Proving... this publication is tops in its field as an efficient, 

low cost tool for mass sales! 

Call us and we'll give you the word on how economical this 

“prize profit package” can be! 


Here are 230,918* 
Electronics Customers — 


wrapped up and delivered by 
RADIO & TELEVISION NEWS! 


|, P.S. 


Advertisers say: “... more response... than from any 

other magazine we have used” (Mattison Television & Radio Corp.) 
“We are most gratified with results” (Fisher Radio Corp.) 

“Since ... our first ad some five years ago we have consistently 
used your magazine . .. our mail-order business has increased 
considerably. You may be sure of our continued use 

of your publication” (Wholesale Radio Parts Co., Inc.) 


tte, 


ene" 


* ABC average net paid for period ending June 30, 1953 


‘ 
. “Count” 


RADIO & TELEVISION NEWS 


hed lo blishing Company + 366 Madison Avenue New York 17, New York, MUrray Hill 7-8080 
ae Lake Soe’ Chane 1: lilinols, ANdover 3-5200 + 900 Wilshire Boulevard, Los Angeles 17, Calif., Michigan 9856 
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Cybernetics—Automation—Whatever You Call It... 


‘Second Industrial Revolution’ to Force Major Changes 
in Production, Merchandising and Selling 


By E. B. Weiss 


Director of Merchandising, 
Grey Advertising Agency Inc. 


Yes. 

No. 

The ability to feed into an electronic 
device, thousands and even millions of 
times a second, electrical impulses that 
invoke a “yes” or “no” response is the 
basis of a new industrial revolution that 
will radically change the whole world 
of selling. 

“Cybernetics” is destined to become 
your new taskmaster, you ladies and gen- 
tlemen of that great fraternity that em- 
braces marketing, selling, advertising, 
promotion, merchandising. It will domi- 
nate your future—and not your very dis- 
tant future, either. 

It is already being called the Second 
Industrial Revolution. 


es The First Industrial Revolution sub- 
stituted the machine for the common, and 
for some fairly uncommon, functions of 
the human arm. That revolution created 
the world of selling as we know it today. 
It made possible mass production. And 
mass production sired mass marketing. 

The Second Industrial Revolution will 
substitute the machine for the common, 
and for some fairly uncommon, functions 
of the human mind. And since the mind 
and the arm are frequently associated in 
a single action, it will add ingenious re- 
finements to existing labor-saving equip- 
ment in industry and in the home. Its 
impact on mass marketing will be even 
more profound than that of the First In- 
dustrial Revolution. 


es It was in 1948 that Norbert Wiener, 
professor of mathematics at the Mass- 
achusetts Institute of Technology and 
Nobel Prize winner, published a book 
entitled “Cybernetics.” (Only a few chap- 
ters could be read understandingly by a 
layman; and the remaining chapters could 
be comprehended only by mathematicians 
of a high order. Yet, to the astonishment 
of author and publisher, the book became 
a non-fiction best-seller.) 

A short five years later, “Cybernetics,” 
in its multiplying manifestations, has be- 
come so dominant in technology that at 
least one of the large industrial publish- 
ers is planning a new technical journal to 
cover the adolescent science. 

How soon will the robot, or push-but- 
ton, or automation age arrive? Here is 
Prof. Wiener’s sober prediction—made in 
1947 when he wrote his history-making 
book: 


“Short of any violent political 
changes or another great war, I 
would give a rough estimate that it 
will take the new tools ten to twen- 
ty years to come into their own. A 
war could change all this overnight. 
We are already as far along in the 
process of developing a unified sys- 
tem of automatic contro] machines 


E. B. Weiss 


to ignore this fascinating discussion 


(3) How cybernetic production and 


of mass retailing. 


and speeches before advertising and marketing groups. 

Mr. Weiss’ premises and conclusions are, of course, his own, and many 
of them are highly controversial. But no one who is seriously interested in 
the future of distribution, selling, merchandising and advertising can afford 


or may not agree with Mr. Weiss, but you are sure to find his material in- 
formative, stimulating, and thought-provoking. 

In this first article Mr. Weiss provides a clear layman’s understanding of 
the new science of Cybernetics and an over-all view of what it may mean 
to our economy. The remaining articles will discuss: 
principles are being and will be applied in factory, office and warehouse; 


dising and advertising; (4) How cybernetics will ultimately alter the face 


ADVERTISING AGE rarely publishes a ser- 
ies of articles. But we make no apology 
for presenting here the first of a series 
of four of the longest—and most inter- 
esting—articles we have ever run. 

They present one observer’s views on 
the impact a brilliant new science— 
Cybernetics (sigh-bur-net-ics)—will 
make on the world of marketing, selling, 
merchandising, promotion and advertis- 
ing. 

The author is E. B. Weiss, director of 
merchandising of Grey Advertising 
Agency, New York, who is well known 
for his stimulating and controversial 
“look-ahead” discussions in “Grey Mat- 
ter” and in numerous articles and books, 


of what the future may hold. You may 


(2) How cybernetic 


principles will change selling, merchan- 


as we were in the development of 
radar in 1939.” 


@ There are several hugely important 
points to be noted in connection with 
that prophesy. 


e First—the term “Cold War” had not 
been coined. 


e Second—Defense budgets were being 
cut—funds for technological research 
were limited; as compared with the war 
years available research funds were tiny. 


e@ Third—Since then, defense budgets 
have jumped to over $50 billion annual- 
ly; the cold war is no longer so cold; and 
we have had a three-year “police action” 
in Korea. Most recently, Russia has 
proved its possession of the H-bomb, 
which unquestionably will compel a great 
acceleration in our entire program of 
scientific research. 

Consequently, the very events which 
Prof. Wiener declared would speed up the 
refinement and elaboration of cybernetic 
principles have come to pass. And they 
have had the precise effect he anticipated. 


es We should also note that Prof. Wiener 
declares that, in 1947, automatic control 
machines were in the same developmental 
stage as radar in 1939. Even laymen are 
pretty well aware of the fabulous strides 
made in radar between 1939 and 1945; 
just six years. It would not be quite cor- 
rect to say that cybernetics has made 
equal strides in six years since 1947 in- 


sofar as actual industrial application is 
concerned; but insofar as technical de- 
velopment of the science is concerned, cy- 
bernetics has made at least as much prog- 
ress between 1947 and 1953 as radar did 
between 1939 and 1945! 

That ten to twenty-year period, there- 
fore, which Prof. Wiener marked out, has 
not only been shriveled by the passage 
of some six calendar years—it is probably 
no exaggeration to say that the cold war 
and the Korean conflict have combined 
to make those six calendar years the 
equivalent of at least ten years in terms 
of cybernetic progress. 

And that, in turn, suggests that the in- 
dustrial revolution sparked by cybernetics 
is closer to hand than even an optimistic 
lay observer like myself may compre- 
hend. 


es Clearly, cybernetics will not be applied 
at equal speed by all industries and by 
ther factors in our economy. As a 
er of fact, in our oil-cracking facto- 
in many chemical plants, and in 
facets of our atomic production 
rm, cybernetic principles are right 
practical control of operations. 
ndustries have yet even to hear 

id. 
d, there is a great limiting factor 
ipplication of cybernetic principles 
juction. If a production program 
thought out in advance, and if itis 
ntly repetitive, it can be committed 
ng that will, in turn, produce the 
,4utomation results. A sizable per- 
of our total national production 


will come not at all, or only to a limited 
extent, within this confining limitation. 
And, of course, in wholesaling and retail- 
ing these limiting factors will be quite 
dominant. 


8 Now it is high time we got to know a 
bit more about the basics of cybernetics. 
To those who want to dig into the subject 
more deeply than is feasible in this article 
and who wisely would prefer getting their 
facts from the top authority—I recom- 
mend a reading of “Cybernetics” by Nor- 
bert Wiener, published by John Wiley 
& Sons, New York. At least a half dozen 
chapters in this original, and now stand- 
ard work on the subject, are within the 
ken of laymen. And these half dozen chap- 
ters provide the layman with a thorough 
non-technical grasp of the subject. I rec- 
ommend, too, Prof. Wiener’s second book 
written primarily for lay people, entitled 
“The Human Use of Human Beings,” 
and published by Houghton Mifflin. (1 
should point out that, while scientists are 
not noted particularly for the keenness of 
their observations when they stray outside 
their chosen fields, this discussion on cy- 
bernetics and society—which has not been 
fully accepted by some sociologists—is 
decidedly worth reading.) 
And I recommend, also, two other ex- 

cellent books. They are: 

“Automation” by John Diebold. Pub- 

lished by D. Van Nostrand Co. 

“White Collar” by C. Wright Mills. 

Published by Oxford University Press. 


# “Automation” is based on the findings 
of the Research Group on Automatic Con- 
trol Mechanisms, set up at the Harvard 
Business School (still another indication 
of the remarkable progress of the new 
science). As for “White Collar,” which has 
created something of a furor on its own 
account, several chapters in that excellent 
book portray the coming vast changes that 
will take place in offices as a consequence 
of the electronic computer and its elec- 
tronic brothers. 

And finally, I highly recommend the 
September, 1952, issue of Scientific Ameri- 
can which was a special issue devoted to 
automatic control. A series of articles in 
that issue, each written by a top specialist 
—and including a wonderful analysis of 
automation’s impact on our society by 
Ernest Nagel, professor of philosophy at 
Columbia University, is “must” reading. 

I might pause to remark here that 
“White Collar” spotlights the fact that 
office procedures are ripe for electronic 
control. Output per office worker has in 
no wise shown the gains that have been 
achieved in output per factory worker. It 
is my own private forecast that cyber- 
netics may revolutionize office work 
somewhat faster than the factory—for 
the very good reason that the need for 
cost reduction in the ever-expanding total 
of paper work is critical and the oppor- 
tunity is almost unlimited since the ma- 
chine, to date, has really made compara- 
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tively small progress in offices as com- 
pared with factories. 


s The second industrial revolution really 
begins with the computing machine. The 
original “robot mathematicians” were 
hugely complicated mechanisms with de- 
cided limitations, and without benefit of 
electronics. Prof. Wiener set up a basic 
list of technical requirements which even- 
tually became the basis of the modern 
electronic computing machine. To grasp 
the essence of the new science, this basic 
list of requirements of the electronic com- 
puter must be understood. Here is how 
they were described in a memorandum 
prepared by Prof. Wiener: 


1. The central adding and multiplying 
apparatus of the computing machine 
should be numerical, as in an ordinary ad- 
ding machine, rather than on a basis of 
measurement (the then prevailing tech- 
nique). 

2. These mechanisms, which are essen- 
tially switching devices, should depend 
on electronic tubes, rather than on gears 
or mechanical relays. (Less than ten years 
later, the germanium transistor, which 
was “non-existent” in 1943, overcame 
many of the decided limitations of the 
electronic tube. Among other advantages, 
the germanium transistor makes pos- 
sible machines which, if vacuum tubes 
alone were employed, would have been 
too large, too costly to make, too costly 
to operate. This is a very interesting il- 
lustration of how a whole group of scien- 
tific discoveries and inventions tends to 
come along at the right time and opens 
up new horizons not envisaged even by 
the original developers of a new science! 
Very recently, General Electric an- 
nounced an improved transistor with three 
times the power capacity of present ones 
and to be produced, fittingly, in a ‘‘com- 
pletely automatic’’ factory. Transistor 
production in 1953 will be a mere 100,000. 
In 1954 it will top 63,000,000.) 

3. It would probably be more economi- 
cal in apparatus to adopt the scale of two 
for addition and multiplication, rather 
than the scale of ten. (The scale of two 
uses only the digits 0 and 1—or “‘yes” and 
“no"’.) 

4. The entire sequence of operations 
should be laid out en the machine itself, 
so that there would be no human inter- 
vention from the time the data were en- 
tered, until the final results were taken 
off. Also, all logical decisions necessary 
for this should be built into the machine 
itself. 

5. The machine should contain an ap- 
paratus for the storage of data which 
should record that data quickly, hold the 
data firmly until erasure, read them 
quickly, erase them quickly, and then be 
immediately available for the storage of 
new material. 


All of these concepts have been incor- 
porated into the modern ultra-rapid com- 
puting machine! 


s That was step No. 1 in the origin of 
the new science. Now to step No. 2: 

It had for some time been apparent to 
Prof. Wiener that the modern ultra-rapid 
computing machine was, in principle, an 
ideal central nervous system. It was his 
brilliant stroke of genius that pictured 
the same theoretical concept applied to an 
apparatus for automatic control. 

In brief, he concluded that the input 
and output of these machines need not 
necessarily be in the form of numbers 
or diagrams, but instead might involve 
the readings of artificial sense-organs 
such as photo-electric cells or thermom- 
eters, and the performance of motors or 
solenoids. 

Says Prof. Wiener in “Cybernetics”: 
“With the aid of strain-gauges, or similar 
agencies, to read the performance of 
these motor organs and to report through 
feed-back to the central control system 
as an artificial kinaesthetic sense, we 
were promptly in position to construct 
artificial machines of almost any degree 
of elaborateness of performance. Long 
before Nagasaki and the public aware- 
ness of the atomic bomb, it had occurred 
to me that we were here in the presence 
of another social potentiality of unheard- 
of-importance for good and for evil. 

“The automatic factory, the assembly- 
line without human agents, is only so far 
ahead of us as is limited by our willing- 
ness to put such a degree of effort into 
its engineering as was spent, for ex- 
ample, in the development of the tech- 
nique of radar in the second world war!” 


® The feed-back principle is the basis 
of the new science of control and com- 
munications. Simply stated, the new type 
of control compels a machine to follow 


a given pattern that is usually committed 
to a tape. During the process, the dif- 
ference between this pattern and the ac- 
tually performed motion is used as a new 
input to cause the regulated part to move 
in such a way as to bring its motion clos- 
er to that given by the pattern. The ac- 
tual performance is constantly being fed 
back to the cont: 91 mechanisms. 


As a matter of fact, the word 
“Cybernetics” comes from the 
Greek word meaning “steersman.” 
The feed-back principle apparently 
was first used in steering a ship. 


The simplest utilization of this princi- 
ple is seen in the automatic photo-electric 
door opener. When a message actuated 
by the interception of a beam of light is 
sent to the apparatus, this message actu- 
ates a motor that opens the door. 

From this very simple starting point, 
the action controlled by the machine may 
involve almost any degree of complexity. 
It winds up as enormously complicated 
machines that can replace the human 
mind in the performance of functions for 
which the human being is relatively slow 
and ineffective. The principal require- 
ment is that the function must be repeti- 
tive—which, of course, was also the basic 
requirement of the original machine con- 
cept—and that the program of action can 
be thought out in advance. 


® It is probably necessary, at this point, 
for me to make several disclaimers that 
really are so obvious that they should 
not be required. However, I’ve been the 
target cf so much finger-pointing—in- 
deed, I have had the presumably odious 
label, “Mr. Robot,” attached to me!— 
that I’d like to give the headline writers, 
the publicity seekers and the stand-pat- 
ters reason for pause, although I rather 
doubt that they’ll be deterred in the 
slightest of these “exceptions noted”: 


e 1—I am not unaware of the social prob- 
lems inherent in the development of 
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cybernetic principles. My function is 
that of reporter and interpreter. (Ob- 
viously, Prof. Wiener is troubled by the 
sociological problems to be raised by 
his scientific contribution; that’s why 
his second book on this subject was 
titled: ‘The Human Use of Human Be- 
ings.”) However, I note that we have 
over 60,000,000 employed today, al- 
though those bloody riots that greeted 
Eli Whitney’s cotton gin were inspired 
by visions of perpetual unemployment 
to result from mass production tech- 
niques. 


e 2—It is not my contention and certain- 
ly not my hope that the robot will re- 
place all human endeavor. On the con- 
trary, just as the machine has given our 
masses of people more employment and 
a higher standard of living than any 
other nation, so, in my opinion, will the 
electronic robot give our people still 
more leisure, still higher income, still 
fuller employment, still more pleasant 
employment and still more pleasing 
living. 


e 3—I do not contemplate the elimination 
of manufacturers’ and _ wholesalers’ 
salesmen or of retail salespeople. With 
respect to retailing, in particular, I do 
not believe that pianos will be sold with 
the same technique as peas—although 
I suspect that, actually, self-service has 
done a vastly superior job of selling 
peas than ail our piano salesmen have 
done of selling pianos! I do not antici- 
pate that all retailing will become one 
vast robot. But to varying degrees, in 
varying ways, I earnestly believe that 
all mass retailing will be enormously 
changed—as I will discuss in more de- 
tail in a later article. The small inde- 
pendent, the fine specialty store, be it 
noted, is not a mass outlet! 

I wish I could feel that, having filed 
these disclaimers, any comments made 
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The ads reproduced on these two pages indicate what’s here and yet to come in 
automation. Most important, they indicate that automation is closer than you think! 


Advertising Age, October 5, 1953 


on this series will pay them due respect. 
Experience tells me, however, that they 
will be flagrantly ignored! 


s Now—to get back to cybernetics, and 
to those of us whose primary function 
is to move merchandise into consumption. 
The great question is: How will this sec- 
cond industrial revolution affect the world 
of selling? 

In succeeding articles, we'll peer ahead 
in sharper focus to selling in a cybernetic 
world. But right now, let’s make a quick 
run-down of some of the developments 
that may prudently be anticipated: 


e@ 1—We are about to achieve real mass 
production. That will mean a larger na- 
tional output; perhaps the greatest 
jump in our economic history! And that, 
in turn, should mean a considerable ac- 
celeration in the total of our gross na- 
tional product. 


e@ 2—A larger output per man hour has 
always been accompanied by a reduc- 
tion in the total number of working 
hours. Cybernetics will speed the com- 
ing of the 36-hour week and ultimate- 
ly the 32-hour week. 


e 3—We have already had plenty of 
evidence of how increased leisure time 
for the masses increases mass markets. 
A jump of 10% in leisure time can re- 
sult in fabulous jumps in the markets 
for innumerable items. 


e 4—Cybernetic or automation produc- 
tion should bring about lower costs of 
production. If these lower production 
costs can be translated into lower prices, 
then markets will be still further ex- 
panded. 


e 5—A larger total output will almost 
inevitably compel stronger selling, par- 
ticularly since this increased output will 
be coming on top of a decade of ex- 
panding production. We may be facing 
a decade in which consumption will be 
hard put to keep up with production— 
quite the reverse of the last decade! 
And that will probably mean increased 
advertising and enlarged budgets for all 
of the other components that are part 
of the selling process. 


@ 6—The occupational levels of masses 
of workers will be lifted, inasmuch as 
the machine will take over still more 
functions of the arm and hand, and, of 
course, many functions of the mind. 
Most of these functions will be of the 
common or repetitive type although be- 
yond doubt many skilled functions of 
hand and mind will be performed by 
the new machines, as has already hap- 
pened in office and factory. The de- 
mand will increase for still more skilled 
workers—something that has, of course, 
been experienced broadly over the first 
half of this century. The dividing line 
between the white collar worker and 
the overall worker will become vague, 
a development of considerable socio- 
economic significance. The maintenance 
worker may represent our new middle 
class. 


@ %7—The design of merchandise has al- 
ways represented a compromise be- 
tween the demands of the public, com- 
petitive requirements—and the de- 
mands of the machine. Automation will 
demand certain design concessions if 
it is to make its full economic contribu- 
tion. If these design concessions make 
possible lower prices, then selling may 
not be given too tough an assignment. 


e 8—The rate of style obsolescence in 
those newer fields to which this market 
broadening technique has been applied 
may be slowed down. The longer and 
more complicated, and therefore the 
more costly the tooling-up process, the 
stronger is the brake on rapidity of 
design change. 
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e 9—As factories require fewer workers, 
and as atomic power developments 
spread the availability of power re- 
sources, the decentralization of produc- 
tion will be accelerated. This, in turn, 
will bring about a chain reaction di- 
rectly pertinent to the world of selling 
—precisely as production and popula- 
tion decentralization have already left 
a giant imprint on every phase of mar- 
keting. Incidentally, the helicopter, as 
the new means of mass transportation 
for distances of from 30 to 150 miles, 
will come along just as socio-economic 
changes necessitate bursting through 
the present transportation limitations 
of our suburbs. 


e 10—The same, or related electronic 
techniques employed by the new science 
in parts of the production process wil! 
be applied in remarkable new develop- 
ments of finished products. The amaz- 
ing new fully automatic elevators, re- 
cently announced by Westinghouse, Otis 
etc., are examples of what may be 
expected. David Sarnoff of RCA has 
publicly announced that within two 
or three years, household appliances 
will dispense with condensers, mo- 
tors, etc., and will be actuated elec- 
tronically, with the television receiver 
destined to become the basic control 
unit for the electronic home of the fu- 
ture. Other examples are referred to 
elsewhere in this article; and still oth- 
ers will be covered in succeeding ar- 
ticles. 


e 11—The warehousing of merchandise 
—both getting merchandise into ware- 
houses and getting it out—will unques- 
tionably be revolutionized. If our giant 
manufacturers were as inefficient in 
this respect as our wholesalers and re- 
tailers, mass production would never 
have progressed as far as it has. The 
warehousing of merchandise is ripe for 
revolution by automation; indeed, it is 
imperative that this happen. 


e 12—Retailing on the store floor will be 
touched, in time, by the new industrial 
revolution. It will happen here very 
slowly. As a matter of fact, retailing 
is just now beginning to look into me- 
chanical developments; electronic de- 
velopments are therefore some years 
away (with, of course, an occasional ex- 
ception). But retailing off the selling 
floor will be quickly revolutionized by 
the new electronic computers, by won- 
derful new techniques for taking in- 
ventory, by new warehousing tech- 
niques, etc. Some merchants will ulti- 
mately develop procedures for low- 
cost retailing that will upset existing 
discount schedules, etc. (I suspect that 
the checkout gate will go through a 
complete electronic revolution and I 
will have more to say about that in the 
final article.) 


e 13—The handling, as well as the rout- 


ing of salesmen, is destined for pro- 


found change. New methods of travel, 
new methods of communications, as 
well as vast changes in markets and 
marketing, will bring about a true rev- 
olution in the whole function of per- 
sonal selling. I firmly believe that sell- 
ing is to become more and more im- 
personal. 


e 14—Promotion techniques will surely 
reflect the new developments. Just as 
hundreds of keen promotional minds, 
in a mere matter of months, applied 
the 3-D concept to promotion, so will 
the potentials of the new electronic 
sciences be quickly developed. Even 
now we see displays employing simple 
electronic principles. 


e 15—Packaging will be profoundly in- 
fluenced by the new science. Package 
production will become truly automatic. 
And package design will be profoundly 
shaped by the new production tech- 
niques, by the new requirements of 
merchandise handling in warehouses, 
etc., by the new requirements of retail 
floor selling, etc. 


e 16—And of course, advertising tech- 
niques will be considerably altered— 
as will be true, too, of merchandising, 
promotion, etc. This becomes self-evi- 
dent as one studies the preceding 15 
points 


I don’t pretend to say that these are 
the only ways in which the world of sell- 
ing will be altered. And I don’t pretend 
to know how soon or to what extent these 
changes will come—although it is certain 
that they will come with a fine irregu- 
larity in the various branches of our 
economy but with a greater over-all speed 
than is now anticipated in certain quar- 
ters. 


® That list could, of course, be consid- 
erably expanded. For example, I should 
imagine that any development that re- 
quires substantial investments in research 
and in equipment will tend to make the 
giant factors in our economy grow still 
larger. Our large manufacturers will con- 
trol a still larger percentage of total pro- 
duction. These 100 giant retailers, who 
now control at least 30% of total volume 
in the major merchandise categories they 
inventory, will jump their percentage con- 
trol to perhaps 40% or even 50%—with 
resulting problems for manufacturers of 
branded merchandise. 

Shopping will be done still faster— 
even the employment of mechanical de- 
vices in retailing (which is beyond dis- 
pute the infant retail trend of today) will 
speed up the shopping tempo and eventu- 
ally electronics will cut still more time 
from the time-per-transaction. 

The wholesaler’s operations, in particu- 
lar, will be enormously altered. Whole- 
saling, if anything, has tended to be more 
of a laggard, technologically speaking, 
than retailing. I think that the whole- 
saling function will be taken over, more 
and more, by giant wholesale combines, 
which will employ brilliant new tech- 
niques for communications and control. 
And these great new wholesaling organ- 
izations will most certainly present new 
problems to manufacturers—including, 
probably, so-called “private brand” prob- 
lems of expanded dimensions. 


s However, a halt must be called at some 
point on these projections of mine, and 
space compels me to desist right here. 
Suppose we permit some staid scientists 
and engineers to take over: Dr. Claude E. 
Shannon of the Bell Telephone Labora- 
tories would surely qualify as one of the 
nation’s top communications and contro! 
scientists. He has stated that automatic 
computers have been theoretically devised 
that could play a tolerably good game 
of chess, translate crudely from one 
language to another, and learn from ex- 
perience as higher animals do. 

But beyond these amazing develop- 
ments, he reported that ultimately ma- 


chines may reproduce themselves! He 
points out that John Von Neumann, the 
noted mathematician of the Institute for 
Advanced Study in Princeton, N. J., had 
formulated an abstract model of a ma- 
chine that could reproduce itself. 

Says Dr. Shannon (and remember this 
is a conservative scientist talking): “One 
of these machines will collect parts from 
its environment and assemble them to 
produce a second machine of the same 
type, which then starts collecting parts 
to construct a third machine and so ad 
infinitum.” Dr. Shannon believes that 
man may give way to the computer in 
the realm of reasoning and logical deduc- 
tion. 


® It is reasonable to conclude that Bell 
Telephone must see vocal dialing as as- 
sured for the future. I make that state- 
ment for this reason: About a year ago, 
a technical journal reported that the Bell 
Laboratories had a model of a vocal dial- 
ing device. Currently, Bell Telephone ad- 
vertising predicts that this amazing im- 
provement is on the way. The two inci- 
dents furnish pretty positive proof of 
what lies in the wind. Will vocal dialing 
lead to vocal instructions to a machine? 
Could be! 

And that amazing development is par- 
alleled by others—some not in so ad- 
vanced a stage of development but ap- 
parently on the way nonetheless. These 
include: 

Electronically-monitored highway s— 
you set the automatic pilot on your car 
and electronics does the rest. RCA has 
a laboratory model, a five-foot car, that 
can steer itself along a prescribed route, 
stop as programmed, and turn out of its 
lane to pass a slower vehicle! 


s The Argonne National Atomic Labora- 
tory recently announced the world’s fast- 
est digital computer. It can perform some 
of its mathematical computations in 
1/2000th of a second. Its magnetic tape 
device can store over 4,000,000 words. It 
can receive, retain, and process as many 
as 2,048 twelve-digit decimal numbers 
and can memorize or store 4,000,000 such 
numbers. It can add certain numbers in 
about five one-millionths of a second. It 
is only 12 feet long, 2% feet wide and 7 
feet deep. 

At the University of Cambridge these 
electronic calculating machines have been 
“taught” a conditioned reflex action like 
that of a trained dog. The calculator re- 
peats a specific number in response to 
an electrical stimulus and gradually “for- 
gets” the number when the stimulus 
ceases. This is a first step toward teach- 
ing a machine to “learn,” or to act by ex- 
perience. 

In this same realm, machines have been 
constructed in which a mechanical mouse 
blunders about in a complicated maze un- 
til, by a process of trial and error, it finds 
its way to a piece of “cheese” in a corner. 
Placed in the same maze a second time, 
the “mouse” runs directly to the “cheese.” 
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The performance is much better than that 
of a live mouse in a similar situation! 


® Minneapolis-Honeywell even has an 
electronic thermometer. It requires only 
4% seconds to learn one’s temperature— 
and any of you who have struggled tak- 
ing the temperature of a balky youngster 
should be interested in that development! 

The head of New York’s transit sys- 
tem recently told the American Institute 
of Electrical Engineers that new electron- 
ic, radar-like devices now being devel- 
oped may some day operate the subways 
in New York. The newspapers called it 
a “no-hands subway.” 

It may be of interest at this juncture 
to know that one of Uncle Sam’s ord- 
nance plants, which covers almost one 
million square feet of floor space, em- 
ploys only 140 workers including engi- 
neers and maintenance men. And the 
engineers admit that the 140-man total 
is larger than it really has to be. This 
plant turns out 155mm steel shell casings 
from raw steel stock. Except for shells 
removed for inspection, the operation is 
completely automatic. 


s Ata recent four-day plant maintenance 
show, an engineer had this to say: “The 
day a fully automatic plant is built, the 
maintenance department will constitute 
the sole operating personnel. Such a plant 
is foreseeable for the predictable future.” 

Ford recently opened a plant which, 
if it had been designed less than five 
years ago, would have required some 
2,000 workers. It functions with 250 
workers. 

And to show how things work out—in 
one Ford plant a conveyor really thinks 
for itself. When this conveyor, which 
hauls motors, reaches a station that is 
busy, it keeps right on going with its 
load until it finds an empty space. 


s Not long ago, the Arma Corp. of New 
York demonstrated an automatic lathe, 
controlled by a punched paper tape. That 
lathe can machine in four minutes a job 
that requires 30 minutes when done by 
a lathe operated by a skilled machinist. 
It holds to a tolerance of 3/10,000th of an 
inch. 

Another device uses punched paper tape 
that activates a series of synchronized 
motors that move machine parts. The 
hand controls normally worked by an 
operator are taken over by small servo 
motors. And those motors even make the 
necessary allowances if one piece of 
metal is harder to cut than another lot! 


s It is interesting to note that manufac- 
turers are doing some looking ahead to 
cybernetics and related sciences in their 
advertising. These campaigns bear a small 
resemblance to the “dream product” ad- 
vertising of World War II days—but I 
am hopeful that they will not similarly 
remain dreams. 

I have already referred to Bell Tele- 
phone’s ads featuring vocal dialing. An- 
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other example is a Continental Can cam- 
paign with such captions as “Is Atomic 
Canning the Next Great Step Forward?” 
Copy goes on to speculate: “That’s a 
question that even far-seeing scientists 
can’t answer yet. Right now we are giv- 
ing our support to two universities whose 
laboratories are equipped to explore 
Sterilization of foods by atomic radiation 
...Continental scientists are convinced 
that the day will come when atomic ra- 
diations will be used to cold-sterilize cer- 
tain packaged foods.” 

Even the conservative National City 
Bank of New York has become infected 
with the virus of speculative enthusiasm. 
In recent advertising National City de- 
clares: “A tiny electronic device called 
the transistor has brought the magical 
world of robots much nearer than most 
people realize. No bigger than half a pea, 
this electronic marvel may make it prac- 
tical for mechanical brains to run facto- 
ries, operate inventory and warehouse 
control systems, read utility meters, make 
out bills, and perform other equally 
amazing feats.” 

A fascinating campaign has been run 
in the business and industrial press for 
some time by National Motor Bearing 
Co. A typical piece of copy is captioned: 
“When roliing robots handle our ware- 
housing.” Copy paints this picture: “In 
downtown Manhattan, an order clerk 
feeds a punch card into an electronic de- 
vice. Instantly, in a midwestern ware- 
house, a robot glides into action. Silently, 
surely, it moves down long aisles, auto- 
matically filling the order, labeling it, 
and delivering it to the proper warehouse 
point.” 


# The intense interest in this industrial 
revolution—and, encouragingly, the will- 
ingness of many business men to accept 
its inevitability—was demonstrated when 
Retailing ran a story on April 1, 1953, 
as an April Fool joke, about a mon- 
ster robot device that could sell rugs. 
The article was pretty plainly labeled a 
satire; the ending, in particular, clearly 
identified it as such. Yet, a few days 
later, Retailing commented: “We were 
astonished and not a little amused at the 
number of people who took it seriously. 
It’s been suggested that the reason is 
that there’s actually a need for such a 
thing.” (Says Weiss—you bet there is!) 

I fail to see why Retailing should have 


Employe Communications... 


been either astonished or amused—unles:; 
the writer of that article is quite unaware 
of the coming revolution or a disbeliever 
in its steady march to domination over 
our total economy. 


# And now to return to more mundane 
matters: Prices are too high. Break-even 
points are too high. And volume appears 
to be slipping away from its peak. That 
is a bad combination of economic fac- 
tors. 

Yet there is little hope for a broad, 
positive solution to the problem posed by 
those. three developments in present-day 
manufacturing - techniques, present-day 
selling techniques, present-day wholesal- 
ing techniques, present-day retailing tech- 
niques. The best that can be expected 
from existing concepts is a small allevi- 
ation of the three-cornered problem—and 
that is not enough. 

We are delicately and even dangerous- 
ly poised on a high economic pinnacle. 
Every previous experience suggests that 
industry—and I use that term “industry” 
to cover our total economy—turns more 
readily to new concepts only under the 
lash of bitter necessity. That lash is right 
now just beginning to be applied. It will 
be applied still more vigorously, I sus- 
pect, in the near-term future. 


s Therefore, I conclude that manufac- 
turers, wholesalers, and retailers will turn 
to cybernetics, in its many manifestations, 
with a greater faith and a greater will- 
ingness than might be the case if we 
were still on the way to the top of a 
boom. Complacency, and its close cousin 
traditionalism, are by-products of lush 
times. There will be little reason for com- 
placency in the coming decade. 

Just as those of us in advertising have 
been compelled to learn about a new ma- 
jor advertising medium—over a _ short 
eight or nine years—so all of us in every 
phase of marketing will be compelled to 
readjust our thinking and our planning 
to the requirements and opportunities of 
a cybernetic economy. 

Yes—the Greeks had a word for it; and 
marketers had better be prepared to 
have a solution for that Greek word 
Cybernetics. 

NEXT WEEK: No. 2 in this series— 
How Cybernetic Principles are Being and 
Will Be Applied in Factory, Office and 
Warehouse. 


Meet the Stockholders of Tomorrow 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


The factory grapevines these days are 
conveying the news that instalment buy- 
ing of stocks is not far away. The lathe op- 
erator who from time to time glances a 
little wistfully at the market page, won- 
dering what he'd feel like if he could af- 
ford a few shares, has come closer to the 
prospect of ownership than he ever ex- 
pected to get. He’s hotter for the Funston 
than for the Marshall plan. 

The Funston proposal, many factory 
people are beginning to learn, is simply a 
method whereby stocks may be pur- 
chased on an instalment basis. Named 
after the head of the New York Stock Ex- 
change, it promises simply to bring cor- 
porate ownership closer to rank-and-file 
employes. 

The typical factory employe seems 
more at home with the idea of buying on 
a piece-meal basis, as far as stocks are 
concerned—at least that’s the impression 
he gives you when he talks about it. One 
possible barrier is that the plan, in its 
present proposed form, makes the pur- 


chaser agree to buy at least $40 worth of 
stock each month; this, many shop peo- 
ple feel, will put it beyond the reach of 
the average shop wage-earner. But 
there’s hope that this minimum can be 
lowered. 


s What will happen if any considerable 
proportion of American factory employes 
becomes financially concerned with in- 
dustry? Will these people be more out- 
spoken in their insistence upon their 
rights? Or will they think that some of 
the “rights” they have argued for in the 
past will be modified in the interest of 
more efficient management and fatter 
dividends for stockholders? Will they fol- 
low the leader who proposes that they 
“hit the bricks” for shorter hours, higher 
pay and better working conditions, or will 
they insist that difficulties be argued out 
intelligently at the bargaining table, 
without loss of revenue to company, em- 
ployes or shareholders? 

There is adequate reason to believe 
that, if industrial employes move into the 
role of owners, there may be more self- 
discipline among the breadwinners. 

Those in the field of employer-employe 
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The Creative Man’‘s Corner... 
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their taste, either. Ugh! 


carried just so far. 


other—even with vermouth. 


communication who have ever checked 
the readership of shareholder reports 
among employes know how sharply in- 
terest sags among those who own no 
stock in the concern. The owner of even 
a few shares, on the other hand, is in- 
clined to read his company’s financial 
reports carefully and be able to discuss 
them intelligently. Ownership in his com- 
pany has often stimulated an employe to 
venture further in the market, to invest 
in other offerings of other concerns. 


s Surveys of employe attitudes nearly al- 
ways show that an employe who owns 
stock in his company has a much more 


Vintage Grandma 


In a new subway poster, Mogen David continues to advertise itself as being 
wine “just like Grandma used to make.” Frankly, this was rather shocking 
news about the little white-haired old lady. We never suspected her of having 
gypped the government out of legitimate tax money. Used to see her dodge 
down the cellar stairs, carefully locking the door behind her, and then indulge 
in some kind of activity that emitted a lot of swishing and thumping noises. 
We always thought she was doing the family wash. Now we learn the bitter 
truth: she was a high-button-shoe-legger. 

Ah, well—c’est le vin, as the French say. Now we know where those green, 
labelless bottles of dandelion and elderberry wine came from. Never forget 


Wine just like Grandma used to make. Wonder why some smart furniture 
manufacturer doesn’t advertise furniture just like Grandpa used to try to put 
together—out of old barrels and barrel-staves. Or some shrewd 7th Avenue 
merchant doesn’t advertise dresses just like Mama used to stitch together on 
the old treadle Singer? Or some farsighted Detroit automobile manufacturer— 
say General Moiors—doesn’t advertise a paint job just like the one Uncle 
John used to smear up his Oakland phaeton with? Maybe nostalgia can be 


However, Mogen David has another phrase on its subway poster—“Sweet, 
but never too sweet.” Far as we are concerned, phrases like this are clear 
without being too clear. They remind us of nylon nightgowns, which reveal 
without disclosing. As far as legitimate description is concerned, it’s being 
honest—but never too honest. Because somebody who likes a dry wine that 
isn’t too dry might just possibly feel that Mogen David is his dish. In other 
words, it’s strategically a middle-of-the-fence position, usually taken by some- 
one who is sure, but not too sure, just what the market wants. 

Us, we prefer gin. Just plain gin. Don’t have to modify it one way or the 
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intelligent grasp of its business problems 
than the non-owner. He is more apt to be 
balanced in his opinions, and not so quick 
as the non-owner to condemn every fi- 
nancial transaction of his company as 
something that has taken place under the 
table. If he owns stock in the company, 
more often than not he is an employe of 
fairly long service. His attendance record 
generally is satisfactory. He probably is 
rated by his superiors as a “good em- 
ploye.” 

What comes of the Funston plan no- 
body at this writing knows, possibly even 
Mr. Funston. It will be most interesting, 
to quite a few people, to find out. 


The Eye and Ear Department... 


Serials_TV’s Staff of Life? 


The advertiser who sells his product 
primarily to women is getting a pleasant 
surprise these days. During the past year 
the daytime serial has begun to take its 
place in TV as it did in radio and the old 
reliables who pounded away at the girls 
in radio are coming their way on televi- 
sion. 

For a while it looked as though the 
Kate Smith show would set the pattern 
for daytime TV programming. Its success 
was followed, to a lesser degree, by 
“Strike It Rich,” “Bride & Groom,” Gar- 
ry Moore, Bert Parks, Ralph Edwards, 
etc. At that time the isolated and fumb- 
ling serials, “The First 100 Years” and 
“Miss Susan,” were ’way behind the pa- 
rade. Only “Hawkins Falls” appeared to 
be holding its own. A closer look at the 
audience composition of “Hawkins Falls,” 
however, showed a high proportion of the 
viewers to be children waiting for Gabby 
Hayes. 

The early Kate Smith success did not 
last. Most of the participants in the old 
Kate Smith show would like to attribute 
its failure to Ted Collins, but a more ob- 
jective look would place the responsibility 
on the fact that there was more daytime 
programming available. The housewife 


TV WEDDING—Seated on the arm of the sofa 
is John Nelson, emcee of “Bride and 
Groom” (CBS-TV), with a young couple 
married on the program. 


had only a limited number of hours for 
looking, and she became more selective. 
Consequently, sets-in-use decline during 
the 4 to 5 p.m. period from 35 to 25.7, and 
sets-in-use in the early hours have come 
up from 10-15% to about 22%, thus lev- 
eling off daytime sets-in-use to duplicate 
the radio pattern. 

The surprising strength in the daytime 
now appears to be the 12-1 p.m., period 
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THE COMIC WEEKLY 


welcomes 
the 


Sunday Mirror 
*. <e Comic Section 
DD, 


" 
| 


7 
Pras 


Here’s one of the most significant developments in the 
history of comics! On Sunday, January 3, 1954 Puck, The Comic Weekly 
will add the 1,766,291* circulation of the New York Sunday Mirror’s 
superb and powerful comic section to Puck’s circulation of 8,368,757*! 
In the World’s Number One Market, New York City, Puck will reach 


ONE OUT OF EVERY TWO HOMES! 


With a new total national circulation of 


10,135,048 


Copr. 1954 King Features 
Syndicate, Ine 


- 
. 


i Puck, The Comic Weekly will offer the most spectacular and effective 

o pattern of mass distribution in Americ: Puck will give deeper pene- 

a tration in top markets to national advertisers at even lower cost per 

or thousand! 

: ; With Puck’s new New York affiliation. »):::t media will gain unmatched 

o effectiveness, dynamic new selling pov “Average ABC 1952. 

‘e ALBANY—Times-Union - ATLANTA—Journal-Constitution - BALTIMORE —American - BOSTON. -rtiser + CHICAGO —Herald-American - DALLAS—Times Herald - DETROIT — Times 
LOS ANGELES—Examiner - MILWAUKEE —Sentinel - NEW YORK—Journal-American—N.Y.(Sunday)’ » - PHILADELPHIA— Bulletin - PITTSBURGH —Sun-Telegraph - PORTLAND — Oregonian 

. SAN ANTONIO—Light - SAN FRANCISCO—Examiner - SEATTLE—Post-intelligencer - ST. |: Globe-Democrat - SYRACUSE—Herald-American - WASHINGTON —Times-Herald 
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on CBS shared by “Bride & Groom” “Love 
of Life,” “Search for Tomorrow,” and 
“Guiding Light.” It is expected that 
“Bride & Groom” will become ‘‘Woman in 
White” for General Mills and Toni, and 
that American Home Products and Proc- 
ter & Gamble will make this a solid se- 
rial hour with most of them using three- 
minute commercials for each program. 

The cost of a daytime TV serial, five 
quarter-hours a week, including a pool 
of commercials relentlessly repeated, or 
a single pitchman with a minimum of 
props, runs about $10,000 a week for the 
show and $40,000 for the time on the full 
network. Of course, large advertisers 
staying on 52 weeks and having more 
than one-quarter-hour strips earn dis- 
counts which bring the cost down con- 
siderably—but no matter how you figure 
it, it costs at least twice as much as a ra- 
dio serial. 


® In addition to the sales advantage of 
sight plus sound, women on the average 
seem to watch daytime serials more fre- 
quently than they listened to radio se- 
rials (almost every other episode in TV 
to radio’s six out of 20). Also, radio 
seemed to reach a ceiling of 30% of the 
women, but TV gets cumulative audi- 
ences as high as 50% of all women, and 
it may go higher. 

All of the present sponsored serials are 
agency-produced and company-owned. 
This is in order to keep costs at a mini- 
mum and controllable. Even actors play- 
ing leads have been changed without 
noticeable effect on the program. Looks as 
if agencies and clients with these fran- 
chises are digging in for the long haul. 

At present, these serials are coming in 
for less than $4 per thousand homes daily, 


and in most instances this cost is spl 
between two or three brands, on the the 
ory that it is better to pound away ever 
day on frequently-purchased items tha 
to take a chance on overselling ev- 
ery other day or every third day wit 
complete ownership by a single brand o: 
a given day. 


® The new desperate attempt by NBC t. 
invade the serial field with four back-to 
back from 11 to 12 against Godfrey an 
“Strike It Rich” will do much to increas: 
daytime sets-in-use, but it is unlikely the 


can dominate with the early start the CBS 


shows have. Even with a complete pro- 
gram contribution, the NBC cost per thou- 
sand will be higher than the average be- 
cause of the high time costs in relation tc 
program cost—4 to 1. 

Daytime TV is a subject which should 
get much more attention from advertisers 
in the coming year. It represents a basic 
dilemma. With little or no competition 
in the daytime, programs can deliver 
women at very reasonable costs. But if 
the narrow sets-in-use (25% predicted) 
are divided two or three ways, the costs 
will represent a questionable comparative 
expenditure. Therefore, in order to keep 
the essential advertising dollars, some 
sponsors and agencies think the networks 
will find it necessary to cut time costs 
and contribute production costs. It will be 
very interesting to see how the law of 
supply and demand works out. 

One thing is a fact. In order to sur- 
vive economically, networks and their 
affiliates must get a large percentage of 
their total revenue from daytime pro- 
grams. Nor can they depend only on local 
revenue; the broadcasters need a strong 
sponsored network daytime lineup. 


Mailroom Trainee Who Made Good Still Feels 
This Agency Practice Is Wrong 


The following was written by an advertising agency mailroom trainee 
who made good, and is now on the way up the ladder in the agency where 
he formerly distributed mail. But he is not convinced that starting trainees 
off in the mailroom makes sense; in fact, he believes it is bad for both 


trainee and agency. 


How does a young man get a job with 
an advertising agency if he has no ad- 
vertising experience? That was a crucial 
problem for me when I graduated from 
college a little over two years ago, for I 
felt sure that I belonged in the copy de- 
partment of a good, big ad agency. True, 
I had no related professional experience, 
but I had been active in college journal- 
ism and literary work and I thought I had 
a potential flair for writing. 

In quest of someone who might share 
my feeling, I started on the rounds of 
the agencies. I knocked on doors, rang 
telephones, and wrote letters for about 
three months in an effort to solve that 
puzzling problem. Then I reluctantly ac- 
cepted the rather depressing answer. It 
was very nearly the only answer and it 
seemed to enjoy tremendous popularity 
among the personnel people with whom 
I spoke. It went something like this: 
“Well, we'll start you in the mailroom, 
and from there...” 


s So I swallowed my pride and became 
a mailroom worker in an office of a large 
national advertising agency for about $42 
a week. The copy department would have 
to wait until I had served an undeter- 
mined amount of time getting the “feel” 
of the business and proving that I was 
sincerely anxious to take a crack at it. 
For nearly a year I sorted mail, moved 
filing cabinets, went on messenger runs, 
tended stock, bowed low and pinched 
pennies. 

On weekends I listened to my friends 
discuss their business problems and com- 
plain about salaries nearly twice the size 
of mine. Then, stuffed full of humble pie, 


I was promoted...to a clerical job. For 
another six months I sat patiently, pound- 
ing alternately on a typewriter and a 
Comptometer. And then, at last, after 
what reaily wasn’t so long after all, I was 
moved to the copy department. I was 
simultaneously raised to the sort of wage 
most of my friends had started at a year 
and a half before, and, of equal impor- 
tance, I finally had a job I could claim un- 
ashamedly. So, all in all, the mailroom did 
very well by me. 1 got the best I had 
any right to expect. 

But I spent 18 very unhappy, unproduc- 
tive months, and I wonder if there 
wouldn’t have ween some better way, 
both for me and for the agency. That’s 
why I'd like to consider some of the 
whys & wherefores and pros & cons of 
the mailroom system. 

- * * 

The advertising agency business is, in 
most of its phases, rather specialized. It 
requires of its people not only certain 
abilities but also a certain temperament. 
That twofold demand is the first reason 
why most agencies hesitate to place in- 
experienced people in even slightly re- 
sponsible positions. Instead, many agen- 
cies have found it expedient to let the 
young men start in the mailroom. 

If they show there that they possess 
both the adman’s talents and the adman’s 
temperament, they are probably good bets 
to be trained for bigger and better things. 
if not, they can be kept in the mailroom 
or in similarly unrewarding jobs until 
they get fed up and quit. Thus, the wheat 
sS separated from the chaff. 


® Another factor which has contributed 
to the popularity of the mailroom system 


is the fact that the advertising business 
has, unfortunately, acquired a reputation 
for glamor which seems to appeal to un- 
qualified as well as qualified people. 

This glamor and the respectability of 
the ad business offer a very attractive 
concept to a lot of young people who are 
faced with the preblem of choosing a 
career. Many are too eager to dvance 
from the draught beer college gang to 
the double-martini business crowd in one 
big gulp, and, as everyone knows, that 
fast moving agency business is just load- 
ed with highlife. But, happily, the pros- 
pect of the mailroom discourages many 
of these budding bigshots. Those who are 
not so easily discouraged decide, after a 
few months of sorting mail, that the busi- 
ness is not so glamorous after all, and 
they quit. And so, theoretically, the mail- 
room is a great sifter. 


® Another advantage of the mailroom 
system from the viewpoint of the agencies 
is that they can claim a better educated 
mailroom staff than other office in town. 
The clients are surely impressed to see 
a bunch of eager, well-dressed college 
graduates taking the messenger runs. It 
makes a nice impression for the agency. 

A much more practical advantage is 
that the mailroom trains young people 
in the simplest characteristics of the busi- 
ness at no cost whatever to the com- 
pany. Mailroom work, however menial, 
is still important. It has to be done by 
someone and that someone has to be 
paid. But why pay ’em money when 
they’ll settle for experience? And, exper- 
iencewise, the mailroom does give a 
trainee the opportunity to move around, 
to meet people, and to see all the opera- 
tions of the agency business—not very 
closeup maybe, but at least he sees them 
and becomes aware of the basic agency 
functions. 

And, as far as the trainee himself is 
concerned, the mailroom system has one 
other clear advantage. It gives him a 
place to start directly in the agency bus- 
iness and get that initial, basic experience. 
In other words, even the mailroom is 
better than nothing at all, and if a great 
many agency heads are absolutely un- 
willing to let inexperienced young people 
start anywhere else, then the mailroom 
system justifies itself. 


® I see no other real advantages of the 
mailroom system. Some personnel people 
will argue, however, that the greatest 
attribute of the system lies in its ability 
to mold a young man’s attitude into a cer- 
tain ferm which is essential to a neophyte 
starting to work in this very complex 
business. They contend that the pressures 
of the mailroom not only reduce the 
beginner to the proper level of self-eval- 
uation but also make a man out of him 
by giving him a real obstacle which can 
be overcome only by hard, unpleasant 
work. But I don’t think the mailroom 
is effective in these respects consistently 
enough so that they can be called ad- 
vantages. Indeed, consistent success 
seems inherently impossible. Here’s why: 

Let us assume that the pressure of try- 
ing to get out of the mailroom does 
prompt even the most reticent young man 
to exert himself a little more than he is 
wont to do. As such, that pressure can be 
very helpful to many young people; but 
many others withdraw under that same 
pressure and lose whatever drive and 
initiative they may have had in the first 
place. 

Unfortunately, I doubt that everyone 
who rebels under the mailroom pressures 
is manifesting a chronic trait in so doing. 
On the contrary, he may simply be ex- 
pressing a little more will than most of 
his fellows possess. And maybe the fel- 
lows who submit to those pressures do 
so simply because they haven’t the gump- 
tion to do anything else. 


® A similar consideration is that a peri- 
od of mailroom service sometimes de- 
flates the egos of the “hot-shots” who, 
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under pressure, develop enough insight 
to react humbly rather than arrogantly. 
But at the same time it often reduces 
an already humble fellow to the condition 
of genuine depression or jnferiority feel- 
ings. There surely is no advantage in that. 

A long range disadvantage to both the 
company and the trainee is the fact that 
it takes a long time for a young man to 
outgrow the messenger boy association 
among people whom he has served as a 
mailroomer. A bright fellow may go a 
long way from the mailroom in just a 
very few years. He may get a responsible 
job and have his own secretary; he may 
even be a department head. 

But to the people who knew him 
“when,” he is still a boy. He is not called 
“Mr.” or “Sir,” and he is not really tak- 
en very seriously. If he requisitions a 
new typewriter, chances are he’ll have 
to wait until the rest of the equipment 
demands are filled. If he tries to reor- 
ganize his department he is either an 
apple-polisher or an overeager beaver. At 
the very best, he is a nice young man 
whom everyone is glad to see get ahead 
but whom no one really respects. Re- 
member, he was a mailboy in 1951. 


® And, similarly, some of these young 
men have considerable difficulty adjust- 
ing to a first name basis with executives 
who, seen from the mailroom, were more 
like gods. These are points the agency 
execs are likely to shrug off, but “cling- 
ing mailroomitis” is human nature and 
it’s a drawback a young man can’t over- 
come until he leaves the company and 
starts afresh somewhere else. 

But aside from all this, there is one 
simple, final fact that overrules any pro- 
ponents the mailroom system may still 
have. It is this: The mailroom system 
ultimately fails to attract, in sufficient 
quantity, the kind of young talent that 
the agencies want and need. After the 
mailroom word gets around the bright 
young men come in less and less fre- 
quently, and the personnel people scratch 
their heads and wonder why. 

It’s really easy: the smart boys are go- 
ing where they can get more respectable 
jobs for better money. Of course, there 
are exceptions. A few of the ex-year- 
book editors and student council mem- 
bers and class presidents and Phi Beta 
Kappas will shift into reverse and start 
in the mailroom for the sake of experi- 
ence, but they are very few indeed. The 
mailroom system has defeated its purpose. 

* * + 


No such lengthy criticism would be 
constructive unless it attempted to offer 
a solution to the problem of training 
young men for the advertising business. 
in this regard a wise thought was put 
forth a few months ago in an ADVERTISING 
AGE editorial: the idea of encouraging 
agencies to hire college students during 
the summer vacation months so that when 
they graduated they would have some 
agency background. Such a plan might 
be organized through the American Asso- 
ciation of Advertising Agencies. 


# But that would be only a partial solu- 
tion. The real answer, I think, lies in the 
agencies’ agreeing to hire promising young 
people in positions which are more re- 
warding in terms of experience, money, 
and self-respect. This might be based on 
the substitution of the traffic depart- 
ment for the mailroom as the customary 
starting point. In the traffic department 
the beginner would soon come in close 
contact with all the agency functions and 
the people performing these functions. 
He would have a wonderful opportunity 
to observe and learn. 

But, rather than automatically starting 
everyone in the traffic department or 
in any other one department, the agencies 
should retain a flexible policy which 
places no restrictions on where a young 
man can start, provided he seems to have 
ability that the agency can use. The 
agencies can expect to attract young peo- 
ple with talent only if they offer an op- 


Sal 


prod 
instr 
said 
come 
the | 
does 
thing 
mira 
He i 
cours 
that 
a reé 
satisf 
agree 
the 

some 
he is! 
ing t 
‘revo 
He i: 
‘Ame 
brew 
isn’t 
diffe: 
ways 
woul 
ing v 
dinne 


a In 
presi 
ing u 
“The 
one ¢ 
is an 
is as 
no ay 
to th 
he h 
little 
enou; 
copy 
sell t 
is so} 

I tl 
respe 
their 
They 
tle fo 
in to 


marr: 
loveli 
If he 
he’ll : 


Men e esi st Big oe. PRA eG kee al fy od he Wink fancy = eae pag: IR oes ae +8) a, ee, Ge Ses ets gare Fiat et oe So an) ie mR IG PL, sla) Sen PAP hn ARE es ol eee pips ete ght Si grr pS eeeite yrs Saeed eee Seg ee ot SS sag Sa Seg 
TOS Spee eto o tat IF ESP ch: ers ae ee , awe, Pies " aaa tots rete a te ne bea ae yas ae 7 vee da> iS on aa Bes fh ew ae, he Lt odes oe is oe set Raa ae iat a EAS 
RP ie ahh ch ORE oy cote Biaaas = Nie Gh ae aOR KG a Ce no a ak . ah Fete os ot ae eek on er ay eas wash: OWE 2 ot gaat ak Gee he UT eee ge CREPE ae ie ge Ee aR eae cate &: nae Mee ae igh s Cea ate he ers ORS ORS ey Md 
Fe tS Mea teae eae Slee Sacco ieee PRR Se ES PL hs oe ae teeter OFS ‘ Ree ie ee ge (Sr tr ee Rieck ss eg ape ee eg ore MEN a a RRL rad Ee ca OR eee Pou PE RRS Bau xi Stes res SR o, OP Ga Pie AME ory ey 
payed > “as ea ieee : oe : z Pea gel etaagate. RAE Sig in 2 te ey PRE. Canines t- aera ete ae ear aes Hee ae See » CD et ci ete TEN et apie te ee Pn ates Lowe Ge tes ad We ‘ AF eRe zi 
4 © a athe . ea a a : : “a ie sat ees ete Se aingeynen. | eee a a Tike a nea ee ere Lear | i . IT MRE eaeies 
ae = 2 4 ae aes to ate a Nie Jeeta ee ieee : a (ss ; oa a mee A : ; Bo ey ee sft a. 4 a Oa ee oe ee a a es lee an 
LS, i t ey A : oe * . 2 ee y me “pense at : 
a ae rl lias 
Sa 
ES 
sat: = Ro Adt 
: port 
a A 
y ai F thin 
ax. pay. 
grac 
nis 
met 
aa 
: ee 
ee proton 
: 
pe, 
Pe ts ~ 
= i 
si 
ei 
i ee 
ae 
gee 
ee $1 
Sat ey 
Renae v 
- T 
oie 
i Sac 
me Th 
and 
etic 
We Je 
ide 
ate 
eh i 
ree 
ae 
ae 
his 
arte 
i" 
_ ey 
F 2 
oe ae 
Reco 
BME 
Oh 
Rs 
eae 
in th 
He h 
his n 
more, 
. Amer 
; « 
se ing 
| sf canne 
Pe dise 
amaz 
aes ster, 
Po ae 
4 * . : 4 . - is rs e : ‘ 4 ae ana. 4 ean ‘ ny ar hs. het A ay 2 ; R #: : sot : : . E <,* ae it r : > ai ‘ ci me ~ 4 


op PF we VO ow Me 


ss 


Advertising Age, October 5, 1953 


portunity for the expression of that talent. 
* 7 * 

And the agencies must do one more 
thing: They must offer better starting 
pay. Many businesses which hire college 
graduates would be embarrassed to offer 


Salesense in Advertising... 


less than $300 a month to start, but the 
agency business, one of the richest and 
most demanding of all, feels no qualms 
about offering $200 a month or even less. 
Like the mailroom system itself, that just 
doesn’t make sense. 


Consumers Do Not Expect to Be Amazed 
By Your Product 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


The president of a company that makes 
and advertises a line of grocery sture 
products, talking about advertising as an 
instrument of Salesmanship in Print, 
said this to me the other day: “I have 
come to believe that 
the average consumer 
does not expect the 
things he buys to be 
miracles of perfection. 
He is not satisfied, of 
course, with a product 
that delivers less than 
a reasonable degree of 
satisfaction. And he is 
agreeably surprised by 
the product that in 
some way exceeds his expectations. But 
he isn’t asking for miracies, isi’t demand- 
ing that every article he buys must be 
‘revolutionary’ and « ‘triumph of science.’ 
He isn’t insisting tnat his coffee be an 
‘Amazing Coffee Discovery.’ He wants his 
brew to be thoroughly satisfying, but he 
isn’t expecting a coffee that ‘tastes so 
different’ that he’ll ‘never go back to old 
ways.’ What would astonish him, though, 
would be the spectacle of his wife danc- 
ing with joy while she washed the greasy 
dinner dishes.” 


James D. Woolf 


# In line with his present thinking this 
president has issued a manifesto dictat- 
ing u new policy of moderation in copy. 
“The truth is,” he said to me, “that not 
one of our products is a miracle. Not one 
is amazing or astounding. Each of them 
is as good as we can make it, and I make 
no apology for any of them. They deliver 
to the consumer every bit of satisfaction 
he has a right to expect—no, I think a 
little more than he expects. And that’s 
enough. I am through with miracles. If 
copy that is moderate and credible can’t 
sell the fine things we make, then there 
is something wrong with advertising.” 

I think it is true that most people, with 
respect to almost everything affecting 
their lives, are fairly easy to please. 
They are accustomed, such is life, to “‘set- 
tle for less.” If Joe finds the ioveliest girl 
in town impervious to his chasins, he’ll 
marry the second loveliest, or ‘!.e tenth 
loveliest, or the hundredth, o1 whatever. 
If he cannot have a Cadillac or a Lincoln 
he’ll do the best he can and perhaps settle 
in the end for a second-hand Chevrolet. 
He hopes his 1948 Chevvy will give him 
his money’s worth and possibly a little 
more, but he doesn’t expect a miracle. 

My president friend is wondering if the 
American people aren’t fed up with be- 
ing “amazed.” “As for me,” he said, “I 
cannot recall a single article of merchan- 
dise in my whole life that I’ve been 
amazed over. I was amazed, as a young- 
ster, when I first beheld Niagara Falls, 
and only recently I was amazed when I 


first saw the Grand Canyon of Arizona— 
but never have I been amazed, or even 
mildly astonished, over a cigaret, or an 
automobile, or a brand of coffee, beer, or 
gasoline.” 


® Bad for advertising in terms of credi- 
bility, I think, is the fact that so many 
“amazing discoveries” are so short-lived. 
Not so long ago the little yeast cake was 
hailed as a great boon to good health and 
longevity. Today the millions who doc- 
tored themselves with it now wonder why 
they did. Yogurt and blackstrap molasses 
no longer amaze as they did three or four 
years ago. And what has happened to 
ammoniated dentifrices, only yesterday 
an “amazing” triumph? Chlorophyll 
seems to have crowded them off the 
front page, and now it appears that in 
dentifrice copy chlorophyll will soon 
cease to be amazing in favor of the as- 
tounding anti-enzyme discovery. 

I believe strongly with my president 
friend that a great deal of current ad- 
vertising is promising too much—unnec- 
essarily. When this or that product prom- 
ises an “amazing” benefit, it is promising 
far more than the consumer is asking 
for or believes he will get. No experi- 
enced male adult, for example, expects 
from an electric razor a shave as close as 
a blade shave, an assertion I make on 
the basis of questions I have asked at 
least a hundred men friends and acquain- 
tances. Many of them use and prefer 
electric razors, but extra close shaving is 
not the reason. Most of them find it nec- 
essary to shave twice on those days when 
they go out in the evening. Is it wise, 
in view of this, for the electric razor ad- 
vertisers to promise a “miracle” result 
that millions of men know they will not 
get? Wouldn’t it be better to bear down 
on other benefits and keep within sensi- 
ble and credible bounds on what is said 
about close shaving? 


# The whole point of this piece, to re- 
peat, is that, to be effective, advertising 
need not promise a SUPER-BENEFIT. 
Most people are not asking for SUPER- 
BENEFITS, and they don’t believe such 
promises when they are made. Take 
soup, for example. What, as a matter of 
common sense, do ordinary people ex- 
pect of a soup? They expect, I’d say, a 
soup that tastes good, that is nutritious, 
that is easy to prepare, that is economical. 
If it rates a little higher than the average 
on these counts, so much the better. Here 
in these simple virtues is all that is 
needed for good advertising, and Camp- 
bell’s has proved it. Campbell’s advertis- 
ing has never “amazed” or “astounded” 
anybody, as far as I know, but it has 
sold countless millions of cans of soup. 

I honestly believe that a moderate 
promise of a credible benefit, in behalf 
of any product, will do a better selling 
job than the immoderate promises that 
are supposed to “amaze” the damfool 
American people. If you ask me to prove 
it, I'll tell you I have proved it many, 
many times over the years. 


Facing Facts 
The sponsors who make toilet soap, 
Face powders, creams and lotions, 
Build up the faded spinster’s hopes 
By prodding her emotions: 
If she will only use their gunk 
With faithfulness and fervor, 
And, every night, her wrinkles dunk 
In patent youth preserver, 
The men will gather in such flocks, 
She'll have to beat them off with rocks. 


Now these cosmetics may be good, 
Their use be beneficial, 
But I have often wished I could 
Inquire of some official 
Just why the model that they pick 
To shill for each confection, 
Is, every time, a luscious chick 
With peach-and-cream complexion, 
Who needs the product that she touts 
Like coffee pots need extra spouts. 


I'd think the dame whose puss is plain, 
Though she might covet beauty, 

Would snub a sales talk with disdain 
From any teen-age cutie. 

Instead, she should be more impressed 
To see some old crone try it, 

And, after giving it a test, 


Be benefited by it. 


(But ads like that will only come 
Along with the Millenium.) 
—GARTH BENTLEY, 
The Seng Co., Chicago. 


Looking at the Retail Ads 


By Clyde Bedell 

(Mr. Bedell is a consultant in cre- 

ative advertising and advertising 

training.) 

Today’s advertisers have enjoyed so 
long a period of opulence that they have 
become unaccustomed to work for what 
they want. 

I think it was Joe E. Lewis who, when 
he was advised by his doctor to stop 
drinking fire water, said: “Hummm, I 
can't think that’s very good advice, for 
I see lots more old rum-soaked bums 
around than I see doctors.” 

While that is an accurate observation, 
its validity as a bit of research on which 
to base a vital conclusion is questionable. 

It is easy to see more loafing bums (of 
ads) around these days, than it is to see 
hardworking ads. That doesn’t prove 
anything in favor of loafer ads for earn- 
est businesses. 

Either this loafer ad is true—or it is 
untrue. If some newspaper readers know 
enough of the comparative value of 
things today, to know it is true, they 
don’t need to be told by the ad—anad it is 
a waste of money to tell them only what 
this ad tells. 

If other readers do not know it’s true, 
nothing in this ad will convince them, 
so the ad is wasted on them. 

It happens that a good many people 
believe the public utilities in this coun- 
try are suspect in their propaganda, 
their public testimony, and their lobby- 
ing. Many utilities in the past have 
earned a greedy reputation good ones 
must share. 

Like some NAM propaganda and pub- 
ic pronouncements, there has often 
been sufficient scent of sophistry about 

tility publicity to make hard the carry- 
of conviction—even when bare truth 
oken. 
erefore, I think it would behoove 
itilities to substantiate what they say. 
ippen to believe the statement this 
kes, but I don’t believe it because 
ays it.) I believe that a para- 
or two of honest, carefully written 
in this ad could have supported the 
ently empty, general claim, and 
i have multiplied the value of the 
ts sponsor, without impairing what 
i now is. 
an age old requirement of any 
elling formula to include the “cre- 
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ating of conviction.”’ Today any paper or 
magazine can yield up a dozen or a score 
or scores of ads by people or advertisers 
who do not know that the public simply 
doesn’t believe the innumerable unsup- 
ported claims directed their way. 

Any reader of this great fireside 
weekly—-ADVERTISING AGE—simply must 
agree that there are many advertisers 
whose unsupported claims do not carry 
weight. There are some _ advertisers 
whose words—at least to limited audi- 
ences—are entirely trustworthy. Why 
should any advertiser assume he is in 
the latter class with most of the audi- 
ence of a metropolitan paper? (This was 
in the Chicago Sun-Times.) 

The wise seller, even when he knows 
his claims are valid and will be accepted 
as true, substantiates his claims. He uses 
some of the selling stratagems that carry 
conviction. Why? Because in selling a 
newspaper audience—precisely as in 
selling a child, a sales staff, a regiment 
of soldiers, or any group—inarticulate 
or reticent integrity doesn’t carry 1, 2, 3 
with integrity that explains and eluci- 
dates. All ads are selling a constantly 
changing, constantly dying, constantly 
renewing market. Selling should there- 
fore be continuous. 
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Names Julian Brightman Co. 

Clinton Clothing Mfg. Co., Bos- 
ton, has appointed Julian Bright- 
man Co., Boston, to handle its ad- 
vertising. Newspapers and _ tele- 
vision will be used. 


# Ky) Foreign Language Division A 
Typesetting in English |? 

and over600 sy 8 

Languages and Dialects |Z. * 

woR.o’s FOREMOST Foetion-|Me 8 


sales promotion 


Beltone Signs Newscast 


Beltone Hearing Aid Co., Chi- 
cago, has signed a 26-week con- 
tract to sponsor the Paul Harvey 
newscast over the American 
Broadcasting Co. network Sun- 
days, 6:15-6:30 p.m., EST. Olian & 
Bronner, Chicago, is the agency. 


Joins McConnell, Eastman 

McConnell, Eastman & Co. has 
named W. Thomas Blakely, for- 
merly in charge of advertising and 
for Yardley of 
London in Canada, manager of its 
Montreal office. 


Production Siudio Bows 

Sam Schwe:iz, New York art 
director and »ublishers’ produc- 
tion manager, 1s established Pro- 
duction Studic at 41 W. 33rd St., 
New York. The studio will under- 
take art and p: duction for period- 
icals. 


L. C. Smith Promotes Dash 


Harold Das», since April acting 
sales manager of the portable 
typewriter division of L. C. Smith 
& Corona Typewriters Inc., Syra- 
cuse, has bee: promoted to sales 
manager. 


4-Page ‘Fortune’ Ad Marks Otis’ 100th Year 


New York, Sept. 29—Otis Ele- 
vator Co. is celebrating its one 
hundredth anniversary with a 
two-color four-page statement in 
the October issue of Fortune. It 
helps make the 304-page issue the 
largest in the magazine’s history. 

Headlined “Otis sets a goal for 
a second century of progress,” the 
advertisement is essentially a pub- 
lic printing of a statement previ- 
ously issued to the company’s 
employes and stockholders. Writ- 


Advertising Age, October 5, 1953 


ten by LeRoy A. Petersen, Otis 
president, the statement reaffirms 
the principles originally set forth 
for the company’s guidance by 
founder Charles Otis, and outlin- 
ing an extension of these precepts 
for the future. 


The ad also lists and illustrates some’ 
a dozen Otis “firsts,” from the ward. 
1853 invention of a safe elevator said. 
to the current year’s electronic “T) 
traffic duplicating equipment were 
which simulates elevator per- teach 
formance under any kind of lab- plishe 
oratory-imposed conditions. G. M. the ¢ 
Basford Co., New York, prepared medi 
the four-page advertisement. basis. 
“Te 
Victor Adding Gets McCaskey inate 
Victor Adding Machine Co., Chi- bias, 
cago, has acquired the assets of tablis 
McCaskey Register Co., Alliance, whict 
O. Present preferred stock of Mc- direc 
Caskey will be exchanged for spe~- crest 
cial preferred stock in the newly 
merged organization. Common 
shareholders will receive cash pay- es Mr 
ments and stock in Atlanta Reg- adver 
ister Co., formerly a McCaskey direc’ 
division, now an independent com- ent o 
pany. Also included in the merger ffect 
are the facilities of McCaskey = 
Systems Ltd., Galt, Ont., distribu- with 
,tor of both Victor and McCaskey gram 
| products in Canada, and the com- He 
pany’s English division, Watford, vertis 
| England. into t 
whict 
Radio Outlets Merge on TV hand! 
| WDRC and WTIC, both in Hart- dia. 1 
ford, have concluded an agree- orien’ 
ment which will join their radio cause 
|and television activities in the dinaat 


j}event WTIC’s application for a 
TV outlet is granted by the Fed- Mr. 
/eral Communications Commission. many 
|Both stations are applicants for a vertis 
|TV station on Channel 3 in Hart- its a 


ford. The plan provides for the sold, 
_withdrawal by Connecticut Broad- men 
_casting Co. (WDRC) of its TV ap- : a 
plication and for a joint effort with COVES: 
|/'WTIC to obtain a favorable de- It 1 
cision on the application of Trav- Polk 
|elers Broadcasting Service Corp. printi 
|for a TV station. role o 
Thom 
Vision Inc. Names 5 Execs a regi 
.| Vision Inc., New York publisher 
| of Vision and Visao, Latin Ameri- eM 
can news magazines, has made five . 
/management-sales changes. They omme 
are Alexander Nimick, advertising searcl 
| manager, to v.p. on the general every 
administrative staff; John Kirby, dium; 
advertising manager, in addition ship « 
heads advertising sales and promo- to es 
tion; Dwight Mitchell, formerly . " 
with Henri, Hurst & McDonald, etn 
Chicago, to Vision’s midwestern Roper 
staff; David Trimble, formerly ture 


“ ..G00d Increases in Business...” 


In January, Ragland Potter and Company of Nashville, having used television 
through the Walter Speight Advertising Agency for other products, decided 
to see what WSM-TV could do for their wholesale Gillette Tire Department. 
Here in the words of a Ragland Potter official is what happened: 


“After our first program a Bottling Plant in Kentucky made immediate 
inquiry preparatory to placing an order for Gillette Tires on all their trucks 
(they placed it!). The bus line of a progressive Middle Tennessee town has 


made arrangements to equip all busses with Gillette Tires as a direct result 


of our television advertising. Also as a result of a TV commercial, a logger 


gave an order for tires for eight trucks. In addition to these, our dealers have 


reported good increases in business.” 


“Our dealers and salesmen are keyed up over our TV advertising. And 


judging from consumer demand, we expect to improve our position in the 
Tire Field as a direct result of TV advertising. ...” 


This is no isolated instance. Irving Waugh or any Petry man can cite similar 
success stories in every field. How about building one for your product? 


Nashville WISMe=TV channel 4 


with J. B. Powers Inc., to the mid- Mr. 


western staff, and Leon Gold, years 
formerly with J. K. Lasser & Co., partie 
to Vision controller. Ford, 
Ross Appoints Faircloth png 
M. B. Faircloth, formerly assoc- Un. 
iated with Paul Roberts & Associ- 
ates, has been appointed to the ple w 
‘account executive staff of Ross a yea 
Advertising Agency, St. Louis. elimi 
Strou 
woul 
more 
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PHOTOMATIC CoO. 
53-59 E. Illinois St, Chicogo 11, Illinois 
Phone: WHiteholl 4-2930 
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How Ford Developed Its Direct Mail 


Program Outlined for DMAA 


(Continued from Page 1) 
something that is handled after- 
wards and separately,” Mr. Strouse 
said. 

“The history of other media that 
were handled separately should 
teach us that this can be accom- 


plished successfully only by going 


the entire route and placing the 
medium on an agency commission 
basis. 

“In this fashion there is elim- 
inated completely any question of 
bias, real or imagined, as it es- 
tablishes an economic basis upon 
which agencies can bring to bear on 
direct mail advertising their fullest 
creative planning facilities.” 


s Mr. Strouse reasoned that the 
advertiser who handles his own 
direct mail loses the creative tal- 
ent of agencies and a constant and 
effective integration of direct mail 
with the over-all advertising pro- 
gram. 

He added: ‘‘The challenge to ad- 
vertising agencies today is to move 
into the direct mail medium as one 
which is just as normal for it to 
handle as are other recognized me- 
dia. This will require a bit of re- 
orientation of our thinking be- 
cause we have so long looked upon 
direct mail as sales promotion.” 

Mr. McGinnis told how for 
many years Ford’s direct mail ad- 
vertising had been handled through 
its advertising department and 
sold, dealer by dealer, by field 
men, with no uniform pattern of 
coverage. 

It then was decided that R. L. 
Polk & Co. would get the job of 
printing and distribution in the 
role of “publisher,” with J. Walter 
Thompson preparing the copy on 
a regular commission basis. 


# Mr. Strouse told how JWT rec- 
ommended a comprehensive re- 
search program to determine (1) 
everything possible about the me- 
dium; (2) the degree of reader- 
ship of the new campaign, and (3) 
to establish marks from which 
progress could be measured. Elmo 
Roper was brought into the pic- 
ture to conduct the research. 

Mr. Strouse said that after four 
years of experience none of the 
parties involved in the program— 
Ford, Polk, Ford dealers or the 
agency—would want to return to 
the old hit or miss method. 

Under agency leadership, a sim- 
ple way was found to save $70,000 
a year in production costs by the 
elimination of clip sealing. Mr. 
Strouse indicated that agencies 
would probably save companies 
more than the commission in ef- 
fecting reduced costs. 


® Mr. Strouse urged that agencies 
have the courage to recommend 
direct mail strongly where it fits 
and recommend against it where 
it does not. 

He called direct mail a real chal- 
lenge to both advertisers and agen- 
cies and urged that the medium be 
used as one of the tools in a well 
rounded program. 

Because direct mail reaches a 
controlled market, Mr. Roper sug- 
gested that considerably more 
study be devoted to it and the best 
way to use it to greatest advantage. 
Mr. Roper said that while evalu- 
ating the Ford campaign his agen- 
cy determined that the direct mail 
competition for the householder’s 
readership averaged three pieces 
per family per day. 

A. R. Tofte, manager of the ad- 
vertising and industrial press de- 
partment, Allis-Chalmers Mfg. Co., 
Milwaukee, described direct mail 
as industry’s neglected selling tool 
and declared that its help is sorely 

needed. 


Fred R. Michaels, mail order 
manager of Sears, Roebuck & Co., 
gave a behind-the-scenes picture 
of his company’s mail order oper- 
ation and wrapped up the com- 
pany’s direct mail effort, includ- 
ing catalogs, this way: 

“We believe that no matter what 
you are selling, the copywriter’s 


job is simply to determine what. 


the customers want and then find 
in the merchandise the story that 
gives them more than anyone else 
is giving them.” 

vertising, Burroughs Corp., 
al Industrial Advertisers Assn., 
told the convention that direct 
mail is the most versatile sales 
tool “in the bag” and that in the 
challenge ahead could very well 
be the most important tool. 

He insisted that users of the me- 
dium become just as thoroughly 
familiar with what direct mail 
cannot do and will not do as with 
what it can accomplish. 

Sen. Frank Carlson (R., Kan.) 
addressed the convention on the 
Post Office Department and post- 
al operations but carefully dodged 
any direct comment on increased 
rates. 


s Lawrence G. Chait, director of 
list research for Time Inc., was 
elected new president of the asso- 
ciation. Mr. Chait served as 
DMAA American v.p. and chair- 
man of the administrative commit- 
tee during 1952 and 1953. 

Before joining Time Inc., Mr. 
Chait was the direct mail adver- 
tising manager of Dow Jones & 
Co., and was advertising manager 
of Arthur Weisenberger & Co., 
member of New York Stock and 
Curb Exchange. 

In accepting the DMAA presi- 
dency, Mr. Chait said: “In the past 
few years direct mail advertising 
has gained stature as a major 
means of solving countless special- 
ized sales and marketing problems. 
Last year 1,171,000,000 advertising 
dollars were expended on direct 
mail and indications so far this 
year are that this figure will go 
even higher. The part played by 
the Direct Mail Advertising Assn. 
in this billion dollar business is 
|an important one. In the coming 
year the DMAA program will point 
most heavily in the direction of 
|helping our 2,000 corporate mem- 
bers to effectively use this adver- 
|tising medium in a selling econ- 
|omy. The research facilities of the 
association will be expanded con- 
| siderably as a basic aid in this di- 
rection. 


|}@ “In recent months the associa- 
tion was influential and effective 
in helping to maintain an equitable 
| postal rate structure. In the com- 
ing year DMAA will continue to 
be heavily committed to a program 
'which insures an efficient, low- 
| cost U. S. postal service. 

| “The association over the past 
| few years has become truly the fo- 
‘cal point of direct mail activities 
throughout the U.S. and Canada 
and has led the way toward bet- 
ter understanding of the use of di- 
rect mail as a powerful advertis- 
|ing tool. As president of the DMAA 
'for the coming year, I will cer- 
tainly do my best to see that this 
record of progress is carried for- 
ward and that the association con- 
tinues to serve well the interests 
of all those concerned with the 
welfare of direct mail advertising.” 


® Other officers elected were 
Charles S. Downs, v.p. in charge 
of advertising and public relations, 
Abbott Laboratories, North Chi- 
cago, Ill., American v.p.; Howard 


W. C. Sproull, director of ad-) 
De-— 
troit, and president of the Nation-| 


Negro in an executive position. Making 


: * 


a q 


BBDO FIRST—Ben Duffy (left), president of Batten, Barton, Durstine & Osborn, ac- 
cepts the Chicago Defender’s honor roll award of 1952 for his agency, which was 
cited for extending the area of democracy by pioneering in the employment of a 


the award is John S. Sengstacke, editor 


and publisher of the Defender. At center is Clarence Holte, who last year was named 
to BBDO’s marketing department staff. 


S. Mark, ad manager, Robert 
Simpson & Co., Toronto, Canadian 
v.p.; Arthur W. Theiss, director of 
publicity and advertising, Minne- 
sota Mutual Life Insurance Co., St. 
Paul, secretary, and Herbert Buh- 
row, manager, industrial and busi- 
ness book department, McGraw- 
Hill Book Co., New York, treasur- 
er. 
New members of the DMAA 
board are A. M. Anderson, execu- 
tive v.p., Reuben H. Donnelley 
Corp., Chicago; Luther A. Breck 
Jr., president, Breck’s of Boston; 
William R. Merriam, v.p. and pub- 
lic relations director, Federation 
for Railway Progress, Washington; 
Tad R. Meyer, advertising and 
public relations manager, Nekoosa- 
Edwards Paper Co., Port Edwards, 
Wis.; William H. Beatty, v.p., R. 
L. Polk & Co., Detroit, and Paul J. 
Bringe, sales manager, Milwaukee 
Dustless Brush Co. 


Bishop and Vinnedge 
Leave ‘Cosmopolitan’ 


New York, Oct. 2—Personnel 
changes announced by Cosmopoli- 
tan this week were accompanied 
by an optimistic statement by 
Richard E. Deems, Hearst Maga- 
zines v.p., who said that the publi- 
cation is now making money and is 
adopting a policy of expansion. 


and Alfred S. 
advertising 


lisher of Cosmo, 
Vinnedge, western 


No appointment has been made to 
replace Mr. Bishop in the post of 
of Printers’ Ink, has been 
Edward T. Younglove, 
on the sales staff of Sports Afield, 


recent Hearst acquisition, has 
been made western advertising 
manager. 


# Since Cosmopolitan adopted a 
new policy early this year of not 
soliciting subscriptions (AA, Jan. 
26), newsstand sales fave in- 
creased, Mr. Deems said. and the 
September issue recorded 4 news- 
stand circulation of 750.000. The 
August and September iss\ics show 
a profit, he added. N: ibscrip- 
tions are being receiv: less 
|than the rate of $4.20 times 
| the cover price), and n rip- 
|tion promotion is bein: Since 
January, 59 new adv: ac- 
counts have been add: 

“We have adopted y of 
expansion in both « and 
advertising depar Mr. 
Deems said, “and sev: ew ap- 
pointments implemen: pol- 
icy will be annou: tly. 
During the remainde: 2 and 
in 1954 Cosmopolitan inue 
to deliver a substar cula- 
tion bonus over its e.” 


Lionel M. Bishop, v.p. and pub-| 


manager in Chicago, have resigned. | 


publisher. David Porter, formerly | 
ap-| 
pointed advertising manager, and, 
formerly | 


Business-Defense 
Agency Formed as 
Commerce Division 


WASHINGTON, Oct. 1—The long- 
awaited reorganization of the De- 
partment of Commerce became of- 
ficial today with the creation of a 
“Business and Defense Services 
Administration.” 

The new agency, which has a 
total of about 400 employes, ab- 
sorbs the National Production Au- 
thority into the permanent struc- 
ture of the department. It also 
takes over the functions of the 
various other Commerce Depart- 
ment units which dealt with busi- 
ness in the past. 

The Office of Distribution, which 
is the focal point for relations be- 
tween the department and the 
marketing and distribution indus- 
tries, is assigned a “staff” status 
in the new reorganization. How- 
ever, H. B. McCoy, acting admin- 
istrator of the new agency, said 
there will not be any increase in 
the number of Commerce Depart- 
ment employes working with the 
distribution section. 


® The new agency will have 25 
industry divisions. In most cases 
| these divisions will be directed by 
{business executives who are here 
'on a non-compensation tour of 
| duty. Each industry division is to 
i|have an “advisory council” from 
| industry. The divisions will also 


| have industry advisory committees 
|to assist with specific product 
| problems. 

In announcing the new arrange- 
ment, Commerce Secretary Sin- 
clair Weeks said the industry di- 
visions will participate in mobili- 
zation-base planning and will help 
‘assure completion of military and 
atomic energy programs. 

In addition, the councils will 
serve as a source of information 
for the department about problems 
which trouble business. 


Mactadden Group Alters Rates 


Macfadden Publications Inc., 
New York, on Jan. 1 will put into 
effect a new rate card for the 
Macfadden Men’s Group (Sport, 
Saga, True Detective and Master 
Detective), with the guarantee up 
to 1,350,000. No basic changes are 
made other than a_ proportional 
rate increase to cover inclusion of 
Master Detective. Individual mag- 
azine rates have not changed ex- 
cept 
which will go from a page rate of 


$2,955 one time to $3,440. Current | 
b&w page, one time, is $2,480. The | 


new rate will be $2,750. 


Husted to Grant Advertising 

Wallace H. Husted, formerly 
with Meldrum & Fewsmith, Cleve- 
land, has joined Grant Advertis- 
ing, Detroit. 


for black and one color, | 


Station Reps 
Dislike NBC's 
New Three Plan 


New York, Oct. 2—The mem- 
bers of the Station Representatives 
Assn. don’t think much of Nation- 
al Broadcasting Co.’s latest radio 
sales strategy. They call it an “in- 
vasion of spot business.” 

The association released a 
lengthy statement to the press 
commenting on NBC’s “Three 
plan,” which offers advertisers 
‘minute participations in three 15- 
|minute programs daily, five days 
'a week. The shows are “Second 
Chance,” “It Pays to Be Married,” 
,and “Fibber McGee & Molly” 
| (AA, Sept. 28). 

Also included was the spot 
Salesmen’s reaction to the NBC 
radio strategy as outlined by David 
Sarnoff, NBC-RCA board chair- 
man, at an affiliates meeting in 
Chicago recently (AA, Sept. 21). 
The statement is a compilation of 
comments from correspondence, 
bulletins and personal observations 
of representatives. 


s One spot salesman had this to 
say: “Mr. Sarnoff was specific 
about increasing costs of network 
operation and decline in network 
time sales...but nowhere in the 
speech did I see any reference to 
or concern for healthy station 
economics, good station earnings, 
station problems with costs and 
expenses and particularly no ref- 
erence to the income stations will 
now lose if NBC succeeds in di- 
verting normal national spot sta- 
tion business to network spot car- 
riers... 

“Let us consider the station in- 
come on spot business. Take one 
of my stations in a market in the 
top 50. For three one-minute an- 
nouncements, daytime at the 100- 
time rate, the net income on an 
order I send to the station is $43.20. 
For the same three one-minute 
announcements in a network spot 
carrier, my _ station would net 
$16.32. On another station, a small- 
er one, station income for three 
one-minute announcements, night- 
time, at the highest frequency dis- 
count, would be $20.28, while the 
station income from the network 
for 15 minutes would be $5.73. On 
the same station, three one-minute 
daytime announcements would 
bring the station $11.91. On this 
network deal, the station will get 
$2.87.” 

One spot man said the network 
is trying to cut in on the spot busi- 
ness with programs of “unknown 
audience value.” He added rue- 
fully, “Let us suppose that one or 
more of these NBC-three shows 
proves to be a big audience getter, 
suppose a network advertiser 
wants to buy the entire 15 minutes 
across the board, in all probability 
you would then see the network 
reverting to network philosophy, 
selling the show to one advertiser.” 


8 Another’ representative was 
ready to write off the networks if 
they don’t change their ways. He 
commented: : 

“If their imagination for success 
is limited to invading the growing, 
|healthy, spot business instead of 
| developing their unique advertis- 
er-sponsored program business, 
with its hundreds of prospective 
network accounts they are unable 
to sell, then I fear for their future.” 


| 


’N. Y. Tribune’ Boosts Tobin 


Richard L. Tobin, associate with 
the New York Herald Tribune 
since 1932, has been promoted to 
director of public affairs, a new 
post. Mr. Tobin will coordinate the 
activities of the Tribune Forum, 
radio and television, the club serv- 
ice bureau and information serv- 
ice. 
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GOLDMINE 


Good News 


for national advertisers 


and agency executives 


THE RESULTS ARE IN! 
The first major survey of 
America’s Catholics is com- 
pleted. Now the facts you 
want are available. 

Growing Catholic families 
throughout the United States 
have told Our Sunday Visi- 
tor and The Register about 
their buying habits for over 
75 items of merchandise and 
equipment. They’ve also re- 
vealed heretofore unknown 
figures about members per 
family, incomes, housing, 
employment, education, 
what they own — and what 
they want to buy! 

Since the first major report 
of the Catholic market is so 
comprehensive we can now 
provide national advertisers 
and agencies with specific 
tailor-made reports regard- 
ing a particular merchandise 
item or food. Also, we can 
now supply fresh, reveal- 
ing economic information vi- 
tal to your specific market 
needs. 


Tea Promotion 
Has Been a Big 
Success: Hyde 


OPERATION | 


(Continued from Page 2) 
available, consumption will double 
if people only follow their present 
home-developed habits. 

“This job of making tea avail-| 
able in restaurants is a merchan-| 
dising job rather than an adver- 
tising job,” he said. “We could do 
this job, if necessary, and did for | 
several years, without consumer | 
advertising, although advertising | 
makes it much easier. Advertising 
alone, however, could not gain us| 
our objective. 


s “In the home it’s different,” Mr. 
Hyde said. “The tea is available. 
Something has to move people to 
do something with the tea. Some- 


long time to do the job. But we 
must not forget that for every dol- 
lar that the Tea Council spends in 
this job, the industry spends at 
least nine or ten additional dollars 
for advertising and promotion. The 
| combined voice of the brand pack- 
er and the retail grocer is many 
_times more powerful than that of. 
| the Tea Council.” 


® Mr. Hyde told an AA reporter. 
that the Tea Council is currently | 
spending $1,000,000 in advertising. 
Most of this is in television. This 
fall’s promotion, starting Oct. 26 
and running through next March, 
will use about 16 cartoon-type 
spots weekly in each of 12 major 
markets covering 54.6% of all U.S. 
TV homes (AA, Aug. 24). 

Mr. Hyde told AA that the tea. 
industry as a whole probably will | 
spend about $10,000,000 in adver-_ 
tising and promotion this year. | 
Available media records, he said, | 
are both too conservative and in- 
complete. | 

“The creative department of our 


thing has to be made to happen in- | agency, Leo Burnett Co.,” Mr. 
side their heads. This is a job|Hyde told the assembled tea in-| 
which cannot be done without con-/ dustry representatives, “felt they 
sumer advertising and consumer had a big challenge to improve on_ 
publicity. These are the two weap-_ the hot tea spots we ran last year.” 
ons which, in this country, can in- 


HAPPY 75TH, LIONEL—Lionel Moses (center), western v.p. of Parade, had a happy 

surprise Sept. 23, his 75th birthday. He got to go to a surprise party, for himself. 

Among the guests were Maurice Goldblatt (left foreground), of Goldblatt Bros. 

department stores; George Pearson (behind Mr. Goldblatt) of J. Walter Thompson 

Co.; Maurice Needham (second from right) of Needham, Lovis & Brorby, and 
Arthur (Red) Motley, publisher of Parade. 


WRITE-WIRE 
TELEPHONE 


You've got the products. 
We've got the facts and the 
BUYERS. Let's get together! 
You name the target— we'll 
supply the ammunition! 


1,582,060 
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fluence people faster and cheaper | 
than any others—provided the 
product is available. 

“Faster and cheaper, of course, | 
are relative terms,” Mr. Hyde con- 


= Mr. Hyde told about a survey 
that was made on the effectiveness 
of last year’s TV campaign. 

“We learned four very interest- 
ing things from the survey,” he 


tinued. “If the money which the said. “First, we found that people 


Tea Council spends for its adver- 
tising campaign were the only 


funds that were being spent to pro- that tea helped appetite, calmed | 
mote tea, it would certainly take a | their nerves, or even that tea helps | 


were more impressed with the 
claim that tea was a pickup than 


| you sleep. 

| “Second, people said that some 
\of the tea in last year’s commer- 
|cials didn’t look hot. Third, we 
found a tremendous interest in the 
| making of tea. Fourth, one of the 
best effects of the commercials 
were just the fact that people saw 
other people with whom they could 
readily identify themselves drink- 
ing tea as a normal, natural thing, 


specializing in tea, spices and ex- 
tracts. 

The premium idea was devel- 
oped, Mr. Preis said, to the point 
where premiums were given to 
the customer on the occasion of 
her first purchase, and the re- 
mainder due on the premium was 
traded out with advertising credits 
accumulated on subsequent groc- 
ery purchases. 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer's dollar, and won- 
der how you can cut through this 
era of “lazy selling” and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


Get the full 


women... 


at low cost, write 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Opportunfty Magazine is the pioneer publication serving 
more than 300,000 active independent salesmen and sales- 
ready to sell your 
direct! . . . at their own expense! For free copy, and preof- 
booklet that shows how to build nationwide sales volume 


Address Dept. A-166. 


3, OPPORTUNITY 


7 28 E. Jackson Bivd., Chicago 4, Illinois 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits . . . all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next... if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 
backed by big ambitions but 
small capital . . . fake a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
48-state distribution at low 
cost... with assured profitable 
volume in the first years, 


story today —no obligation 


roduct and your service 


for full details today on your letterhead. 


SALESMAN’S 


and it suggested to them that they | 
should do likewise. 


“After more than 25 years of ex- 
perience with the advance premi- 
/um plan,’ Mr. Preis said, “our 
® “As a result of these and other credit losses prove that 99% have 
findings,” Mr. Hyde said, “the traded out their advanced premi- 
agency has sharpened up the spots| ums as agreed, and a high per- 
that will be used this year on TV. | centage ‘re-contract’ for addition- 
| “These should help to sell tea,” |al premiums year after year. 

he said, “but the real strength of “The tea man is the key man in 
our industry today stems from the customer longevity,’ Mr. Preis 
‘fact that we have learned to work | said. “The right type of personnel, 
‘together. Only the combined ef-| combined with credit allowances, 
forts of producer, importer, pack- | deferred payments on the premi- 
er, grocer, and restaurateur would um lines, and the convenience of 
have been powerful enough to stop delivery to the home, indicate that 
the toboggan ride that tea was on/direct-to-the-consumer business 
and start us back up.” /has only scratched the surface.” 


| 
# William Preis, v.p. and general Stewart to WTAM, Cleveland 
a of Grand Union Co.'s William Stewart, formerly with 
route division, told the convention the Research Institute of America, 
that his company has started as a! pas joined the sales staff of 
house-to-house sales organization WTAM, Cleveland. 


$351,635,250=.. 
SALES POTENTIAL 3 


HOUSEHOLD EQUIPMENT 
and FURNISHINGS 


in her plans to buy 
during the coming year .. . 


= 


*.. electrical and gas appliances 
... freezers and refrigerators... | 
washers, irons and ironers .. . | 
furnaces, furniture and rugs... 

mattresses ... sewing machines —J 
. » » radios and television sets. — 


Is your Product on 
her Shopping List? 


* 1,500,000 Guaranteed (ABC) Subscribers. 


The WORKBASKE 


Published By Modern Handcraft, Inc aa 
2401 Burlington, Kansas City 16, Missouri __. 


= ADVERTISING OFFICES: 
— NEW YORK—489 Fifth Avenue, Phone. Murray Hill 2-2492 

— CHICAGO—360 N. Michigan Avenue, Phone: Andover 36929 

— DETROIT—1005 Park Avenue Bidg., Phone: Woodward 2.7298 

— PASADENA—234 E. Colorado Street, Phone. Ryan 1-9155 @ 
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Figuring Costs of TV 
Spots Is Complicated 


(Continued from Page 3) 
use payment in the Class A krack- 
et. 


® The fees quoted above apply 
only to “spot” use as defined in the 
SAG contract—that is, spot an- 
nouncements and local participa- 


tions. All other uses of the com-'| 


mercial, including hitch-hikes and 
cow catchers, must be paid for as 
“program” commercials. If the an- 
nouncement is aired as a spot and 
as a program commercial, the tal- 
ent must be paid separately for 
both types of usage. 

Should a sponsor plan in ad- 
vance to run the spot as a program 
commercial every week during a 
13-week cycle, the minimum Class 
A talent fee is $500. For $650 the 
advertiser can use the spot as a 
program commerxcial for 13 weeks 
on two to seven network shows. 
(Agency men figure SAG wasn't 
being esvecially liberal in this case 
since tew sponsors can afford that 
many network TV shows—and 
those that can feature many prod- 
ucts and/or change their commer- 
cials frequently.) Should the spon- 
sor wish to televise the program 
commercial for two consecutive 
13-week cycles, he may do so for 
a payment of $1,150 to the an- 
nouner. 


® To continue our example and 
meke it more practical, lei’s as- 
sume thet the advertiser is film- 
ing three commercials—not one— 


with the same announcer. Fre- 
planning also calls for the shoot- 


‘ing so that the spot can be tele- 
| vised in three lengths—72 seconds 
(evening), 60 seconds (daytime) 
_and 20 seconds (spot). This three- 
length pre-planning is routine in 


many big agencies. 

The announcer draws a daily 
base pay of $70 for eight hours of 
work. If he is used “on camera” 
for three commercials during that 
eight-hour day, he will be entitled 
to an extra payment of $140 (the 
unit payment for three commer- 
cials is $210) when the three com- 
mercials are delivered to the client. 


s Taking our cost story a bit 
further, should the sponsor decide 


to make his spots something more 


than straight sell against a plain 
background with a _ single an- 
nouncer, the costs go up. The ad- 
vertiser may decide to “dress up 
the set” with extra sets, extra 
props, extra people or jingles. All 
of which means more studio time, 
more technicians and more money. 

Assuming that the one-man 
commercial for our hypothetical 
advertiser costs him $1,000, it 
could probably be dressed up with 
the addition of three actors—a 
mother in a kitchen serving her 
two children breakfast cereal, for 
example—for three to four times 
that amount. The additional out- 
lay would be necessary to pay for 
sets, props, technicians, studio 


demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 
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CONTRAST—Forty papers in the New York 
and New Jersey area are carrying this 
amusing copy for Kirsch Beverages’ No- 
Cal non-fattening soft drink. Grey Adver- 
tising Agency handles the account. 


time, the three extra actors, who 
would be paid at the same rates 


—and if desired, a jingle. 


# Suppose a jingle, sung by two 
to four voices, is added to brighten 
the spots. The jingle can be used 
at will on Class A programs during 
a 13-week cycle for a payment of 
$210 per person. 

If instruments are used, the 
| American Federation of Musicians 
requires a $100 contribution to the 
trust fund and $27 each (double for 
the leader) to the musicians. This 


| 


musicians’ work for a year—pro- 
vided it is used only on programs 
whose instrumental music meets 
AFM ss standards. 


cording week after week as intro- 
ductory music, etc.; included are 
programs with live musicians or 
filmed shows which transcribe the 


rest of the program.) 
Should the jingles be used as 


cials the singers will have to be 
paid an extra spot fee for their 
services. 


@ On the basis of these estimates, 
the three “dressed up” spots, with 
three versions of each, could be 
| produced for 26 weeks’ use in Class 
A markets as program commer- 
cials and spots for a cost of be- 
tween $10,000 and $12,000. 

“Name” announcers, by the way, 
usually do not work for scale on 
TV spots as they do on radio, but 
|competent announcers are avail- 
|}able at scale. Established pitch- 
men have a higher asking price for 
TV for several reasons. Television 
takes more of their time and they 
must be more cautious about ov- 
|er-extending themselves in video. 
|In radio a top announcer could 
/handle almost as much work as he 
could get, but in television he must 
worry about people—viewers and 
sponsors—getting tired of seeing 
the same face too often for too 
many products. This rule, by the 
way, is broken regularly and suc- 
cessfully by TV’s ace salesman, 
Arthur Godfrey. 


Westinghouse Boosts Farnham 


| Richard E. Farnham, public re- 
lations director of the ‘clevision- 
radio division of W house 
Electric Corp., has be: noted 
to advertising and sa}: tion 
manager of WBZ-TV n, Op- 
erated by Westinghou Sta- 
tions Inc. 
Peters Heads Kinse les 
Roy F. Peters, We ales 
manager in charge o 1 and 


California operation -insey 
Distilling Corp., Phi! has 
been promoted to ; sales 
manager. Succeedin Peters 
will be William B. 


figured above for the announcer | 


payment for musicians entitles a. 
sponsor to unrestricted play of the | 


(Excluded are) 
telecasts that play the same re-| 


° | 
music every week as they do | 


spots as well as program commer- 


List Company Issues Guide 
Chicago Mailing List Co., 53 W. 
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Leech Advertising Co. Moves 


Leech Advertising Co., Cleve- 


Jackson Blvd., Chicago 4, on Oct. land, has moved its offices to the 
31 will issue the first volume of Hanna Bldg. 


“The United States Mailing Direc- 
tory,” designed to help advertisers 
and mailers take advantage of the 
revised ruling eliminating the need 
for city addresses on third-class 
mail. The directory will show both 
the residential and the business 
delivery counts for each of the 
90,189 letter carrier routes in the 
U. S., and will carry a subscrip- 
tion price of $47. Volume II, cut 
Feb. 15, will bring Volume I up to 
date, plus counting lists for new 
routes and city delivery post of- 
fices. Volume II will cost $98, but 
subscribers may return Volume I 
for full credit against the price. 


Names Beaumont, Heller 


Metropolitan Edison Co., which 
provides electric power to 14 east- 
ern Pennsylvania counties, 
named Beaumont, Heller & Sper- 


ling, Reading, Pa., to handle all WY) FOR FREE SAMPLES 


advertising and promotion. John | 


L. Sperling, agency space buyer, 


has | 


has been promoted to inedia direc- | 


tor. 


| 
| 


PUT PUNCH IN ALL 
YOUR PRINTING 


Often, limited art budgets on certain 
types of promotion such as bulle- 


tins, house organs, salesmen boost- 
ers, customer enclosures etc., kill 
your chances for real punch. 


CLIPPER 
ART SERVICE 


FILLS YOUR NEEDS 


The Clipper enables you to dress 
space up any and all of your printed 
matter—besides supplying more than 
3,600 art subjects annually, it fur- 
nishes each month 20 or more “‘How 
to Use"’ samples 


MULTI-AD SERVICES, INC. 


, 105 Walnut St. + Peoria, Iilinols 


Oo 


For some reason almost 
all the airline and railroad 
ads I see look pretty much 


alike. 


Yes, but I'll bet an agency like 
Needham, Louis & Brorby* 
could do as fresh a job on a 
transportation account as 


they do on packaged goods, 


* 
Here ave the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 
Detergents, Inc., Subsidiary of 


Morton Salt Company 
The Peoples Gas Light and 


Coke Company 


Monsanto Chemical Company Phenix Foods Company 


The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 


The Quaker Oats Company 
State Farm Insurance Companies 
Swift & Company 

Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Illinois 


Chicago 
New York 
Hollywood 

Toronto 
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FTC Orders New Study of Doubleday Test 
Case on Fair Trade Deals with Competitors 


(Continued from Page 1) 
or horizontal resale price main- 
tenance agreement.” 


The chairman’s opinion was par- 


ticularly important because there 
had been reports that FTC would 
“wash out” the Doubleday case, 


and a similar case involving the 
retailing and fair trading opera- 
tions of Eastman Kodak. 

The following passages in his 
statement were considered particu- 
larly significant: 

“The fact that respondent func- 


WHY HORSE AROUND? 


NO 
BLIND SPOTS 
ON WBNS! 


Got a campaign needing 
strategically selected spots? 
WBNS is a solid choice. Covers 
the rich Central Ohio market 
area completely, blankets the dial 
with more steady listeners 

than any other station. Spots 
reach a big audience which stays 
tuned for the 20 top-rated 
(Pulse) programs. 


CBS for CENTRAL OHIO 


ASK JOHN BLAIR 


radio 


COLUMBUS, OHIO 


PEOPLE IN OAKLAND 
READ THE TRIBUNE 


...and shop in the 


OAKLAND 
MARKET 


AAA RK E I. 


ONLY ONE PAPER DOES THE JOB 
IN THE METROPOLITAN OAKLAND 
AREA’S ENTIRELY SEPARATE MARKET 


CRESMER & WOODWARD, INC 
|, Representatives Including Sunday Magazine 


tions in a dua] © pacity—as a pub- 
lisher and a 
terminative of ° 
tice of manu 
their products 
‘through their 
‘at the same ti 
pendent whole 
\is widespread.” 
| (While he y ‘ed to force a full 
hearing on th complaint, Chair- 
/'man Howrey expressed doubt that 
Congress intenied to deny manu- 
| facturer-retailers the right to fair 
| trade.) 

“Under their interpretation [the 
| position of commission staff mem- 
!bers who attacked Doubleday’s 
'methods] any retail selling, re- 
gardless of degree—i.e., the volume 
of retail sales as compared with 
non retail activities—would dis- 
qualify a manufacturer and his 
/customers from the benefits of fair 
‘trade protection. 


cturers of selling 
rect to consumers 
vn outlets, while 
e selling to inde- 
lers and retailers, 


s “It is common knowledge that 
|many manufacturers engage to a 
\lesser or greater degree in some 
‘wholesaling or retailing activity. 
Consequently, the effect would be 
to nullify the newly passed Mc- 
{Guire Act insofar as large seg- 
“ments of our economy are con- 
'cerned. Such a disregard of con- 
| gressional intent is neither logical 
nor necessary. 

“In this connection we cannot 
| close our eyes to the long and con- 
troversial history, both legislative 
/and litigious, of resale price main- 
tenance. Certainly Congress in 
enacting the McGuire Act by an 
‘overwhelming vote, is leaving us in 
no doubt concerning the basic pur- 
pose and intent of the legislation. 

It approved resale price mainten- 
ance and it is not the commission’s 
_business to nullify that approval.” 

Separate statements were filed 

| by Commissioner Stephen Sping- 
arn (who subsequently completed 
his term and left office) and 
Commissioner Albert Carretta. 

Commissioner Spingarn ex- 
pressed fear that Chairman How- 
rey’s statement would eventually 
cause the examiner to return to 
the commission with another de- 
cision recommending that the case 
be dismissed. 


s “In my opinion,” he said, “the 
proper decision in this case re- 
quires a_ determination as_ to 
whether the effect of these agree- 
ments was to restrict price com- 
| petition between respondent’s book 
stores and their competitors in the 
retail market. To the extent that 
these agreements have such a re- 
strictive effect on competition they 
‘are illegal and should be prohib- 
ited regardless of their form and 
regardless of the economic pur- 
pose or intent of the parties to the 
agreement.” 

Commissioner Carretta said he 
had reviewed the complete legisla- 
tive history of the fair trade laws 
and concluded that there is no 
sanction whatever for fair trade 
agreements among firms which seli 
in competition with each other at 
‘retail. 

“In view of the foregoing,” he 
said, “if any minimum resale price 
fixing agreement is entered into 
‘between one manufacturer and 
another manufacturer or between 
one retailer or another retailer, 
|in connection with a trademarked 
‘product, such an agreement does 
not come within the exemption 
provided by the McGuire Act. 

“Regardless of whether such a 
contracting party is more of a 
manufacturer than a retailer, if 
that manufacturer-wholesaler or 
manufacturer-retailer is actually 
in competition with the other con- 
tracting party, then such manufac- 
turer-wholesaler or manufacturer- 
retailer cannot claim the exemp- 
tion.” 


‘Life’ Transfers Elliott 

Clark A. Elliott Jr., Detroit ad- 
vertising sales representative of 
Life, has been transferred to the 
'magazine’s Cleveland staff. 


ailer—is not de- | 
e issue. The prac- | 


ed 
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AT THE PREMIUM SHOW--Maureen Matthews, of the Jackie Gleason TV show, posed 
at the New York Premium Show for H. B. Purcell and C. V. McMains, premium 
buyers for the United States Rubber Co. 


Factors That Help and Hurt Readership 


of ‘Modern Materials Handling’ Reviewed 


Cuicaco, Sept. 29—Mark Wise-| The negative factors, which pro- 
man, advertising consultant, yes- duce low reading and noting fig- 
terday outlined for a group of 125/ ures, were listed as (1) complexity 
advertisers and agency men the of layout; (2) complexity of pic- 
factors that help or hurt advertis-| ture; (3) product shown alone or 
ing readership, in interpreting the in static situation; (4) settings or 
results of the first readership study | situation hard to understand at 
of Modern Materials Handling by | first glance; (5) gadgets—such as 
Daniel Starch & Staff. | tint-blocks behind headline or 

The occasion was a luncheon at | text, reverse type, non-functional 
the Blackstone, one of a series the | splashes of color, tipped pictures; 
publication is holding in industrial | (6) self-serving, boastful headline 


and advertising centers all over 
the country. The magazine is be- 
ing studied for advertising reader- 


| that talks about the product or its 
maker instead of the user, and (7) 
uninviting typography in headline 


ship by Starch on the basis of six | and/or text. 

issues per year. | Norman L. Cahners, president of 
the publishing company, said that 
® The factors which Mr. Wiseman | the estimated volume of materials 
said aid readership are (1) sim- handling equipment business in 
plicity of layout; (2) simplicity of /1954 is $2 billion, as compared 
picture; (3) situation easy to un- with $1,750,000,000 in 1953. How- 
derstand; (4) dramatic use of) ever, he predicted that over 60% 
product; (5) diagrams and/or 'of the volume will come from re- 
charts;- (6) headline that offers’ placement and modernization in- 
news and/or benefit to readers in stead of expansion, which has ac- 
specific terms; (7) captions for | counted for approximately half the 
pictures, and (8) fairly long text.) sales during the past two years. 


IT'S UNANIMOUS / THEY AZZ AGREE, WHAT 
THIS COMPANY NEEDS 1S AN 


ADVERTISING COMIC BOOK! 
toot Ex) 


ves... AND FOR ANY WELL WHAT Virs THE WAY THEY ORIVE THAT 
COMPANY THAT WANTS MAKES MESSAGE HOME! INFORMATIVE, 
MAXIMUM iMPACT IN ADVERTISING EASY- TO- READ COPY, SPARKED 
A "SPECIAL STORY" COMIC BY LIVELY, DESCRIPTIVE 
IT HAS TO PUT BOOKS PICTURES, PRESENTED IN AN 
pba INTERESTING, COLORFUL 
CONTINUITY THAT | 
Pau 3S HOLOS A READERS 
e.) AS ATTENTION FROM 
> BEGINNING TO END-- 
AND DEMANDS 
RESPONSE / 


Soy eees 
Oe 


THAT'S WHY THE NATION'S TOP COMPANIES 
HAVE ADVERTISING COMIC BOOKS 
PREPARED FOR THEM 
By THE LEADER IN THE FIELD, 
i HERMAN STUDIO PRODUCTIONS! 


Vic Herman Studio Productions as- 
sures you of thoroughness in every 
phase of producing your Advertising 
Comic Book program 

@ A creative representative flies to 
your business headquarters for an 


¢ n-the- i 
— ne THESE’ ——_ 
: 0 FOR pnooh cation @ The complete tailor-made package 
) bm PREP AR rrainin9 Edu of—script, art ond color printing 
Sales . Sales —is produced entirely by our spe- 
-% C mer F! safety cialized staff to meet your deadline. 
\ ww ‘0 ives public @ Your Advertising Comic Book is 
‘ Pre ons planned to fit your budget. 
a Emprore® srions Rell 
\ micat! 


industry Send for FREE brochure and 
» further details! 


VIC - HERMAN STUDIO PRODUCTIONS 


. 15 WEST 44th STREET, N. Y. C. 36, N. Y. © MURRAY HILL 7-7472 
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Gillette Foots 


$1,500,000 Bill 
to Air Series 


(Continued from Page 1) 
In New York, four stations are car- 
rying the telecasts. Gillette is using 


two stations in the first three cities | 


because the TV network was 
bought through NBC but the 
broadcasting-telecasting rights 
were arranged through Mutual 
with the specification that Mutual 
stockholder stations be included in 
the hookup. 

In Norfolk, NBC’s video outlet 
is WVEC-TV, a new u.h-f. station, 
so by request of viewers in that 
area, WTAR-TV, the lone v.h-. 
station, also carries the sports clas- 
sic. The sponsor is paying for the 


- time only on the latter station. 


In New York, in addition to the 
NBC and Mutual stations, the 
games are being aired on WPIX, 
which carries the Yankees sched- 
ule during the regular season, and 
WABD, which took over the last 
part of the Dodger regular season 
telecast from strike-bound WOR- 
TV. In the case of WPIX and 
WABD, Gillette is paying only 
line charges, not time costs. 


® Cuba’s CMQ video network gets 
the games a few minutes after 
they are completed here. Kine- 
scopes of the games are flown from 
Miami to Havana at the end of 
every three innings, which means 
that about five minutes after the 
games are over in New York, they 
go on the air in Cuba. Gillette’s 
co-sponsor in Cuba is Malta Ha- 
tuey, a non-alcoholic product of 
the Bacardi Import Co. 

In the U. S., 753 radio stations 
—affiliates of the Mutual Broad- 
casting System, plus many others— 
are broadcasting the series. In Ca- 
nada, 79 stations are carrying the 
event, 12 of them in French. Two 
Alaskan and four Hawaiian sta- 
tions also are in Gillette’s cover- 
age for the sports special, which 
was arranged through Maxon Inc. 


a Gillette’s radio and TV commer- 
cials are featuring a premium of- 
fer of a world series record book 
with a plastic kit of a razor and 
six blades—at the usual price of 
$1. The razor maker started mak- 
ing the offer on its NBC-TV fight 
telecasts early in September. Gil- 
lette previously used premiums 
ranging from shaving cream to 
Pinocchio masks to good advan- 
tage. 

To find out how well the record 
book is doing as a sales come-on, 
ADVERTISING AGE sent its New 
York reporters out on a shopping 
survey. The spot check showed it 
to be pretty much of a draw be- 
tween dealers who reported hot 
sales and others who said their 
business has not been stimulated 
noticeably by the book offer. 


® In a chain tobacco store, the 
Gillette world series packs were 


up on the change counter. The pro- | 


prietor said the packs were “mov- 
ing very well—lI’ve sold a lot of 
them.” 

At an East Side chain drug store, 


j 


COPY SHIFT—In a decided shift from its 
“Modess . .. because” series, Personal Prod- 
ucts Corp. is using ads like this in 11 
women’s magazines to introduce a new de- 
sign for Modess. The ads are running only 
in October after which the old series will 
be continued. Young & Rubicam jis the 
agency. 


cipherable. The packs were not in 
evidence on the change counter, 
nor was the vertical rack any- 
where in sight. Baffled, the re- 
porter left the store and was some- 
what bemused to see that one of 
the store’s windows was complete- 
ly occupied by Gillette displays 
centered on the world series pack 
and booklet. 


ws An AA reporter who visited 
four midtown stores found two in- 
dependent drug stores that did not 
stock Gillette razors, a small sta- 
tionery store that had an inven- 
tory of six world series kits— 
which were not selling—and a 
United Cigar Store which report- 
edly had sold seven of its inven- 
tory of 12 in the first two days of 
the series. 

The clerk in the latter store said 
Gillette had sent a dozen copies of 
the record book and paper rib- 
bons to put on razor kits the store 
carried in stock. Four kits were on 
a counter display. 

“We sold three kits yesterday,” 
he said, “and you’re the fourth to 
buy one today.” 

“What happens to the books aft- 
er the series? Can you return ’em?” 
he was asked. 

“No. We’ll just take ’em off the 
kits left.” 

The clerk said he had received 
the books about a month before 
the series. 


#2 In the small stationery store 
with a stock of six kits, the pro- 
prietor said nobody had bought 
one. Asked why he didn’t display 
the kits on his counter, he replied 
that he had “other things more 
important” that had to be sold. 

One dealer’s counter was so 
crowded with various special pack- 
age deals that the Gillette rack 
was all but invisible. When it fi- 
nally was located, it was discov- 
ered that no world series record 
books were attached to any but 
the bottom two cases. The retailer 
had no explanation for their ab- 
sence. 

Merchandise had been in his 
store, he said, since Sept. 18 and 
sales were “a little better than 


the clerk came out from behind the | 


counter, and went to a display be- 
low and in front of the cash reg- 
ister. The metal display, a vertical 
rack, had room for about a dozen 
packs, and there were three left 
in it. He told AA the packs were 
“selling very fast. I’ve sold a lot 
the last couple of days,” he said. 
He had had the world series pack 
“about five days.” 

At a nearby independent store, 
AA’s reporter was unable to at- 
tract a clerk’s attention. The re- 
porter tried to ask a clerk for the 


pack, got only a headshake and a Counter and photo-mural displays | 
mumbled reply which was inde-wi]) be used. 


| 


normal, but nothing to get excited 


_ Last Minute News Flashes 


Simmonds & Simmonds Names Martin President 

| Cuicaco, Oct. 2—Mark T. Martin Jr. was named president of Sim- 
‘monds & Simmonds today, succeeding Phil W. Tobias Sr., who was 
named chairman of the board of the agency. Mr. Tobias announced 
that the agency is opening offices in Nashville, Louisville and Cedar 
Rapids, and will soon add more than $2,000,000 in billings. Before join- 
| ing Simmonds & Simmonds, Mr. Martin was v.p. and general manager 
of Ross Roy Inc., Chicago 


Shenfield Retires as Chairman of Agency 

New York, Oct. 2—Lawrence L. Shenfield will retire Monday, Oct. 
5, as chairman of the board of Doherty, Clifford, Steers & Shenfield. He 
will act as consultant to the agency on a regularly assigned basis. A 
founder of the agency, Mr. Shenfield’s retirement conforms with an 
established agency plan. No successor has yet been named. 


Bendix Schedules 23 Magazines for New Dialamatic 


CincinnatTI, Oct. 2—-The Bendix Home Appliances division of Avco 
Mfg. Corp. is using October and November issues of 23 national maga- 
zines and an extensive cooperative newspaper campaign in 200 cities 
to introduce its new Dialamatic washer and 1954 laundry line. In addi- 
tion, outdoor posters will be used in 80 cities and cooperative radio and 
TV spots on about 150 local stations. Earle Ludgin & Co., Chicago, is 
handling the magazine advertising. 


World o’ Cheese Sets Holiday Mail Order Drive 

New York, Oct. 2—The World o’ Cheese division of Steebar Sales 
is starting a holiday mail order promotion for assorted gift packages of 
imported cheese Oct. 11 to run thrcugh November in the Chicago Trib- 
une Magazine, Philadelphia Inquirer Magazine, New York Times Mag- 
azine, The New Yorker and the Jewish Newspaper Group. This is a 
new advertiser. Plans are being readied for a “(Cheese of the Month” 
campaign in 1954. Galbraith-Hoffman Advertising is the agency. 


McCann-Erickson Gets Pertussin Account 

New York, Oct. 2—Seeck & Kade has named McCann-Erickson to 
handle advertising for Pertussin in the U.S. and Canada. The account 
was formerly with Erwin, Wasey & Co., New York, and Canadian Ad- 
vertising Agency, Montreal. 


Stanley Names Wilson, Haight; Other Late News 

e The Stanley Works has named Wilson, Haight, Welch & Grover, 
Hartford and New York, for its Stanley hardware, Yankee hand tools 
and Stanley electric tools, effective Jan. 1. Previously, the account was 
with Horton-Noyes Co., Providence, which has handled it for the last 
25 years. 


@ Sidney C. Warden, head of Sidney C. Warden & Associates, pub- 
lishers’ representative, has disposed of his stock in Small Homes Guide 
Inc., to his partner, W. W. Wood. His firm will continue to represent 
Small Homes Guide and Home Modernizing. 


@ Whitehall Pharmacal Co. has named Morey, Humm & Johnstone, 
New York, to handle its Heather Liquid Creme rouge, a new product. 


e Alfred Shapiro Inc., New York, creator of Alfred of New York lei- 
sure shirts, will stage the largest advertising campaign in its history to 
promote holiday sales. Bachenheimer-Lewis will place magazine and 
newspaper advertising for Shapiro beginning in November. 


e Ruthrauff & Ryan, Chicago, has been named to handle advertising 
for the Los Angeles Metropolitan Buick Dealers Assn., effective 
immediately. 


Neon Signs Glow in Russia, Too 


(Associated Press correspondent ing. But other goods are not being 
Tom Whitney, who spent nine;sold as rapidly as they could be 


years in Russia, last week filed 
the following dispatch about ad- 
vertising, such as it is, in Russia. 
Reprinted by permission of the 
AP. As an interesting sidelight, 
see the quotation from Bishop 
Fulton J. Shean on Page 12 of 
this issue.) 
By Tom Whitney 

Lonpon—(AP)—It pays to ad- 
vertise—even in Communist Rus- 
sia. 

Ever since the end of the war I 
had watched neon signs go up in 
Moscow. At night their bright col- 
ors urge Ivan Ivanovich—Russian 
equivalent of Joe Doakes—to buy 
whatever the Soviet government 
wants to sell him. They say: 

“Put your money in a savings 


about.” 


Seattle Mail Admen Elect 


Fred Klein, Alpha-Staunch Di-| 
rect Mail. & Printing, has been) 
elected president of the Mail Ad-| 
vertising Assn. of Seattle. Other | 
officers elected are Mort Cone,| 
Cone Mail advertising, v.p., and | 
Mercedes Grant, Skyways Office) 
Service, secretary-treasurer. 


|Miami Beach Plans Drive 


Hotels, transportation companies 
and the City of Miami Beach will 
combine resources for a display 
advertising promotion for the area. 


bank—it’s reliable, convenient and 
safe.” 
“Travel by plane ’ 
“Smoke Dukat Ciga: 
“Invest your mon: tne 
cent state lottery los 
“Collect Soviet pos’ 
“Buy caviar.” 
Wine, automobil ), tooth 
powder, cigars, per! usages, 
insurance—these ar: of the 
products pushed. 


3 per 


tamps.”’ 


® BUT RUSSIA |; g way 
from getting as mu ct with 
its advertising as i: 
Autos and tele: 
| Selling well with 


ets are 
advertis- 


with a good advertising campaign. 
| An example is electric refrig- 
| erators. 

The high cost of the larger mod- 
el refrigerator made at the Zis fac- 
| tory in Moscow is one factor in its 

low sales (the price when last 

/noted was 2,000 rubles, or $500 for 
ja 6-cubic-foot compressor type). 
| Another factor is that most Rus- 
sian housewives do not realize how 
j;advantageous electric refrigera- 
ition is. Backed by an advertising 
campaign to demonstrate these ad- 
vantages, the Zis_ refrigerators 
\likely would be quickly sold out 
despite their high prices. 


'@ ASIDE FROM ideology, one of 
‘the reasons the Russians have not 
until recently gone in much for ad- 
vertising is that there has always 
been such a shortage of goods that 
almost anything would sell with- 
out advertising. 

There are still plenty of short- 
ages of important kinds of consum- 
er goods. But certain things have 
to be sold to consumers now if they 
are not to accumulate on store 
shelves and clutter up warehouses. 

Thus the Soviets are being 
forced to adopt modern mer- 
chandising methods. 

There has been some talk of us- 
ing radio and television for adver- 
tising, but little has come of this 
so far. 


L&M Filters Bow: 
Long Parliaments 
Get Two-City Test 


| New York, Oct. 2—Liggett & 
/Myers, which started a trend last 
‘year by offering Chesterfields in 
|regular and king-size lengths, has 
‘taken the lead again by becom- 
|ing the first of the big three ciga- 
/ret companies to make a play for 
‘the filter tip market. 

Liggett & Myers’ entry in the 
health-conscious smoking sweep- 
stake is called L&M Filters. The 
filter-tip cigaret will be priced in 
line with other brands in this field 
and will probably sell for about 
32¢ in New York, where it will go 
on sale Oct. 6. 


e Advertising for L&M Filters will 
not start until several days later. 
Radio and TV, probably spots, will 
be used to break the ground; large 
space newspaper promotion will 
begin Oct. 12. There also is the 
possibility that the new product 
will come in for mention on the 
company’s network shows. Cun- 
ningham & Walsh is the agency. 

Extension of the distribution will 
depend on how well sales go in 
the initial market. Next in line to 
get the new brand are other big 
Atlantic Coast cities, such as Bos- 
ton, Baltimore, Philadelphia and 
Washington. 


s Meanwhile, Parliament, one of 
the oldtimers in the filter tip mar- 
ket, this week started a two-city 
test of a king-size Parliament, 
selling for 2¢ more than the regu- 
lars. Benson & Hedges has put the 
new long cigaret on sale in Hart- 
ford, Conn., and Rochester, N. Y. 
Advertising has been confined to 
newspapers. 

King-size Parliament will go on 
sale in Milwaukee Oct. 5. The 
fourth test market is Washington, 
where the cigarets will be avail- 
able starting Oct. 12. Newspapers 
will be used to alert smokers. 

Also under consideration § as 
king-size entry is Kent, P. Loril- 
lard Co.’s filter brand which 
started slow last year but is now 
going at a fast clip. 


LAWRENCE WEAVER 


ATLANTA, Oct. 2—Lawrence A. 
Weaver, 70, founder and president 
of Weaver Inc., publishers’ repre- 
sentative, died here yesterday after 
an illness of several months. 

A native of Urbana, O., Mr. 
Weaver came here in 1938 as a 
representative of Hearst Publica- 
tions. In 1948 he and his son started 
their own business. In addition to 
Hearst, Mr. Weaver had been as- 
sociated with Harper & Bros. in 
New York and Curtis Publishing 
Co., Philade!phia. He was formerly 
eastern advertising manager of 
Good Housekeeping, business man- 
ager of House Beautiful, and di- 
rector of group sales of Stuyvesant 
Publications. 


ARTHUR N. BAKER 


Cuicaco, Sept. 30—Arthur N. 
Baker, 57, founder and president 
of A. N. Baker Advertising Agen- 
cy, died yesterday. 

Mr. Baker was associated with 
Ankrum Advertising Agency, Chi- 
cago, which was incorporated in 
the Baker agency when it was 
founded in 1931. 


Daniel Wins AFA Award 


Daniel Construction Co., Green- 
ville, S. C., and Birmingham, has 
been awarded the 2nd annual 
award of the seventh district of 
the Advertising Federation of 
America. The, company received 
the award for its campaign con- 
ducted throughout 1953 in Fortune. 
The ads, printed in metallic inks 
and varying in length from one 
to four pages, were used to fea- 
ture South Carolina, Alabama, 


North Carolina, Georgia and Vir- 
ginia. 
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You Ought ToRAHOW . . «tore Chatt 


As the new president of the Di- 
rect Mail Advertising Assn. sees 
his job, two major problems face 
him and DMAA—mailing list re- 
search and federal postal regula- 
tions. 

And Lawrence G. Chait can be 
expected to have definite opinions 
backed by data on both of these. 
After a career in newspaper pro- 
motion and free-lance direct mail 
operator, he wears the title of Time 
Inc.’s director of list research. 

The six-foot, rotund | pipe- 
smoker is a familiar figure where 


write for informative 
folder on how to cut costs 
with preseparated artwork 


port studios 
COMMERCIAL ARTISTS 
323 W. HURON ST., CHICAGO 10 


phone SUperior 7-0595 


suburban and city coverage 


direct mail men meet to talk shop. 
He long has advanced a pet pro- 
ject, formation of an audit bureau 
of mailing lists, which has gained 
much acceptance. 


@ On this score, Larry Chait says: 
“IT feel that the use of mailing lists 
is similar to buying publication 
circulation: you are buying a pur- 


chasing audience in a given mar- | 


ket. 

“In a way, the list owner is com- 
parable to a publisher, and the list 
renter is in the position of the ad- 


_vertiser. The mailing list broker, 


although in a somewhat far- 
fetched way, is in the position of 
the advertising agency.” 

He is convinced that list owners, 
renters and brokers all have rauch 
o gain from a swap of informa- 
tion and research into direct mail 


selling. He cites as a clinching ar- 
_gument for a MLBC the precedent 
/ that gave birth to Audit Bureau of 
-Circulations when media, agencies 


and advertisers faced the same 
problem. 

On the postal question, Mr. Chait 
and DMAA advocate first of all a 


'speedup in delivery of all classes 


} : 
} &, 
= 


Larry Chait 


/of mail and next an overhaul of 
| post office operations to make the 
‘department more efficient. 


s Larry Chait comes to his new 
DMAA job after terms as v.p. and 
chairman of the association’s ad- 
ministrative committee. He also 
is a member of the Treasury De- 
partment’s bond-selling direct mail 
committee and is a past president 
of the Hundred Million Club, a 
direct mail organization. 

He started out in business with 
the advertising promotion depart- 
ment of the Scranton Republican 
in 1934. Two years later he mi- 
grated to New York and in the 
next five years built up a free- 
lance direct mail business. 

“It was a great experience and a 
lot of fun,” he recalled. “I learned 
something about direct mail in 
various lines of business because 
of the diversification of my ac- 
counts.” 


# From 1945 to 1949—after a stint 
as chief radio officer aboard U. S. 
Maritime Service ships during the 
| war—Mr. Chait was direct mail 
'advertising manager of Dow Jones 
Co., publisher of the Wal) Street 
| Journal and Barron’s Weekly. 

He then was advertising mana- 
| ger of Arthur Wiesenberger Co., 
new York securities broker, until 

1951. 

| In that year he took a one-month 


! 


at his own 


It would be a matter of concern 


Age in his office. 


mand every ounce of his energy 
during office hours. 


“Advertising Age is important 


case history or industry reports 


creative Man’s corner. 


years, because we should be co 
time at the office to read AA as 


University of the Night.” 


[) Home 
L} Comp 


He studies advertising 


University of the Night 


looking gentleman you see pictured here, to study Advertising 


He figures, sensibly enough, that the urgencies of his job de- 


So he does his studying at his own University of the Night— 
in short, at his home. Read what he says: 


to meet the continuing change in advertising. 


momentarily to dip our eyelids respectfully as, perhaps too 
— we pass the old masters, to finally wind up in the 


“Advertising Age has been delivered at our home for some 


FREE with your home duloniption 


ADVERTISING AGE 


My name 


Company 


| {ees seals 
- 0) My check for $3 is enclosed. 


to Mr. Dunning, the pleasant- 


and every minute of his time 


to us in our continuing study 


“We tackle AA once over lightly, for the news first, noting 


to be studied later. We pause 


Why 


With 
neerned if there was enough 


we like to do. the ¢ 


” ; ; and provocative articles. 

It seems a bit penny-wise to sit on the totem pole of names 
on the office copies of AA when for three bucks one can get 
52 lessons in the continuing study of advertising at his own 


been 
Inc., 
Gene 


Dept. AM4 


Please enter my 1-year subscription to Advertising Age and mail it to my home 
address. I am to receive FREE a compilation of “The Creative Man's” most 
provocative articles 


R. DEL DUNNING 
Director of Merchandising 
MOSER & COTINS, INC., Utica, N. Y 


of the Night? Mail us NOW the order 
coupon below for a personal subscrip- 
tion to be sent to your home address. 


handbook containing a selection of 


For some 25 years Mr. Dunnin 


tising manager, as 
tive with Ruthrauff & Ryan; for the 
past 3 years with M & C. 


not enroll in your own University 


it we will send you FREE a 


creative Man's most stimulating 


, has 
associated with Sterling Brae, 
The Borden Company, and 
ral Electric Company, as adver- 
account execu- 


, 200 E. IMlinois St., Chicago 11, Il. 


Title 


any 


O Bill me 


later. SBey oO Bill my firm. 


* 
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National Nielsen Ranking of Radio Shows 
Week of Aug. 16-22, 1953 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,477) 
1 PUI AO PUNE CMR IND gacicccscssccesecesentaccsesecssssovesonecbosersscecscasekos: AMON 
2 es Dermemeey Teeatee Cewer Bres., CBG) .......ccccceccscccsccscsceccsscccccocsosseseces 2,596 
3 a, rN, | IIIS: IIIS, "sss. cssconcdnsseccnsncsvsscesesnvosvesessoursscoieosabnt 2,506 
4 Pei A IN CII FIEND sss cosinscisctassosconiuessconocsssseevessesicodavcehansous 2,462 
5 Godfrey's Talent Scouts (Lever-Lipton, CBS) ............ccccccccccessseeeseeseeneeeneee 2,372 
6 IN WI I scscidincocsvsedebcinaisesstiserencscinssenensysnsdssabekensin 2,283 
7 Railroad Hour (American Assn. of Railroads, NBC) ...................00ccc000e 2,238 
8 F.B.1. in Peace and War (Brylcreem, P&G, Nestle, CBS) ...............c00008 2,014 
9 Father Knows Best (General Foods, NBC) .0........:::cccccccccessccessseesereeeeeee 2,014 
10 Mr. Keen (Brylcreem, P&G, Nestle, CBS) ..........cccccecccecccceeceesceensenseeenes 2,014 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (940) 
1 One Man’‘s Family (Miles Laboratories, NBC) ..........ccccccscessesseseesseeees 2,059 
2 News of the World (Miles Laboratories, NBC) ...............c.cccccceeceeeeeeeeee 1,880 
3 IE RE SEIU + CIID nsescccssersiscncscsscssersntssensesévacsnsesiaonse 1,253 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,477) 
1 CIN, GUID saciscssetinrnsciesounssasndisssaaseesiucsanssenseds 2,641 
2 BN RN i cis titcadckd iabgnantsoiseareyadiapeidlotalinsnebnes 2,641 
3 Romance of Helen Trent (Whitehall, CBS) ..............ccceeccceeceeeteeeneneeeeeee 2,551 
4 Arthur Godfrey (Liggett & Myers, CBS) ........cccccccccsssessssenscesenseseeereeneee 2,551 
5 Arthur Godfrey (National Biscuit, CBS) ..........ccccccccscccsceeseeeereeeeeeneees 2,551 
6 I CIS, MOMIEE ase taaccctniscscsces nics cqstecissracinscsbssentssesnionsseesgtecnies 2,417 
7 Pe NE SI Ig SUID. Stes esincsencesescosaressesnccetscsansssctsrecesionivaee 2,327 
8 Ny ON eI IID Sodas deccacoss scissicicsatavssenceisodcacnssasoukenssonsbeuibcetaiaess 2,327 
9 PATE SR CRTs TCU) Sisteinssscccciscinceisasasscscncsssscosancceseesssnizessese 2,283 
10 a OA 2, a ses ucin cto ntuseceseusanlsoanekiiaiens 2,238 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (582) 
1 World Music Festivals (Willys Motors, CBS) ......c0.:cc:cccseeseesseneerseeeeseeneene 1,164 
2 Sunday Gatherin’ (8:30 EST, General Foods, CBS) ..........:ccccscccsseseseeeeens 895 
3 Sunday Gatherin’ (9:00 EST, General Foods, CBS) .........ccccseesesseeeeee 806 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,298) 
1 Stars over Hollywood (Carnation, CBS) .........cccccccssssseesseseseeeeeneeenenenes 2,193 
2 en tn a, 2S csc pachasubennbbndiseauabuannapiontdinbenstsessunge 2,193 
3 Theater ef Today (Armstrong, CBS)  ..-.......cccscsccsseeeeeneecerseseeneeneeees 2,148 


*The percentage of homes reached (‘‘Nielsen-Rating’’) may be determined by comparing 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 


radio homes. 


Pulse Network 
In 18 Markets, July 


EVENING, ONCE A WEEK 


Lux Summer Theater (CBS) .................06 6.0 
Richard Diamond (Rexall, CBS) ............ 5.6 
My Little Margie (Philip Morris, CBS) .... 5.4 
Groucho Marx (DeSoto-Plymouth, NBC) 5.3 


Radio Ratings 
6-12, Aug. 1-7, 1953 


Road of Life (P&G, NBC) ............:cceeee 6.7 
Arthur Godfrey (Several sponsors, CBS) 6.6 
Our Gal Sunday (Whitehall, CBS) .... 6.6 
Wendy Warren (General Foods, CBS) .. 6.5 
Grand Slam (Continental Baking, CBS) 6.4 


Godfrey's Talent Scouts (Lipton, CBS) .. 5.2 ong deta Sa sovanenanenscnnnnne . 
TE TNS. Ce. ce sasisdccnterionttcssississerse 5.2 ee i 
Dr. Christian (Chesebrough, CBS) ........ 5.0 end sca Oh ag ey sececneeeenecsecvee 6.3 
Mr. & Mrs. North (Colgate, CBS) ........ 49 Soune ti y * maa can <page Pe 
Truth or Consequences (Pet Milk, NBC) 4.9 ‘OUND YF. Malone , ) evveceennese 6. 
Decsmber Bride (CBS) ..cciccccccoscesesccccesce 48 SATURDAY-SUNDAY, DAYTIME 
— ieee maken joie ar 48 Stars Over Hollywood (Carnation, CBS) 4.2 
CBS) Y 3 x . 48 Theater of Today (Armstrong, CBS) ...... 4.0 
sosesennssnsenscsssssnsscessnscsessnesanesessssics ) the thetee OD) 0... 38 
Walk a Mile (Camel, CBS) .............000000 48 Give & Take (Connon Mills, CBS) ...... 37 
MONDAY-FRIDAY, DAYTIME Grand Central Station (Cream of 
Helen Trent (Whitehall, CBS) ................ 6.8 MG: MUMMY idsccnasees tiaketecedssieebuiesicaiel 3.6 
Ma Perkins (Oxydol, CBS) ................0064 6.8 True Detective Mysteries (MBS) .............. 3.6 


assignment with Fortune which, 


led to his present position with | 
Time Inc. Here he heads up cir-| 
culation research and probes mar- 
keting problems for the Luce 
stable. 

When he isn’t touring the coun- | 
try for DMAA or Time, Mr. Chait | 
is a_suburban gardener and part-) 
time pipe collector. He also doub- 
les as a charcoal connoisseur when | 
his wife Sylvia and three children | 
—Martha, Pamela and George— 
gather around the barbecue pit of | 
the family’s Valley Stream, Long 
island, home. 


Pushes Star-Kist Tuna 
Terminal | 


French Sardine Co., 
Island, Cal., is using a new ad | 
theme—“Three out of four prefer | 
Star-Kist tuna”—for its product. | 
The new drive will be spearheaded 
by Arthur Godfrey on the CBS 
radio and TV networks and will 
be supported by full-page color | 
ids in magazines, plus b&w ads| 
in dailies across the country. 
Rhoades & Davis, Los Angeles and 
San Francisco, is the agency. 


Sampson Co. Names Costello 


William A. Costello, formerly 
with Belnap & Thompson, sales 
promotion consultant, has been 
named advertising and sales pro- 
motion director of Sampson Co., 
Chicago appliance distributor. 


Miss Harrington to Fadell 

Jane Harrington, formerly with 
the Rome Daily American, Rome, 
Italy, has joined th television 
staff of Mike Fadell Advertising 
Agency, Minneapolis. 


Standard-Toch Names Agency 


Kiesewetter, Baker, Hagedorn & 
Smith, New York, has been ap- 
pointed to handle advertising for 
Standard-Toch Chemicals, Staten 


| Island, N. Y. The “Automatic Col- 


or Carousel,” which automatically 
mixes colors in any paint and fin- 
ish, will be the subject of a spe- 
cial promotion. G. M. Basford Co., 


|New York, formerly handled the 


account. 


Hardwood Plywood to Samson 


The Hardwood Plywood Insti- 
tute, Chicago, has named M. L. 
Samson Co., Chicago, to handle 
advertising and merchandising on 


\its new trade promotion program. 


The Southern Plywood Manufac- 
turers Assn. has merged with 
Hardwood Plywood, which is a 
national association of hardwood 
plywood manufacturers. 


‘Magazine Hikes Guarantee 


Service Management, Indiana- 
polis, has increased its circulation 
guarantee from 15,000 to 25,000, 
effective Jan. 1, 1954. At the same 
time, the magazine, which serves 


| the radio-electronic service indus- 


try, will increase its rates. A page, 
eas time, will go from $325 to 
450. 


Gerber History Book Out 


Gerber Products Co., Fremont, 
Mich., manufacturer of baby foods, 
has published a history of the 
company called “The Story of an 
Idea,” which includes an account 
of the growth of the industry over 
the last 25 years. The book was 


gig by D’Arcy Advertising 
Co. 
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PAST 40—After 40 years of operation, executives of Russell T. Kelley Ltd., Hamilton, 

Ont., paused from their agency activities for a celebration with its clients. Behind the 

ceremonial cake are (left to right) W. N. Funston, president of Firestone Tire & 

Rubber Co. of Canada Ltd.; H. P. Kelley, president of the agency; C. S. Glassco, 

v.p. and general manager of Appleford Paper Products Co. Ltd., and E. M. Coles, 

v.p. of Canadian Westinghouse Co. Ltd. All three companies have been Kelley 
clients in Canada for more than 25 years. 


Supermarket Chains Find They Are 
Now Mature and Part of Our Economy 


(Continued from Page 2) 

we overcame that and have gen- 
erally championed the side of 
service to the public and free en- 
terprise, or free competition, call 
it what you will.” 

Dramatically enough, a wholly 
unscheduled event sparked the 


convention. Secretary of Agricul-| 
ture Benson on the eve of the. 


_two more services to be added to 
chain store operations. One is a 
‘machine that takes customer’s 
fingerprints to be used in connec- 
tion with check cashing. This is 
produced by Eastern Di Gi Tab 
Inc., Columbus, O. The other is a 
money order writing machine be- 
ing offered food stores by Rail- 
way Express Co. 


meeting announced a probe into. 


the disparity between the price for | 
cattle the farmer is getting and the 


price for meat the consumer is 
paying. 

Secretary Benson’s investigation 
is seeking to determine whether 
the middleman is getting too big a 
profit slice out of the meat mar- 
ket. 


# But the food men gathered here 


hotly denied this allegation, and 
investigation | 


criticism of the 
smouldered during all three days 
of the meeting. 


The chief counter-argument giv-| 
en by the operators was that lag-| 
ging margins on the retail level 


actually have failed to return to 
normal since the severe squeeze 
imposed by the Office of Price 


Stabilization during 1951 and 1952. 


George L. Clements, president of 


Jewel Tea Co., and outgoing chair-| 


man of the NAFC board, said, “I 
will welcome any action which 
will help clear up the misunder- 
standing.” 

Unveiled at the convention were 


# J. Sidney Johnson, assistant to 
the v.p. for sales and director of 
_trade relations for National Bis- 
cuit Co., told the group that in the 
next 12 months manufacturers 
would add from $6,000,000 to $12,- 
000,000 to the grocer’s gross mar- 
gin or profits through merchan- 
dising promotions. 

He said that during the month 
of June, according to a survey by 
Marketing Research Corp. of 
America, there were 590 promo- 
tion deals including 288 coupon 
offers being featured in grocery 
stores in this country. 

Of these deals, he said, 30% 
were offered with soaps and 
cleansers alone. Soap products, 
coffee, cereals, flour and mixes 
made up fully 70% of the month’s 
deals. 


® He said that improvement in 
‘merchandising techniques in the 
year to come would add the in- 
creased profits to the grocers’ 
business. 

| E. B. Weiss, director of mer- 


chandising for Grey Advertising 
Agency, New York, asserted that 
shopping centers have reached 
the height of their boom and 


Risdon Division to MH&] 
Morey, Humm & Johnstone, New 

York, has been named to handle 

advertising for the writing instru- 


87 
‘Three Papers Add ‘Parade’ 


Parade is adding three news- 
‘papers this month to bring its 
total to 42. The newcomers are the 


might bust at any Moment now. ment division of Risdon Mfg. Co.,; News-Register, Wheeling, W. Va., 
Too many new ones are being Naugatuck, Conn. The account was/on Oct. 4; Daily Mail, Charleston, 


planned, he said. 
“Not all suburbanites are mil- 
lionaires, and all the cost factors 


formerly handled by Emil Mark 
& Co., New York. 


W. Va., Oct. 11, and the Argus- 
Leader, Sioux Falls, S. D., Oct. 18. 


of a shopping center are too high 
to be comfortably supported by #£ ae ane ee Ey Peed Wee eS en Stee » 


anything but a boom,” he added. 
“The people may still have to eat 
to live, but the amount they re- 
quire is variable. If their income 
falls off, they will eat less.” 

John A. Logan of Washington | 
was reelected president of the Na- 
tional Assn. of Food Chains. Other 
officers elected are James Cooke, | 
v.p., Penn Fruit Co., Philadelphia; 
George Jenkins, president, Publix 
Super Markets Inc., Lakeland, Fla., 
and Rilea Doe, Safeway Stores, 
Oakland, Cal., all elected v.p.s; G. 
H. Achenback, president, Tanner- 
Brice Co., Vidalia, Ga., secretary, 
and Ralph F. Burkard, First Na- 
tional Stores Inc., Somerville, 
Mass., reelected treasurer. 

Joseph Seitz, president, Colonial 
Stores Inc., Atlanta, was named | 
chairman of the board of directors | 
of the group. 


Jolly Time Pop Corn Ads 
Break in Curtis Magazines 


American Pop Corn, Sioux City, 
Ia., will run half-pages in four 
colors in Ladies’ Home Journal 
and The Saturday Evening Post | 
this month to start a campaign for | 
its Jolly Time pop corn. Small) 
space insertions will appear in. 
Better Homes & Gardens, Family 
Circle, Good Housekeeping, Mc-| 
Call’s, Parade, This Week Maga- | 
zine and True Story. 

B&w insertions will run in the 
Journal and Post through next 
June, following the kick-off ads. 
Buchanan-Thomas, Omaha, is the 
agency. 


Atlanta Adclub Elects 


Lewis F. Gordon Jr., Grizzard | 
Advertising, Atlanta, has been 
elected president of the Atlanta’ 
Advertising Club. Other officers | 
elected are Redfern Hollins, direc- | 
tor of research and promotion, W. 
R. C. Smith Publishing Co., Ist) 
v.p.; Stephen R. May, account ex- 
ecutive of General Outdoor Adver- 
tising Co., 2nd v.p., and Abe Wein- | 
stein, president, Mark Advertising | 
Associates, re-elected secretary-. 
treasurer. 


Anita Schnall Joins Love 


Anita Schnall, formerly in the 
fashion promotion department of | 
Flexees Inc., has been named 
fashion coordinator in charge of | 
promotion and advertising for. 
Joseph Love Inc., New York manu- 
facturer of children’s dresses. 


Pedersen Joins Miller & Co. 

Ray Pedersen, formerly an art 
director for Hewitt, Ogilvy, Benson 
& Mather, New York, has been 
named art director for Miller & 
Co., Seattle agency. 
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Adds up to — 


BETTER QUAD.-CITY 
COVERAGE AT NO 
INCREASE IN COST! 


CO BUILDING, ROCK ISLAND, 
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RECOGNITION 


for Outstanding Performance 


The Hub 


of Central New York. 


Consistently—the No. 1 Test Mar- 
ket in the Middle Atlantic States. 
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LOCAL! 


(Evening) 


-HERALD-AMERICAN  POST-STANDARD 


(Sunday) ° 
«GENERAL ADVERTISING REPRESENTATIVES 


DAILY.......... 212,098 
SUNDAY......... 324,634 


“The SYRACUSE Wewspapers 


URNAL — POST STANDARD 
: : B (Morning) 


(Sunday) 
MOLONEY, REGAN & SCHMITT 
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FULL NBC R, 
FOR AS LIT] 


This week Showbusiness moves to 
a new address as NBC Radio 
Network premieres twenty-eight 
glittering new shows in 

the most intensified, creative 
programming drive the 


industry has ever known. 


Included in this all-out effort to 
make NBC Radio an even better 
advertising value are three 
imaginative new plans which offer 
truly mass coverage . . . deepest 
market penetration . . . persistent 
repetition of your sales 
messages... at unprecedented 


low costs! 


headquarters for new ideas 
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THE “THREE” PLAN 


This bold, flexible selling tool permits advertising literally around the clock. 

Reach your prospects whenever they listen... morning, noon and night. Get saturation 
* frequency, heaviest impact from your advertising, at unheard-of economy. 

“Three” offers three or more one-minute weekly participations in three 15-minute 

Monday through Friday strips. Mornings, Second Chance, 11:45-12 Noon, 

only $2,250 per minute; Afternoons, It Pays To Be Married, 5:45-6:00 P.M., only 

$2,025 per minute; Evenings, the all-time situation comedy favorites, Fibber McGee 

and Molly, 10:00-10:15 P.M., at the lowest cost ever, only $2,917 per minute. 


“WEEKEND” 


New news, new features, new entertainment, new music — and a bevy of “star” 
reporters—in radio’s only “Sunday Newspaper of the Air.” From 4:00 to 6:00 P.M., 
NBC Radio presents a kaleidoscopic two-hour extravaganza with diversified appeals 

as broad in scope as the largest metropolitan paper... provocative, compelling program. 
ming to captivate every member of the family. Only $2,250 per one-minute participation. 


“THE BIG PREVIEW” 
Great flying discs, this one has everything! The latest hit tunes, before official 
release ... Art Ford (originator of the fabulous “Milkman’s Matinee”) as the genial 


emcee ... plus the most popular local disc jockeys north, east, south and west! 


A cool two hours of sensational music and side-bars (e.g., the local stations get in 


their licks by broadcasting to the whole country ) that will parlay sales for any 
client. Saturdays, 11:00 A.M. to 1:00 P.M., and dig this low price — only 
$2,000 per one-minute magic! 


The choicest availabilities will be the first to go. Reserve your position now in these 
dynamic new plans — among the greatest advertising values ever offered. 


Call your nearest NBC Radio Sales Office today. 


NOTE: All costs include time and talent and are fully commissionable. 


NBC RADIO 


ea a es a = * ia . Oo Rl eS BOR oT eB SOs ED 2S ~ wee 
~ Se oe = i * Sa 2 a te a = a ae “ A PP Par ae, » 1) Ue ale yey CT: a eS, Ae AES ales he A ee Pay : fined AY ORY eS CSIR aes Mo. SESS el ea a eee ae sa ire a ra het ti es. « 5 ib eg We Ap the 7 2 Te Yalan UN ad 
eee aes Pee od Beat i ine, he OR Sete igh Le, ea iG ASR bet Pee iy od Sigs ak Nig ak ak ORE ES oe on Bret Sk Dh OR 2 i RES eal or ised Beh he ek Sige Va ey a3 Sa st ee a et TRS 2d oe 
SAGE a eR, gh SE SR aie rg a gate ee et = et ; 5 a es ee ea eg GA cage ie : RN ok Pn : anaes ae a ae: - 2S Seen SS r cate te, ee te Loa aes Be, 
zs ot ae as t» a a ce Ay etx RS Sees ere ager oo te See ie Per eps a nace hee: “ ie Ske Wie UR see hy eu neth Ss spine Oa! ae * Fay ees see a rue rake re Wied, WIE een See 2a gan PO oe Pelpete ae ie Bae ae jas” a pre ce aie : Ee a 
iM 2 let. : OS EAC aS mg re 9 oo LY Ue ER ae mer Sen rg ~ é Fran rare r oy Pe Mae Pri ag Say ae Se Sakae =~ Say ene hee aa yi EE, 3 Pon RB fe, Vas OO Megat uegtak att. (5 baal Car Rea Me MMO EDR Str. 375. 5 el Oem an Te rae SEF Soa ak a epee: 
ae, See oe PD dag tor a peas. PRES 5d FPS ae te mee ees 5 oan es Bs ear ONT etn ie eumen att a oe Peet eS pipe: ee ae Teh apes a See ae OT a poe Witt Nae ewan one Le OMS. SSG shots aes Memes Sn AS ge aaa Rinne a 
Pierre race VE Rat ar 4 oe aT SPR aly F = tat a Sat Wee: See wate Lae pea iis eres eae eens om bess us ‘ iis is OE rte . 
Pu Cd a ; 3 ee ry 2 ; ot, pete Se et es ee Bh Whee ss peta de as Se a e: : : eat bearer 
ts : ‘ fees tN ; jemi le is ; Repeat sa, ric) ae ee ee ee Re eS oe Oe tae a eg Bee ree rg pees Se iy 
PE bs : 4 oa : 2 OPT Rs ee ute $ 7h, ail a . ad = is Silk yeaa 
ce be . . , Teens ee ence <tr , ° > 3 “ ae ‘ities 
Nea : Sat 
ae a = Bibs RET AEE BT ce ‘ > Se 
i I is : an - ~ > 
eae eS et wii . 
Z . 5 . n : 
- ‘ 4 
% MUSIC . 
oe FILMS RA ‘SiC STAGE . 
: ieee se a ae ee ee a mene. 
A: J 
. uy 
| | T 
” . id 7 
‘y i 
F ‘ 
{ 
sttidaieemenesinemenyenpignasipiatiemeetttameen - = “ ee ne 
A ee eee | ae ; . } i 
_ : - - re —a a ' 
me we | - . — ~ i , 
if 
. P wm CunWc NY. State f 
] ‘ r - . ns * 
5 i ‘ a ff Lay nuvi 4 ” 
; on a te . 
.g Ml f ln 
‘Tyranay ; pwMHansnep as 0S Who invest m ‘ 
med be an ene, 
eo a ; 
Fob wanes woe win 2 fn the foe ot 
whet 2 rrtureed to peltion, dite. _ dey sxtuions j 
4 naoe policy” «in whe’ Shes ae | 
° ‘ ae omen j ” 
b> gal ; 
é . x , ; 
eee Serine 00h ae ul eo, Devevan Thee Pes: 
fee Se Se. a 
at ie wing 128, Shia acne hung ee the es. 
a Se owe oh Ow 94m emint 6 sire es rae 
oe Y iossoupuana ey a 86 fons lig 
eae fave © Dowel ohe ht theme tH — 1 a ee 
ee ‘ , tae lncwuind 4 : potent persed that fw ° ~ d en 
ne we a yy te Berne. os tan sb vw ERS" sival at me Tae nae ~ + ee 
; Ponaal a sod promumenity Covatet bat' ime aftiliese, Me “Mea 26 far ws Mikrels whieh eppenred wie whnlen? efbaste < Ware Pd 
os tee eediines. i Mew TAR, neee ageraten by Pompom.’ wale Sf gee (elie wows tor the 3 Mer sy ie oe Brenusnibe wah 0 tau traen Caingiad R 
se te itee Gatien set Wer Ver tee 5 hor tevering eterery. GS ethedule Greys vee ee of hte Tis eter Conrmiiies me Retemeed o mar a | Panhen Mo ae 
ae. aattion nave ramen that TOPOS nat in te te eed oe & Some eee pregrim pater HSS 2 ren Mader Looe © Weed. wheuee Esther tor ond Prdey Bo ~ wae's im 
73'S cay te Game rien willhens BEY monks, afte te “Eile Hi” Deal steuee and te Burprics the pet tered with tee ofiginal trewpe gatoer an tert! oe reece ~ ie a. es ak 
oy tear re a ee Nawaghen the OB ant Comedia. Theres Get Seowlar rae oe Pee 
be Tee hatin Quarter wom mnaitn: Kaper § Seven, Keteet WH as we cre takes doern” of ~ — wine Titers Mecmraen end eae 
Meh ' a0 oben . bearenams aie rae od Domeng ore meerrs. Gmeh OH prawn Sow on Me ade hee ee 
ail i Tree inci axe wh predurtnm, ae <b oh “Uperations Wt rac arc te Stale Oe sept =) ee Hor 
Gtbr's Keer by umm aoe tengemnets 5 derind the woth of fn 4 pore or iraman varen. He seinen paraiN Reusneme Rea 
5 ee ee Erna te, pier there 2 gun yang te a Lash Dafarn Uae altttiese. ce agers ae BOGE BM ohhe om the sub aes 
as trast © dead, chmeirte - me ang voepee Ted Cot afine Dene seeds recened by Mies Bank w4, Bae eee 
pee tases hes bees Soy mee Socks of reunate-canee parsing we aie Boers snd Teil anne os eae 
Sine pease We sod aot weds ieeneee BY st . . xe 
teas - - er ae ws a peed oe 
ae . thai. duck MeO iw ° Series 
yee wget ack Rot aoa ; ares 
BA ig." ‘ ie mene be ape ‘at eine 
er ry 3 he *erue 2 C2 ee 
en tke S paiere of Be Re S18, 
abt es 4 Was given she A 
rit Mt Card tare Pasa . xia PS 
BF sie ad iesecimn poe : yee 
Bors 3 A grret der ol tn , a"e 7 ios 
a ‘ ing Wrecert A ; eh Uae 
- me a | gi ‘ ae ' ‘ Aor 
ay * -) ~ Sots wan oe SOs NP we se ee em, a Wenz 
ee. non at tie detente pT) Mat ee ane Se som ot the SEREY “Minenlbon” wit stages masuatte Afr mene f een 
ee Se reg Hee Yat! tp te IH Home| é . wav thon 96 peers Be a emgur-ie carom Reto 
aM gy non ene tae since *naee | aectimnwet om sage 24 The smneneial saectet wil dene Xk will swing tele & tame bis 
oi are whee +5 wills Chat matron | - fice FOR Gh RPCONAMO verse tied "The Wavened ee ries Fe 
on? # ae BOW dervy Same whe will ee | way heredey age 2 «me q 4 ° 
eee ty. prrere che soins Color TV T. Suen Rarwckce, Maw 8 Ma These stan th wis be coo ; ¢ : 
. is 0 paves m of @ in Mone whe it predeing he punt wen, we ” 
Sees s ak Le Sat ss Sa. ae ' 
. any ather twawk of com tes te ae, WEE ae conmetent te Tre) Mesiesd version, ot fe | 
a Kihncias ai terre covet” on tes owend wot , ae. Init for Kanaan Cz Mower xakiey. has th suman mith © wee 
Yemaie” va te the Cxwme Banton. Trneeners. Phuily 5 31 ion Neekin WHR he Beceeet ig owns Bupres aah ipien ae i 
m an ts de whee Camqend on peer 0) Commened on page a Marres Witte Howe, J g 
e. 2° Th Chae” gene » tte err : 
‘ emer Sates » —< “ as 
ess ie LEWIS’ 986 =f or ee 
: > + ceili SHARE FROM NY. PA 4 ™ of 
j ¥ (ree goer ott : Girt Or 
. : , iene BY OO Bg 
; 7 gh wd bemnperabaces toe be 
- Sy toe nd Sn ea 
< . Re sin ead» . 7 rye 
on 7 ahes thee bs foaie oid E sa , 7 
F f TAI bor tne fees wow | ae ad ' : 
ee ag dee mnt hg et IE ‘ a ,) SPITALNY : 
y ovo singe te Gd Mahe O10 be penpertucrnia ts We. prose secwmers te the putin chat 5 , 
: sOet celanaid Wik tanen, SUI Gt hams dene ort & will rapiare & tautehie enter po haatonng ae 
eres 500 on ahenctnn ithe ate. re EMO Gre ty weiieipeind tor tase” He seta the govern: ead ue ' a 7s 
os ee Crm tality ne pereamens pane Oe mal wromrere a ee { EVvELN a Anca ha 
(oe mus Kah week the paartice ong 7 mae inne nite RO Rent te > 4 ‘ eae 
eS Se ee ke Fire wili summit wed rommd : end he aa 
ame OM 6 dlisted gork dan Ce ee Peony fm secu: tram Lon Raupive TV 
i . SOragRER. eh Inter oe tha da: Gents Kom Waser sd Yes Medel | Gatlens anae toe FIC peas WM id Mage a 
ase c ee Mein Asotin aie ARE Pers x ssert som price the getcnasht Ge selerens ing t ; wren ; 
a Sse cupectal quakded to quis the 0Ors We Six iether eotree. Whit etehag ie hem + gue 5 
: ‘enatteuel on pose OF i Kemimers wo pags i Cotneard 20 page 4) _eeiee Te a ae 
cispibmeg 
Pak panes 
“ oe 
‘yee sd aie 
ae oF . ss “ can Ree neem , ~ Th, ea 
. = 3 as 
ihcaier es eee 
adh ae 
Pe i pcs 
. : 1 
euage 
ae ; ae: 
(ape oie ig a 
hn eh ia 
i iis, pas 
Pe kt ere a 
bis ah Bite. 
Sead Beene 
ete’ cig 
tales Ais a 
E ¢ a 
Ce eS 
z ; 
See ates 
ae ea aia 
a eee 
ee ey gever 
Hoe “ett, 
Sich Ae 
tik Palen 
ae egy aa : 
es. Pee 
ee ee 
PRA, é = 40 
ines Sia. 
ice : ‘4 
Nera ® a dale 
waetinee ame 
Suet aes 
eee ee 
BF 
ix a ik 
2 : 
* ey 
at a 
ee eis 
ee Ned) Red, 
2 ‘ Ba pad 
oShe 
es ie eae 
ase Hey’ : 
yet, / 
ant, hg F 
pits: ees as 
eae eh) 
bis ea 4 
a - : a ee i : 
Rigen b.: eh mn 
Reta ee taeas 
rife ey eh 
me ee ae 
: ; . . 
BP eg ; 
‘= ie apogee 
i a Beek 
eee ae er 
wes Sees 
; : Seer 
tice iss 
_ 
ee age 
a 
Nae eae 
gh? ie fi 
ers, aoe 
Pen Sy re eee 
aes . . ‘ : : ' : 7 F ae Re 
PS c he - y a 4 g " - aa & : oa . " Mi “ es s 4 7 - apd 2 Fe ae - a oo oa] + = - . - 4 ts 7 
‘ a aa “ ; Mi Ea Pe 
; oy coher er 7 ee ‘ pe caEs ak page whit is ~ 4 * Psd oily : .- ie ar Pointe - ae z $e i ere, 4. Yel Lan Brak * . : ond RO 4 ae . ie « eA ea phe : en, See ae ‘ GS 7 
LY eg See eae ae ote tee AOR ER Bi yao Gaps ey RI Pade he Muang er eo ae gy Y eas, . ; ; oe nO, Ohba rege, ea tae ge ga i eee oN ihe ig ie GAG 3 Pape gad ta” A CGS vise by tye DPR hi ae ge ee Socatek, Pot, eaeed Sf 
Sy ‘ Bir bik a Pes ‘ ; me eg of apes fre J : — ‘ , 1 A ai Ae he rs ee Poe t Pee ae ee : rad 4 ae sa : 1 : ut é Fae, OO. Pe : 


